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From The Editor 


T WAS EARLY MAY 2004 AND, ALONG WITH A COLLEAGUE, 
| was in pursuit of UB’s Vijay Mallya. I say pursuit, 

because it was exactly that: we were in Bangalore, 
chasing the elusive liquor baron from one office to 
another and even to his home. The meeting, which 
was supposed to happen in the midst of Mallya's 
statewide election campaign, eventually didn't happen 
and after two days of futile waiting, we gave up. 
Mallya's own political career hasn't fared any better. 
As National Working President of the Janata Party, 
Mallya may have campaigned hectically, spanning 
the length and breadth of the state, but in the end, his 
party didn't get even a single seat in the 224-member 
Karnataka assembly. 

A year later, Mallya seems to have, sensibly, jetti- 
soned his political ambitions and turned his singular 
focus back to business. We, as a dyed-in-the-wool busi- 
ness magazine, like that. As we went to press, Mallya 
had just snapped up rival Shaw Wallace, barely days 
after he's got back control of another liquor major 
Herbertsons. Besides, he is 
putting the finishing touches 
on his new “value-for-money” 
airline, which, he says, will 
offer business class in-flight 
service at less than economy 
class prices. Vijay Mallya is 
back in the news and now 
for all the right reasons. The 
acquisition of Shaw Wallace 
will make Mallya the second 
biggest player in the global 
liquor market after Diageo. 
And, if he can pull off the 
airline (expected to be launched in May), he'll be a 
force to reckon with for existing players like Jet 
Airways, Air Sahara and Air Deccan. 

Yet, not everything is hunky dory at UB. Profits at 
the liquor major are a thin sliver of sales and have been 
that way for a while. And some of the group's attempts 
to diversify into new businesses in the past have come 
a cropper. To find out how Mallya is trying to avoid 
past mistakes and make it all happen this time, Sahad 
P.V. and Venkatesha Babu spoke to Mallya, his senior 
colleagues, analysts and bankers to bring you this 
issue's cover story. 

This issue also brings you a special feature on India 
Inc.'s hottest dealmakers. It's unlikely that you will be 
familiar with the faces of the nine young men and one 
woman we've chosen as the hottest investment bankers 
this year, but I’m sure you're familiar with most, if 
not all, of the hot deals that this bunch has struck for 
clients. What struck me was the average age of these star 
dealmakers: six of them are under 40! 


a 


Dusine 


Getting: 
Serious 


Sanjoy баламат 


SANJOY NARAYAN 








| 


EJ 


ae 


ie t P Im ps aM eo Р eat 





Samsung recommends 
Microsoft” Windows" XP Professional SAMSUNG 
or business. 











all ^ 
all 


pr nahlinn th i ri 


Били шет un ш ао петст 


Are you a теге thinker or someone who follows up thoughts with concrete action? For the latter, we present the weapon of choice - 
Samsung NotePCs. Designed to maximise productivity, Samsung NotePCs are loaded with a whole bunch of thoughtful features that 
free you to concentrate all your energies on what you do best. Samsung NotePCs. Don't just think, act. 








It's time to act. Choose your Samsung NotePC. 




















P28 (P Series) | X05 (X Series) | P30 (Р Series) 
* intel” Celeron" M Processor 1.5GHz | * Intel® Centrino" Mobile Technology 1 5GH2(2MB) | * Intel® Centrino" м 
* Microsoft” Windows” XP Home | * Microsoft® Windows" XP Professional * Microso 
* (15*) 38.1 cms/256MB/40GB/Combo Drive | * (14.1) 35:8 cms/256MB/40GB/Cormbo Drive | * (157) 38.1 ст 
* 3 yr Warranty/3 5 hrs of battery Ме | * 3 yr Warranty/3 5 hrs of battery Me * 3 yr Warranty f baftery ite 
* Weighs only 27 * Weighs only 2.0kg * Weighs only 2.4% 
—ÁÀ— D = | SAMSUNG 
Starting at Rs. 45,990" | Starting at Rs. 65,990 | Starting at Rs. 75,990“ мате те 
Free Allen Cooper Carry Case Free Allen Cooper Carry Case Free Allen Cooper Carry Case تسا اسا‎ 


Choose from a range of 10 stunning NotePCs 
For more details call 1600-114433 or write to: notepc.siel@samsung.com. Intel, inte! Centrino, Intel Inside. the intel Centrino logo, the Inte! Inside logo and Per 
registered trademarks of Intel Corporation or its subsidiaries in the United States and other countries. Microsoft and Windows are registered trademarks yf Mk 
countries. All other trademarks are used for identification purposes only and belong to their respective owners. Features may vary from model to model. & Taxes, O 








fevies as applicable extra 


Vol. 14, No. 7, April 10, 2005 


EDITORIAL 


10 Watch The Dog Wag 


TRENDS 


12 Rich. Like Us? 
India has more billionaires than the UK. Here’s 
how many poor there are in India. 


The Economy’s Mobile Engine 

A UK academic establishes the connection between 
mobile telephony penetration and GDP growth. 
Fine, But Is He Worth Rs 66 Lakh? 

Are companies going overboard with salaries at 
B-schools? 


Swraj's Unseemly Scrap 
UK-based Swraj Paul fights a bitter battle with a 
local partner. 


The BT 50 Index 


Acquire Or Die 

Mphasis' M&A play is central to its hopes of 
becoming a software services major. 

AMD Boots Up 

The chip-maker sends its global CIO to push 
India business. 


Q&A: Stephen Rohelder 

Accenture's COO believes Indian firms are no 
competition. 

Super-marketer? Not Quite 


India's first real organised retail venture, 
FoodWorld, is running out of steam. 


Baby, No More 

It isn’t as bad as the Tylenol thing, but 
Maharashtra's FDA believes there is more to 
J&J's baby products than meets the eye. 

Q&A: Willam Tredwell 

The MD of Hay Resources Direct speaks to BT on 
his company's tools to assess emotional intelligence. 


Problem Of Plenty 
There's a crying need to put India's $140 billion 
in forex reserves to work. 


14 


16 


18 


19 
20 


22 


23 48 


24 


28 58 


33 
64 


34 


35 Depreciation Fundamentals 
Why industry is unhappy with Budget 2005's 


take on depreciation. 

India's IT Girls 

Indian IT Companies are eyeing a higher 
representation of women in their workforce. 

IT Under Attack 

Hoax bomb threats have India's leading IT 
companies tightening their belts. 

Q&A: Dominic Proctor 

The CEO of Mindshare Worldwide speaks to BT 
on global media trends. 


70 


36 
37 
76 


38 


4 BUSINESS TODAY APRIL 10 2005 


BT SPECIAL 


81 India's Hottest 
Dealmakers 





They're cutting deals of 
varying pedigree, size and 
complexity, as M&A 
activity in the country 
reaches a crescendo. 


FEATURES 





Marketing to the masses: | 


Money In Numbers 

Realising the buying power of what management 
guru C.K. Prahalad calls the bottom of the pyramid, 
a clutch of Indian companies is trying to go truly 
mass-market with new products and services, 
distribution channels, even business models. 


Reddy, Steady, Hold 

RBI Governor Y.V. Reddy’s banking 
reforms roadmap steers clear of all big 
bang measures. Foreign banks are 
disappointed, but happy to bide their time. 


Namaste America 

In another, albeit lateral,instance 
reflecting the importance of being 
Indian, American corporations wake 
up to the buying power of Indians 
residing in the US. 


Going Shopping With Wal-Mart 
This year, the world’s most feared 
retailer will source Rs 5,000 crore 
worth of goods from India. What does 
it buy, who are its vendors, and what 
kind of deals does it strike with them? 


60 Minutes 


Ahead of his visit to India in mid-March, 
Rodrigo de Rato, Managing Director of 
the International Monetary Fund, spoke 
to BT on a host of issues. 





a 
IMF's Rodrigo De Ra 


COVER STORY 


40 All Work And No Play? 


The king of good times gets down 


to some serious business. After 
becoming the world's second largest 
liquor maker with the acquisition of 
Shaw Wallace, he's now attempting to 
become a leader in Indian aviation. 





Cover photo by Bhaskar Paul 


PERSONAL FINANCE 


98 


102 


Top 10 Stocks For Tomorrow 
Looking for stocks that will give better than 
average returns over the next two to three 
years? Here's our pick of 10. 

Time To Change Track 

For the salaried, saving taxes post-Budget 


2005 can be tough. Turning consultant 
may be a better option. 


JOBS TODAY 


110 


112 
113 
113 


Suddenly Sought After 


Merchandisers were not even understood once. 


Now they're only slightly better understood, 
but much more heavily in demand. 


Help, Tarun! 
Waft And Weft Of It 


Arches For Architecture 


C 


MANAGING 
118 Reinventing The PSU Manager 





A handful of public sector giants is gi 


managers a crash course in self-reinve 
covering c verything from strategic th 


sit-down dinner etiquett 


BOOKEND 
122 Name Game 


Everything on branding you're not afraid t 


€ 


Plus, transfer pricing and Indo-Pak relatior 


p рг Aus 


SUUN 


BACK OF TH 
124 Morning Manna 


- Ww 


Most BT correspondents cannot be descril 


intrepid culinary adventurers 


their sleep. But we still got them out of b 


and they do 


told them to find a good breakfast, so that 


know where it is you can find the best w 


start vour dav. 
133 Treadmill 
136 People 


Starring Abhay Firodia of Bajaj Tempo, forn 
rat Singh, | 


promoter of Yes Bank Harl 
Shetty of Janssen Pharmaceutica, Pfizer 
Hocine Sidi Said, wannalx 
Raj Kohli and Max India's 


COLUMNS 


148 Leadership Secrets 
By P.K. Chaudhury 


Analjit Singh 


yr 


entrepreneur 


Ra 


Up — He USAT-IT ~ о2з2# 








Fo ГУЕ бык TIT. 


А 


ee 


Web Exclusives 


Fashionably Chinese 










China, say marketers, the kind who believe in touchy-feely 
research, is better understood not by all the statistics that 
forever hold economists in thrall, but by what is actually 
going on in such arenas as fashion. So, what’s going on any- 
way? Here’s an attempt to find out. Through a thoroughly 
unscientific sample survey of China’s fashion scene. 
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Apropos your cover story India’s 
Best Managed Companies (br, 
March 27, 2005), I believe corpo- 
rate social responsibility (CSR) and 
export performance 
should be factored in 
next year's ranking. CSR 
does not end in ensuring 
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good corporate governance prac- 
tices, creating jobs and paying taxes. 
It also applies to the social relevance 
of the company’s products and 
services. The wealth we talk about 
should not only be investor wealth 
but the social wealth that these 
companies ought to create. 
VENKATESWARAN C.V., through e-mail 
This refers to your cover story 
India’s Best Managed Companies 
(Br, March 27, 2005). The foun- 
dation for Infosys' success lies in 
its strong employee morale, and its 
twin model of cutting costs and 
tapping skilled labour. No compro- 
mises made on quality, emphasis 
on value growth, and it's contribu- 
tion to society has boosted the com- 
pany's stature to such heights. 
VITHUR, through e-mail 


This refers to your cover story 
India’s Best Managed Companies 
(Br, March 27, 2005). It's encou- 
raging to know that 60 per cent of 
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SPECIAL ISSUE 


A BT-A.T. KEARNEY STUDY 


the companies have web-based 
knowledge management systems 
in place. The finding shows a very 
promising side of India. 

AMITA BEHERA, through e-mail 


Your cover story, India’s Best 
Managed Companies (Br, March 
27, 2005), is a comprehensive 
guide to what it makes to be a 
professionally-managed company. 
But when comparisons are made 
with their global counterparts, 
India’s best companies’ achieve- 
ments are not much more than 
mere ripples in a vast ocean. Indian 





companies are still feet-draggers 
when it comes to on-time delivery, 
HR practices and ability to use tech- 
nology for delivering quality servi- 
ces to their customers. 

SIDDHARTHA RAJ GUHA, through e-mail 


Setting benchmarks 
Apropos your cover story Rajah 
Of Retail (BT, March 13, 2005), 
Kishore Biyani has set a benchmark 
for the Indian retail industry to fol- 
low. At a time when no one would 
have thought of massive retailing, 
Biyani was already acting on his 
plans to set up retail outlets like 
Pantaloon and Big Bazaar. A move 
really futuristic where retail chains 
in India are concerned. 

KRUPAL SONI, through e-mail 


Your cover story Rajah Of Retail 
(BT, March 13, 2005) was awe- 
inspiring. While other big names 
in retail remained in the perception 
periphery of the urban elite, Biyani 
focussed on the diverse and difficult 
palms of the urban middle-class. 
Sceptics of his aggressive expansion 
will now be forced to fall in line 
with his understanding and inter- 
pretation of the behavioural pat- 
terns of Indian customers. 

ARVIND MUNDRA, through e-inail 
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needs. We'll use open standards to integrate your processes 
right to the management level and do everything to ensure 
your competitive edge for the long term. Our secret formula? 


It's called Totally Integrated Automation. 
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OBODY, BUT NOBODY, PUSHES INDIA AROUND. 
Ne this, there’s a consensus amongst citizens 

of this country, be they conservative or liberal 
or any admixture of the two. Thank goodness. That’s 
a source of comfort, as India begins addressing a need 
that has been obvious for quite some time: the need for 
a strategy to handle America. 

Strategy is the appropriate word. Even India’s first 
Prime Minister Jawaharlal Nehru would have agreed, 
convinced as he was that foreign policy must be 
derived from economic strategy (and is not some 

-wishy-washy matter of whim). If he was a practical 
man of his times, so is current Prime Minister 
Manmohan Singh, a key player in one of India’s 
biggest policy shifts. With values and goals held 
constant, India has altered the means to reach those 
goals by granting the mar- 
ket a lead role in the 
allocation of resources. 
This, let’s be clear, had 
to do with a fresh evalua- 
tion of the merit in market 
forces, as evidence emerged, as 
opposed to central planning. 
India, mind you, did not scam- 
per in panic to the winning side 
of the Cold War, as American 

_triumphalists often assume. It 
was a sovereign decision based on a 

, rethink, not fear. India, remember, 
was non-aligned. And open to diverse 
schools of thought. 

Some 15 years on, India has 
grown in confidence. The country’s eco- 
nomic growth is within striking range of the desired 
rate, despite low levels of foreign investment, and is 
being watched as closely as China—even as the 
stakes soar for leadership of the 21st century. What's 
more, India is newly armed with nukes, and America 
has started giving shape to a new strategic partnership 
with a country it once had little time for. The chief 
watchdog's chief diplomat, Condoleezza Rice, has 
been on a visit too. Instead of tactless GDP compa- 
risons with Spain, or subjecting officials to an inqui- 
sition, she has taken care to hold India's progress in 
appropriate esteem, and has even held out the possi- 
bility of enhanced technology transfers. So far, so 
sweet of her. Mutual ties have never been better. 

But America also seems intent on pushing India to 
another decision fork of sorts. Framed one way or 
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Watch The Dog Wag 


another, Rice appears to be offering a binary choice, 
and the deal comes down to this: ‘either Iran's piped-in 
gas or America’s fighter jets’. Choose. 

In its choice of principle, India needn’t bat an eye- 
lid. It’s easily the principle of economic sovereignty; the 
one that says India’s future shall be determined by its 
own citizens. So if the energy security of a pipeline, 
given the acute need for cheap gas, is worth more 
than the additional defence security of those jet fighters, 
given the existence of a nuclear deterrent, it makes 
more sense to go for the pipeline. | 

That decision is indeed a matter of Indian sove- 
reignty, and one of bigger consequence than the fracas 
over who America keeps off its territory, where it 

spots “severe violations of religious fre- 
edom”, or—heck—what its intelli- 
gentsia makes of a speech made 
in Goa. Not to say it doesn't grate. 
It does, as should any barbed hint 
of state hypocrisy (that's why the 
howls of protest). 

Talking tough is all very good. 
But it is still no replacement for an 
external strategy to secure India's 
well-being in the long-term. Rice's 
either-or offer, to return to the 
issue, cannot be viewed in isolation 

of global geopolitics and America's 
own fears of possible threats— 
the known, mapped ones—to its 
power. And power it is. So the 
risk of American ire must also 
enter the calculations. This is 
not a watchdog that keeps 

its growls and snarls to itself. 

What would be an optimal way out? 

If India makes its market too big for investors to 
resist, the country could operate with even more 
degrees of freedom. So that's important as far as the 
long-term aims of domestic policies go. 

For now, the best course might be to go ahead with 
the original energy plans, shrug off the possibility of lost 
fighter jets, and then make up for such bad behaviour 
by offering America a sweetened deal of its own. It's 
fuzzy, but one it may still want to consider. 

What would America rather have: a slick series of 
shot-from-the-hip ventures hoping to gush forth quickie 
dividends? Or a stable stake in the emergence of a mar- 
ket that insists on thriving on liberty—and could talk 
the rest into it too? Choose. Difficult, is it not? ‘BJ 
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i Lakshmi Mittal is the third richest 

E man in the world. India has more 
billionaires than the United Kingdom. 
Now, if you want to swing to the 
other extreme and know just how 


i 
many poor there are in India, read on. 
BY ASHISH GUPTA 
i UST HOW MANY POOR ARE THERE IN INDIA? THAT’S A 
E question that should follow from hosanna-filled 
"n У P 
ў listings about the number of гирее- and dollar-bil- 


" lionaires in the country. The truthful answer to that 
d would have to be: no one really knows. Thus, although 
data from the 55th National Sample Survey (Nss) Round On 
Consumption Expenditure (2000-01) shows that the num- 
ber of poor (read: people living below the poverty line) has 
declined from 36 per cent in 1993-94 to 26 per cent in 
1999-2000 (37 per cent to 27 per cent in rural areas and 
33 to 24 per cent in urban areas), this is a statistic that has 
found surprisingly few takers. 

The World Bank, for instance, maintains that almost 35 
per cent of India's population is poor as it earns less than 
$1 (Rs 44) a day. And economist Surjit Bhalla, in his 
book Imagine There Is No Country, argues that the 
number of poor in India is as low as 13 per cent of the 
population. Bhalla is confident that poverty has declined 
rapidly in the 1990s and insists that the government's data 
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is wrong. “It is almost incontrovertible that poverty in 
India is less than 15 per cent of the population,” he 
says. The basis for this contention is data from India’s 
Central Statistical Organisation related to income and 
expenditure; this, Bhalla insists, is more reliable than 
data from the Nss, as the latter is a household survey 
based on irregular inputs. 

The Planning Commission uses Nss data, and 
while there is a school of thought that believes the 
use of nutritional norms to calculate the number of 
poor inherently flawed (it ignores spends on non- 
food items ), Utsa Patnaik, Professor, Centre for 
Economic Studies and Planning at Delhi’s Jawaharlal 
Nehru University, points to a more insidious change. 
The benchmark nutritional norms (people con- 
suming below this were counted as poor) adopted by 
the Planning Commission in 1979, 2,435 calories a 
day in rural areas and 2,100 calories a day in urban 
areas have, over the years been diluted to 1,890 and 
1,670 calories a day (in 1999-2000). Not many 
people are aware of this dilution, she argues, adding 
that there has actually been no reduction in poverty. 
Matters have been rendered even more complex by 
Messrs Himanshu and Abhijit Sen, who, in 2004, 
used the same 55th National Sample Survey data to 
arrive at figures very different from the Planning 
Commission's: they claim the number of rural poor 
has declined from 31.9 per cent to 29.1 per cent and 
the number of urban poor from 29.2 per cent to 
26.1 per cent. 

To revert to the original question, just how many 
poor are there? Less than 150 million by Bhalla's 
reckoning, over 350 million according to the World 
Bank's, and far higher according to Patnaik's. Now 
you know why there are no poor-listings. 
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Metros Are Out 


Some consumer durable categories are 


booming, others aren't... 


Unit Value Price Town Class 
Growth Growth Change 


Colour Televisions 9# 1.44 69% 


Refrigerators — 644 34% 314 1-5 lakh 
Washing Machines 11$ 9.9% -1+ 5-10 lakh 
Microwaves 95834 37.34 -1329 Metros 
Hi-fi Music 

Systems 508€ 50.7749 01% udis lol 


All figures are in per cent. Growth figures are for 2004 over 2003 


Less than 1 lakh 


WHERE DID POVERTY DECLINE? 


Change in number of poor people 
($1.50-a-day poverty line) 


East Asia Population, 2000 1960-1980 1980-2000 1960-2000 
China 1,265 206.8 -727.0 -520.2 
Indonesia 210 8.1 -67.4 -59.3 
Thailand 61 -5.9 -14 -13.3 
Vietnam 78 16.5 -24.9 -8.4 
TOTAL 1,894 226.2 -841.0 -614.8 
South Asia 

Bangladesh 131 9.7 21 11.8 
India 10] 924 -207.2 -1148 
Pakistan 137 -7.9 -16.0 -23.8 
TOTAL 1,355 101.2 -205.0  -103.8 
Sub-Saharan Africa 

Ethiopia 65 9.7 23.3 33.0 
Kenya 30 4.9 5.6 10.5 
Nigeria 129 11.3 50.9 62.2 
Tanzania 35 6.6 124 18.9 
Uganda 22 4.06 -1.76 2.31 
Lesotho 2 -0.25 0.10 -0.15 
Mauritania 3 -0.22 0.11 -0.11 
TOTAL 661 70.6 173.8 2444 
Middle East and North Africa 

Egypt 64 -11.8 -1.2 -13.0 
TOTAL 34 -22 ил 23 
Latin America 

Brazil 172 -14.1 8.9 -5.2 
Mexico 97 -6.8 0 -6.8 
TOTAL 518 -21.8 14.0 -7.8 





All figures are in million 


Source: Surjit Bhalla's Imagine There Is No Country 


...and small towns are where all the action is. 


Population Volume Volume Volume 
Contribution* ^ Share* Growth Share* — Growth Share* Growth 


33 41 26 38 6 29 12 
22 22 -13 24 2 22 -2 
10 9 -14 10 7 11 5 
35 28 19 28 10 38 21 


Refrigerators Washing Machines 


Source; ORG-GFK 
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. The Economy's Mobile Engine 


A paper by a UK academic establishes the connection between mobile telephony and 
GDP growth for developing countries. What does this mean for India? BY KUSHAN MITRA 









Se, E QUERI s 


EL 


BC debe! of mobi 
phones added 


of mobile p 00 people 


° JUST THE NUMBERS 


E D Has India's mobile revolution translated into economic ic gains? 


Incremental change in number 


^ Decline, * Government Estimates, ** ADB Estimate 


Г 1999, AN EON AGO, WHEN INDIA’S MOBILE TELE- 
phony companies successfully lobbied the government 
into allowing them to move from a (disproportionately 
huge) fixed licence fee regime to a far more sustainable 
revenue-sharing arrangement, one of the arguments they 
proffered was that an increase in the penetration of 
mobile telephony would boost economic growth. This 
was largely backed by anecdotal evidence related to the 
quantum of investments they would make and the 
number of jobs they would create. 

Now, six years later, there is real evidence of the 
kind economists and governments like, a recent paper 
titled The Impact of Telecoms on Economic Growth in 
Developing Countries, by a team of economists, led by 
Leonard Waverman, Professor and Chair of Economics, 
London Business School. For the record, the study 
was partly funded by Vodafone, one of the world’s 
largest mobile telephony companies. 

India and China are covered by the study, which 
spans the years between 1996 and 2003 and factors in 
the reciprocal relationship between mobile telephony 
and GDP growth (that is to say the study takes into 
account the fact that GDP growth can result in an 
increase in mobile penetration). Based on some sound 
economics, the authors conclude that “mobile tele- 
phony has a positive and significant impact on economic 
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growth and this impact may be twice as large in 
developing countries compared to developed coun- 
tries”, that “a developing country that had an average 
of 10 more mobile phones per 100 population between 
1996 and 2003 would have enjoyed per capita GDP 
growth that was 0.59 per cent higher than an otherwise 
identical country”, and that “for high-income countries, 
mobile telephones also provide a significant growth divi- 
dend during the same period”. 

Thus, it can be surmised that China, which has 
25 more phones per 100 population than India at 
this point in time, grew its GDP by around 9.5 per 
cent in (calendar year) 2004, as compared to India’s 6.9 
per cent (2004-05) partly on the strength of this diffe- 
rence. “More phones lead to more (economic) oppor- 
tunities,” says Surjit Bhalla, Managing Director, Oxus 
Research, a Delhi-based economic think-tank who 
adds that although telephony has played a role in the 
growth of India and China, the two economies would 
have grown anyway. However, the exact magnitude of 
the impact India’s mobile telephony revolution has 
had on its GDP growth rate would be hard to quantify, 
admits Waverman. *These changes happen over decades 
and have to be thought out carefully," he says. Still, for 
an industry that could do with a larger raison d'étre, 
Waverman's paper could just be it. 
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SN de: IS RAVI SINGHVI'S 15 MINUTES 
of fame, although the 26-year- 
old second year student at the 
Indian Institute of Management, 
Ahmedabad (Пм-А), doesn't quite 
like all the attention (he must defi- 
nitely like some part of it). Like the 
question about whether he is worth 
the $152,000 a year (Rs 66.8 lakh) 
HSBC Bank has offered to pay him. 
“If someone from Harvard with 
the same experience can get this 
(kind of money), it is not fair to 
question it,” says the Chartered 
Accountant who has worked with 
Arthur Andersen, The Times of 
India and Citibank, and interned 
with Goldman Sachs’ New York 
office. Singhvi is off to London to 
work as an associate in the invest- 
ment banking practice at HSBC. 

Participation by foreign firms is 
up at B-school campuses around 
the country. At the Indian Institute 
of Management, Bangalore (IIM-B), 
for instance, foreign firms made 53 
offers this year as compared to 27 
last year. And at IIM-A, which could 
not collate the numbers by the time 
this magazine went to press, the 
number is certain to be higher than 
last year’s 45. Singhvi’s point, at 
the core of which are free market 
dynamics of the kind his school 
teaches and this magazine swears 
by, is well made. Still, competition 
from foreign firms does boost 
domestic salaries. Thus, the average 
domestic salary offered at IM-B is up 
to Rs 8.25 lakh this year from last 
year’s Rs 7 lakh. 

On paper, the whole thing about 
firms, local and international, fight- 
ing it out for the best talent looks 
good. In reality, it translates into a 
clutch of knotty issues ranging from 
maintaining internal parity (simple, 
firm A cannot pay a recruit from a 
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Fine, But Is He Worth Rs 66 lakh? 


Forget dollar salaries, even domestic salaries touch stratospheric highs at the IIMs. 





The Rs 66-lakh тап: IIM-A's Singhvi is a beneficiary of free-market play 


B-school more than what someone 
it hired from the same school last 
year currently earns) to being left out 
of the placement process altogether 
to paying more for recruits than 
they are actually worth. Manju 
Malkani, Deputy GM (HR) at mort- 
gages major HDFC believes no one is 
worth that kind of money. *These 
people do not want to get their 
hands dirty and also lack the beha- 
vioural aspect essential for team 
building and leadership," she says. 
Not everyone agrees with her. 
K. Ramkumar, Senior GM (HR), ICICI 
Bank, has just signed on 71 students 
from the IIMs at a salary of Rs 7.5 
lakh a year and is convinced these 
people bring their *achievement 
orientation" to the organisation. 
And in reality, the free market 


play at the country's best B-schools 
means companies such as Hindustan 
Lever Limited, Asian Paints, even 
ICICI Bank that once had the pick of 
the students will now have to settle 
for less. The impact of that, at the 
institutional and the industry level, 
will probably become apparent only 
a few years from now. 

At another level, placement 
season at the IIMs had become a 
keeping up with the Joneses kind of 
thing for some domestic firms. 
“Recruiting at the IIMs is part of a 
company's own brand building 
exercise," admits the head of HR at 
one of India's best-known rr-services 
firms. Paying top-dollar, it would 
seem, is one sure way of letting the 
world know that you have arrived. 
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Swraj's Unseemly Scrap 


UK-based Swraj Paul fights a bitter battle with a local partner. 


Г WOULD HAVE BEEN JUST 
another corporate fight, except 
that involved in it is the London- 
based Lord Swraj Paul. For the last 
two years, Paul, Chairman of the 
£640-million (Rs 5,376-crore) 
Caparo Group, has been fighting 
his brother-in-law and partner M.D. 
Jindal over control of Caparo 
Maruti, a three-way joint venture, 
where Paul owns 60 per cent, and 
Jindal and Maruti 20 per cent each. 
The Delhi-based company, which 
supplies chassis and dashboard to 
Maruti, had revenues of Rs 94.53 
crore and PBT (profit before tax) of 
Rs 4.02 crore last year. 

In a fight that started in 
February 2003, both Jindal and 
Paul have been trading charges, and 
have been wanting to push each 
other out of the partnership. Jindal 
has alleged that Caparo executives 
diverted funds via two Caparo sub- 
sidiaries to a competing supplier 
(Caparo Engineering) that Caparo 
owns. Meanwhile, matters got com- 
plicated further with Caparo “can- 
celling” the shares held by Jindal’s 
Machino group in October last year. 
It’s not clear how that can be done, 
but a person close to the Caparo 
group claimed that the shares were 
obtained fraudulently. It's again not 
clear how that could have happened 
and Caparo, which set up Caparo 
Maruti in 1994, continued to live 
with the partner before matters 
reached the court two years ago. 

Just two months prior to the 
cancellation of shares by Caparo, the 
Company Law Board (CLB), which 
Jindal first approached in February 
2003, had suggested that Machino’s 
20 per cent stake in Caparo Maruti 
may be valued and acquired by 
Caparo, giving Machino the option 
to exit the venture. The order was 
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Swraj Paul: { 


not appreciated by Caparo, which 
filed a case in the Delhi High Court, 
challenging the CLB’s directive. 
Machino, which did not want to 
exit Caparo Maruti and instead 
wanted the option of buying out 
Caparo’s stake, also challenged the 
сів” order in the Delhi High Court, 
claiming that the сів had not taken 
all factors into consideration in 
passing the order. 

Meanwhile, Machino filed ano- 
ther petition with CLB for “rectifi- 
cation of register”, under Section 
111(A) of the Companies Act in 
order to challenge the cancellation of 
its shares in the joint venture. On 
March 18 this year, the Delhi High 
Court heard the appeals of Caparo 
and Machino. When BT went to 
press, another hearing was expected 
on March 23, followed by one on 
April 7, when the court will hear 
Caparo's reply to allegations of fund 


February 2003: 
March 2003: 
June 2004: 
August 2004: 
October 2004: 


Early November 2004: 


Early December 2004: 
January 2005: 
Early March 2005: 


Mid-March 2005: 





diversion. Although Paul hasn’t had 
to make any personal appearances 
yet in the Delhi High Court, that’s 
something Jindal would like to 
see happen. After all, Jindal was 
forced to get a bail on February 23 
this year, after Caparo filed a crimi- 
nal complaint against him at 
Delhi’s Tis Hazari Court for alle- 
gedly filing false information with 
the Registrar of Companies. 
Neither Jindal nor Paul were 
available for comment, and their 
counsels (Vaibhav Gagar and 
Chetan Prabhakar, respectively) 
declined to comment, stating that 
the matter was sub-judice. Interes- 
tingly enough, Maruti is not a res- 
pondent in any of the cases and 
has refrained from taking sides in 
the battle. It looks like Lord Paul of 
Marylebone has a long and hot 
summer ahead of him. 
KUMARKAUSHALAM 
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A mini-correction, but the market's fundamentals still look good. 


204.66 





IB BT Auto 
E BT Telecom 


[БЕ Л 
I BT Tech 


Ii BT Pharma 
I BT FMCG 





Mar. 21, 


2005 


HE BROAD MARKET AS MEASURED BY BT 50 
fell by 8.18 points (3.11 per cent) during 
the last fortnight, mostly because of soaring 
oil prices (one reason why the вт Auto Index 
fell by 5.25 per cent) and вв! ban on further 
ғи buying into telecom major Bharti Tele 
(the BT Telecom Index crashed by 6.33 per 
cent). The month-end (of the options and 
futures market cycle) considerations also 
had a sobering effect on the overall market. 
Still, with long term fundamentals intact there 
is no reason to get into panic mode yet. 
Our flagship free float methodology-based 
index—st 50—has completed two years 
now. The free float methodology has several 
advantages: first, it considers only the value 
of stocks freely available in the market (after 
excluding the part held by promoters and 
other strategic investors) and the weightage 
assigned to individual shares is more rep- 
resentative than the market capitalisation- 
based methodology; second, it takes care of 
the perpetual selection dilemma regarding 
closely-held companies. For instance, the 
inclusion of these companies may distort 
the index based on total market capitalisation 
methodology, but dropping them altogether 
may reduce its representative character. 
The free float methodology facilitates inclu- 
sion of large closely-held companies but 
assigns them a lesser weightage. After the 
success of our broad market free float index 
(that the Sensex subsequently decided to 
adopt this is testimony to the efficacy of the 
free float method), we decided to launch 
sector indices using the same method. While 
the general index captures the overall move- 
ments (covering several sectors), sector 
indices capture the movements in individual 
sectors. All these indices have a common 
base period (January 1, 2002). The weigh- 
tages are reassigned every quarter after 
companies declare their ownership details. 
The base value of all вт indices is 100. 
NARENDRA NATHAN 
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EA CULPA. THAT SUMS UP 

the sentiment of this 
writer and this magazine. You 
see, in May 2004, this maga- 
zine put Mphasis on its cover, 
calling it Indian rr's Next Big 
Thing (see Business Today, June 
6, 2004). Since then, nothing 
much has gone right for the 
company. Its revenues have 
grown quarter on quarter, but 
its net profits have declined. 
Then, its rr-enabled services 
(ITES) business has grown faster 
than its IT services one. And 
so, in an effort to grow its IT 
services business, enhance its 
profitability and improve its 
chances of breaking into the 
top tier of Indian IT services 
firms, Mphasis has embarked 
on a shopping spree. 

Since June 2004, Mphasis 
has burned over Rs 200 crore 
on acquisitions in what Jerry 
Rao, its Chairman and CEO, 
admits is a “move to enhance 
growth". “If we were growing at 
40-50 per cent-plus organically, 
we might not have looked at 
making these acquisitions." That 
sentiment about below-par 
growth is reflected in Mphasis' 
share price. Since April 1, 2004, 
it has, after adjusting for a 2:1 


bonus, depreciated by 2.5 per cent; in the same period, 
industry bellwether Infosys has gained 72.7 per cent, 
and the Br Tech index 33.9 per cent. 

All three acquisitions—Kshema, Princeton and 
Eldorado—are strategic in nature. Thus, while the 
Kshema deal has helped the company become a sig- 
nificant player in the embedded software space, the 
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Acquire Or Die 


Mphasis’ M&A play is central to the company’s strategy of keeping its hopes of 
becoming a software services major alive. BY VENKATESHA BABU 









Name of company Acquired in 
Navion Technologies Feb. 2003 


gg Kshema Technologies June 2004 
More ITES, Less IT 


Price paid ($) Employees Rationale 


2 million 75 Enty into the 


Chinese market 
t SAP implementation 
0.6 million 75 practice 
21 m, including 432 Embedded software 
6.8 m in cash practice 
ai Consulting services 
8.5 million 100 practice 
16.5 million 75 Healthcare practice 


The share of BPO in Mphasis revenues and profits is increasing. 


Revenues 2003 





Net Profit 2003 


25.46 
21.89 
Q2 


IT services 


19.49 


20,24 
01 





-0.75 


03 Total profit 


8 ВРО E Total 


Revenues 2004 





Total profit | 


All figures are in Rs crore 


Princeton one has gained it a foothold in the 
rarefied world of consulting. Cynics like a 
Bangalore-based rr consultant may have questions 
about Mphasis' ability to integrate these acquisi- 
tions, but everyone, including the said consultant, 
recognises that this might be *Mphasis' last chance 
of making it to the big league". 
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AMD's Marathe: Offering a technologically superior alternative to Intel 


AMD Boots Up 


The chip-maker sends its global CIO to push India business. 


N DECEMBER LAST YEAR, CHIP-MAKER AMD’S GLOBAL CHIEF 

Information Officer (clo), Ajay Marathe, packed his bags from 
Sunnyvale, California, and moved to Bangalore. It wasn't a case 
of yet another techie returning home to launch a start-up. Rather, 
Marathe was sent to India to boot up the chip-maker's India ope- 
rations. Why now, more than three years after AMD entered 
India directly (it sold its processors through partners prior to this)? 
Simple. This year, India will ship nearly three million PCs, offering 
AMD an opportunity to increase its 14 per cent share of the local 
market. (Globally, too, AMD has a 14 per cent share, compared to 
leader Intel's 85 per cent.) Says the suave Marathe, an AMD veteran 
of over two decades and now President of its India operations: "I 
plan to grow the Indian operations substantially since, along 
with China, this is the marketplace to be." 

Traditionally an also-ran to Intel, AMD has been getting its act 
together in recent years. Long seen as a maker of cheaper and 
relatively low-tech chips, AMD caught a lucky wind with the K6, 
touted as the world's fastest microprocessor, and continued 
to draw attention with its Athlon and Opteron processors. It also 
helped that Intel stumbled with its Itanium processor, which 
forced customers to make additional investments to tune their 
software. Says Marathe: *For the first time we are trying not to 
position ourselves as a cheaper alternative, but as a techno- 
logically superior offering in the marketplace." 

Just the same, there's a lot of catching up that AMD needs to do. 
Rival Intel already has a huge R&D centre in India, besides software 
and support centres. AMD, in contrast, has just 40 people in its R&D 
centre in Bangalore. It's upto Marathe now to leverage India to 
bridge the yawning gap between the two rivals. 

VENKATESHA BABU 
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BMW Saga 


OR A COMPANY THAT SOLD A 

mere 150 cars in India last 
year, BMW has hogged a dispro- 
portionate share of news 
columns. Ever since the late 
nineties, stories have been written 
in business dailies of BMW's immi- 
nent entry into India with its own 
manufacturing plant, only to be 
followed by a rash of denials. In 
between, BMW has been said to 
have looked at locations as var- 
ied as Gurgaon, Kochi and Vizag. 
Ramesh Divyanathan, BMw's 
spokesperson in South-East Asia, 
is a bit amused by the myriad 
and conflicting reports. "Yes, BMW 
is interested in India, 
but there are no 
plans to open up 
any facilities in 
the near future," 
he says. Ironically, 
BMW'S top brass 
itself may be res- 
ponsible for the conflict- 
ing reports. Recently, BMW 
Chairman, Helmut Panke, was 
reported stating in Singapore that 
the carmaker was considering 
manufacturing in India. At the 
moment, BMW doesn't even have 
a marketing office, instead choos- 
ing to sell the handful of cars 
through two dealers in North and 
West India. With India signing a 
free trade agreement with 
Thailand last year, there's lesser 
incentive for BMw to make cars in 
the country. In Thailand, it has a 
manufacturing plant that exports 
to nearby countries. As for the 
stories, it's safe to say that they'll 
continue to get written. 

KUSHAN MITRA 
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"| Am Not Worried By Offshoring" 


N HIS FIRST VISIT TO INDIA, STEPHEN ROHELDER, 

Chief Operating Officer of Accenture, seemed to 
be impressed both by Bangalore (“Wow!”) and the 
progress made by Accenture in India. With revenues of 
$13.8 billion or Rs 60,720 crore (for the parent) last 
year, Accenture is 10 times larger than its largest 
Indian competitor TCS. 

In a free-wheeling interview with Business Today’s 
Venkatesha Babu, Rohelder spoke about the role the 
Indian operations of the company play, and competi- 
tion from Indian rr companies. Excerpts: 


Accenture has been in India since 1987, but until 2001 you 
had less than 1,000 people here. In the last three years, you 
have increased that to around 12,000. Do you think 
Accenture underestimated the potential in India? 

Oh, no! I don’t think so. We think we are in the 
Indian marketplace at the right time. We have a tradi- 
tion of letting our market lead our expansion strategy. 
In 2001, our customers wanted to lower costs and that 
is why we looked at alternatives. 


Indian companies that started off in legacy application 
support are now eyeing areas such as designing architecture 
of IT systems, consulting, networking services and out- 
sourced R&D. Do you regret allowing them to grow this big? 
We do not compete with Indian rr companies head to 
head at all. We probably see them in just 1 or 2 per 
cent of our entire portfolio of offerings. Size, scale and 
credibility are going to be a big challenge for them. 
Indian companies have a long way to go. Their rela- 
tionships are still at the rr manager and below, whereas 
Accenture has access to CXOs. | am not worried about 
the offshoring model. 


What is your take on competition from Indian IT companies 
such as TCS, Infosys and Wipro. Infosys, for instance, has 
spun off a separate division for consulting... 

Accenture operates in 30 different industries, 48 dif- 
ferent countries with more than 110 offices and 
106,000 people across the world. Infosys is a very 
interesting company, but has a totally different model. 
They want to be an Accenture and obviously will 
take shots at Accenture. 

At the end of the day we have a very unique busi- 
ness model that is focussed on high value consulting, 
technology services and outsourcing. We contract for 
outcomes, business results and I still think that drives 


DEEPAK G. PAWAR 


“Our attrition rates are equal to, or lower 
than the industry average here" 


our growth and sets us apart not just from the Indian 
firms, but the IBMs and the EDSs of the world. 


There is a perception that MNC IT firms have not got the 
India cost structure worked out completely... 

I don't think so. We would not have been able to scale 
up to the level we have done if it were not so. Even our 
attrition rates are equal to, or lower than the industry 
average here. 


But MNC IT companies don't have the same kind of net mar- 
gins Indian players do... 

As the tax benefits tend to go away in two-three 
years, we will see where they will head. I am not 
going to look at their margins and say how am I going 
to adjust my business to achieve that. We are in 
different businesses. 


Business process outsourcing (BPO) contributes a significant 
chunk to your overall revenues. Are you looking at making 
a big bang acquisition like IBM did with Daksh? 

Our M&A (mergers & acquisitions) strategy is focussed 
on niche acquisitions. In India, we have demons- 
trated our ability to scale. Frankly, I don't see any 
acquisition on the horizon. A third of our work- 
force in India is in the BPO segment. 
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Super-marketer? Not Quite 


India’s first real organised retail venture FoodWorld, is running out of steam. 


Н” EVERYTHING GONE ACCORDING 
to plan, there must have been 200 
FoodWorld supermarkets, largely in the 
southern part of the country, around 
now. That was the gameplan of the 
eponymous company, a joint venture 
between the RPG Group (51 per cent) 
and Dairy Farm International (49 per 
cent; this is part of the Hong Kong- 
based Jardine Matheson Group). 
However, today, Food World (the com- 
pany’s revenues are around Rs 340 crore А 
now) boasts less than 100 outlets. That’s 
poor going for a company that had 88 
outlets up and running by July 2003. 
|z And it is poor going for a company that 
2 predicted a growth in revenues of 40 
per cent in 2003-04, and expected to 
? return net profits that same year. 
= According to Raghu Pillai, the head of 
RPG Enterprises’ retail ventures, this (net 
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profits) will now happen in 2005- 
06. Gross margins are around 20 
per cent at store levels, he points 
out, and many stores return pro- 
fits, but this is yet to translate into 
profits at even regional levels. 
Pillai points to the anaemic growth 
of 8-9 per cent in revenues as the 
reason for this. According to one 
executive in the company, 2002 
saw FoodWorld serve 1.3 million 
customers per month; the corres- 
ponding number for 2004-05 was 
1.1 million. 

The link between growth and 
expansion, in this case, is evident; 
over the past two years, RPG has 
е focussed its efforts (both managerial and financial) on 

Spencer’s hypermarkets, a 100 per cent-owned venture 
(through subsidiary Spencer & Company). Today, 
there are Spencer’s hypermarts in Hyderabad, Mumbai 
and Visakhapatnam, and 15 more are planned by 
March 2006. The buzz in Chennai is that RPG’s focus 
on Spencer’s (formerly Giant) irritated Dairy Farm. The 
two companies are apparently keen on going their own 
ways although this would mean that Dairy Farm looks 
for another partner (foreign investment in retail 





Chairman Goenka: Committed to retail 


ventures is not allowec 
Dairy Farm entered the count 


when the rules were far more lil 


ral). The Tata Group has b 
mentioned as a possible partner 
it already has an alliance wi 
Jardine Matheson Group 
latter has a 20 per cei 

in Tata Industries and an intere 
in Tata Automotive Component 
Ltd., and TCS and Jardir 
OneSolutions have an allian 





going—but although th 

has a retail venture Trent Ltd 
(this runs the Westside cl 

has never appeared eager to 


the grocery business. 


Pillai insists that nothing of the kind is afoot. H 
also insists that he is not leaving the compan 
been widely reported in the media. “The RPG Gr 
has no plans of selling out; it is looking at a pr 


placement of equity that will put FoodWorld back 
the growth path." Interestingly, at a 


recent indust 
do in Delhi, RPG | 


Vice Chairman Sanjiv Goenka had 
only one thing to ask India’s Finance Minister 
P. Chidambaram. It had to do with FDI in retail 
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Baby, No More 


It isn't as bad as the Tylenol thing, but Maharashtra's FDA believes J&J is not into babies. 


OHNSON & JOHNSON (J&J) IS A COMPANY THAT LIKES TO 

stay out of the limelight. You are unlikely to find its 
CEO, global or Indian, making rash statements about 
revenue milestones or product innovations. It is also a 
company that takes its image as a good corporate 
citizen seriously; the Tylenol incident—in 1982, seven 
people died in the us after consuming Tylenol; the 
packs were found to have been tampered with, and the 
capsules injected with a dose of cyanide; J&J, the par- 
ent of McNeil Pharmaceuticals that owned the brand, 
stopped all advertising, distributed warnings and ord- 
ered a nationwide recall at a cost of $100 million; it 
later reintroduced the capsules in tamper-proof packs— 
has only sought to reinforce this image. In India, the 
company has a hegemony of the baby-care segment 
with its soap, shampoo, baby oil and assorted offerings 
enjoying market shares in excess of 70 per cent. 

Which is why the show-cause notice issued by the 
Maharashtra Food and Drug Administration (FDA), 
charging J&] India with violating Section 17C of the 
Drugs and Cosmetics Act, 1940—the Indian sub- 
sidiary of the $47.3-billion (Rs 2,08,120-crore) health- 
care and pharmaceutical major has till the end of 
March to reply to the charge of “misbranding” levelled 
against it—caused ripples in the market. The two- 
page notice lists nine products from which the FDA 
wants the word ‘baby’ dropped; its contention is that 
these are just regular cosmetics masquerading as baby 
products. *Now the onus is completely on them to 
prove that these products are specifically designed 
keeping babies in mind," says Baba Siddique, Maha- 
rashtra's Minister of state for FDA. 

The product that's borne the brunt of the FDA’s 
crackdown is the company's Vitamin D-enriched baby 
oil, manufactured primarily at its Mumbai factory. For 
a start, the baby oil does not figure in the list of pro- 
ducts approved for children and infants by the Bureau 
of Indian Standards. What's more alarming is that 
even the clinical trials seem to have been carried out on 
adults. That, contends N.K. Ambwani, Managing 
Director, J&] India, is only half the truth. “We regularly 
carry out tests on babies in India also; it is just that in 
this case the data was never asked for." 

The FDA says the notice was spurred by complaints 
it received about infants breaking out in a rash after 
using the baby oil. J&J refutes this and says it has 
conducted more than 200 safety tests and product trials 
in India, and continuously monitors complaints through 
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J&J India's Ambwani: To baby or not to... 


a toll-free helpline. 

This is not the first time the Maharashtra FDA has 
gone after a respected multinational brand. Two 
years ago, it had come down heavily on Cadbury 
India after consumers found worms in chocolate 
bars. Consumer forums have of long accused multi- 
nationals of having double standards; they claim 
these companies have no qualms about selling inferior 
products in developing markets. The multinationals' 
response, these forums add, follows a predictable pat- 
tern: there's first a vehement denial, followed by 
an apology, and a behind-the-scene revamping of 
manufacturing and packaging standards. 

According to the FDA, Indian companies selling 
baby products have not been spared either. A clutch of 
such companies, including Wipro, which goes head to 
head against J&] in most categories, have also received 
similar notices. However, a Wipro spokesperson denied 
receiving any notice. This is one controversy that 
won't end anytime soon. 
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Split Wide Open 


LG's successful FMCG joint venture runs aground. 
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IHHL's MD Vijay Singh: No longer the amp parti 


E WAS A ROCKY MARRIAGE THAT'S NOW HEADED FOR DIVORCE. 
Last fortnight, Indian Household and Healthcare Ltd. (IHHL), the 
sole India licensee for LG Household and Healtchare Ltd. (LGHHL), 
obtained an interim injuction from the Chennai High Court, 
restraining LGHHL from marketing its products in India. IHHL’s move 
followed LGHHL’s decision to terminate the franchisee agreement. 

What's driven the partners apart? Ironically, it seems to be the 
venture’s success. In November 2003, IHHL signed an Mou, followed 
by an agreement, to deliver $5.5 million (Rs 24.2 crore) in revenues 
between 2004 and 2006. IHHL racked up $4.1 million (Rs 18.04 
crore) in sales in the first year itself. If the industry grapevine is to 
be believed, that is said to have upset top executives at LG 
Electronics India, which apparently wanted to market the products 
itself. Finally, in September 2004, IHHL received a faxed message 
from LGHHL asking it to “put on hold the cosmetic and household 
business", citing reasons of confusion over the use of LG logo. IHHL 
was, however, assured by C.H. Kim, vr (Overseas Sales 
Department), LGHHL, that matters would be soon resolved. 

But on January 12, 2005, within hours of withdrawal of Press 
Note 18, LGHHL terminated the agreement for computer 
peripherals. Subsequently, on February 15, the licence agre- 
ements for both the cosmetics and FMCG businesses were can- 
celled. The reason offered by LGHHL: the agreement was wrong- 
fully signed by “working level officers of LGHHL without neces- 


sary authorisation of senior management" 


. Says IHHU's Senior 


Counsel, Nalini Chidambaram (yes, she is the FM’s wife): 
“Issues regarding logo and working level officers are untenable 
and frivolous.” LGHHL could not be reached for comment. 
With Press Note 18 gone, the Indian partner's best hope is the 
Rs 1,000 crore it plans to claim in damages. 
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LSE AIM's Graham: Eyeing Indian catch 


FISHING 


LSE AIM(s) High 


Ly: YOU OWN A SMALL SOFTWARE 
company with $15-20 million 
(Rs 66-88 crore) in market cap, 
customers in Europe and the uk, 
and with ambitions of being a 
global leader tomorrow? Or, is 
yours an early stage company, 
not listed on the domestic stock 
exchanges, but seeking to issue 
less than 25 per cent of its shares 
during an IPO (initial public offer) in 
international markets? If you 
answered yes to either of the 
two questions, then, Martin 
Graham has a simple message 
for you: Come to London Stock 
Exchange's (LSE) AIM. Set up in 
1995, Aim boasts of 1,300 stocks 
with a combined market cap of 
$50 billion (Rs 2,20,000 crore). 
To get a listing on aim, an Indian 
company has to approach one 
of the 75 nominated advisors 
(NOMAD) approved by Aim, who in 
turn convince the exchange that 
the company is appropriate for 
joining Aim. Says Graham, who 
heads AIM and was in India 
recently to woo companies: "If 
you are a small company and go 
to NASDAQ, you are a small fish 
in a large pond, whereas at AIM 
you are a reasonably big fish in a 
small pond." A logic not too hard 
to be appreciated. 

ROSHNI JAYAKAR 
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Emotional 
Intelligence FAQs 


ILLIAM H. TREDWELL, MANAGING DIRECTOR, HAY RESOURCES 

Direct and Senior Consultant with Hay Group, should know 
about Emotional Intelligence (ЕІ). The concept, after all, was 
developed by Daniel Goleman, a Hay associate. Tredwell was in 
Mumbai recently on a roadshow to launch a suite of diagnostic 
products and tools to assess El. BT's Roshni Jayakar got the low- 
down on ЕІ from bim. Excerpts: 


What do you mean by Emotional Intelligence? 
Emotional Intelligence (ЕІ) is about recognising what it is that makes 
people effective; it is about positive relationships. 


Is there a link between IQ and El? 

Being smart is important. What we find though is that 10 is a small 
piece of the puzzle. When you look at leadership, being smarter 
doesn’t make a difference. For instance, I read this morning that Larry 
Summers, President of Harvard University, lost the trust of the faculty. 
This is a classic case of someone who is smart, has many good qualities, 
managing to alienate so many people. My point is, he lacks ЕІ. 


Can El be acquired? 
Yes. Our focus has been to determine what makes some people 
more effective than others. 


How do you go about increasing EI? 

You can increase ЕІ through training or coaching. The first step is giving 
people an opportunity to assess their strengths and their needs. Once an 
individual identifies the gap between his actions and behaviours, and that 
of outstanding performers, he must build on that. Building these 
behaviours takes time. It’s like building a habit. 


What is the impact of improved EI? 

It creates a positive organisation climate where people want to do their 
best. According to Hay research, nearly 30 per cent of a company's 
bottom line is locked in discretionary effort. We don't need to invest 
more money if we can get people to give their best. 
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Г. HAS BEEN ONE OF THE COUN- 
try’s most outstanding success 
stories. Just 14 years after almost 
defaulting on its foreign bor- 
rowings, India is now faced with 
the “problem” of excess foreign 
exchange. As on March 11, 
2005, the country had $140.229 
billion (Rs 6,17,007.60 crore) 
in reserves—enough to cover 
more than 18 months of imports. 
And concerned economists 
are calling for a squeeze on 
dollar inflows. 

On the face of it, their worry 
is easy to understand. Greater 
inflow of dollars into the eco- 
nomy means that the rupee beco- 
mes stronger and, hence, Indian- 
made goods become dearer for importers. Not that this 
is a concern right now: the rupee has appreciated 
8.5 per cent versus the dollar in the last two years, but 
that hasn’t dampened India’s exports—up by $12 
billion (Rs 52,800 crore) to $75 (Rs 3,30,000 crore) bil- 
lion in the last two years. 

Helped by rr exports, foreign investments in stock 
markets and industry, India has added $65.42 bil- 
lion (Rs 2,87,848 crore) of reserves in the last two years 
alone. “There is very little the government can do as 
long as the foreign financial institutions continue to 
pour in billions of dollars because of the market's 
attractiveness,” says Ajit Ranade, Chief Economist at 
the Aditya Birla Group. 

Theoretically, the Reserve Bank of India could mop 
up excess dollars from the market and keep the rupee 
from hardening. Then, there are two problems with this 
course of action. One, buying up dollars and parking 
them in short-term Us government securities earns the 
Indian government a paltry 1.5 per cent return, which 
is less than the rate of inflation in the country. In 
other words, the government is actually losing money 
on the investment. Two, the money that the RBI pumps 
into the market to buy dollars tends to stoke inflation. 

There are ways to beat the problem. One option is 
to increase the share of non-dollar currencies in the 
reserves. That's already happening. The euro’s share is 
up 25 per cent in the last three years. Diversification, 
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АЛ Problem Of Plenty 


There's a crying need to put India's $140 billion in forex reserves to work. 
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FM P. Chidambaram: He's got the moolah; now he has to manage it 


however, isn’t a good enough solution. The real 
issue is to make the reserves sweat in such a way that 
doesn’t fuel inflation, yet helps economic growth. 

One option, proffered by the Deputy Chairman of 
the Planning Commission, Montek Singh Ahluwalia, 
is to use forex reserves to fund infrastructure projects 
in the country. Predictably, there are critics—inclu- 
ding the Finance Ministry and RBi—of this plan. They 
say that such a move would increase money supply in 
the market, affecting inflation, apart from widening 
the fiscal deficit. 

That need not necessarily happen. For instance, 
infrastructure projects could be contracted out to for- 
eign companies, who could then be paid in dollars. 
That way, there will not be any surge in money supply 
and consequently, in inflation. The economic efficiency 
arising from better infrastructure would spur growth 
and increase the government’s revenue collection. 

Another solution is to allow full convertibility on 
the capital account, which will mean that big-ticket 
industrial projects and overseas acquisitions absorb 
billions of dollars. 

The ideal solution, however, may be in continuing 
with reforms that catalyse industrial investment, 
resulting in rapid growth of non-oil imports. In a 
growing economy like India’s, dollars are better spent 
than locked up in poorly-paying foreign debt. 

ASHISH GUPTA 
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Depreciation Fundamentals 


Why industry is unhappy with Budget 20055 take on depreciation. 


Fe INC. WOULD LIKE TO ADOPT THE CONCEPT OF 
free depreciation. Instead, it finds itself having DEPRECIATION NORMS 
to toe the government's line (laid out in Budget — Australia: Depends on its effective life cycle; can be 
2005) and reduce the rate of depreciation from 25 determined by company/tax authorities 
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behind the concept of depreciation is to amortise Finland: Companies can choose between 0 and 25 
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vide funds for their replacement. However, the — of more than three years 
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India's IT Girls 


The proportion of women in the IT sector is high, but not as high as companies would like. 





Tq FACT THAT ACCENTURE CHOSE TO 
celebrate International Women's Day 
(March 8) across its offices shouldn't sur- 
prise anyone. After all, this is a company 
that proudly mentions, on its entry in the 
Where Women Want To Work web site 
(www.www2wk.com) that it has “84 items 
of evidence about attracting, retaining and 
advancing women...". Of the 106,000 
people the company employs, 35 per cent 
are women. In India, however, only 25 per 
cent of Accenture India's 11,000 emplo- 
yees are women. Which could explain 
why the company thought March 8 an 
opportune time to express the launch of an 
initiative that seeks to hire more women. 
"Homogenity in any form is not good for 
the organisation," says Rekha Menon, Head 
(Geographic Service), Accenture. 

Accenture India may consider its own record at 
hiring women inadequate, but its 25 per cent is a 
point above the industry average of 24 per cent. 
India's National Association of Software and Service 
Companies (NASSCOM) says this is the proportion of the 
700,000 people employed by the Indian rr industry that 

are women. Accenture isn't the only company that 

believes in a focussed approach when it comes to 

women; Hyderabad-based Satyam Computer 

Services has constituted a Working 

Women's Forum, made up of senior 

women execs, which seeks to hire more 

women and make the company a better 

place to work for them. Women face the chal- 

lenge of balancing work and life, explains 

T. Hari, Senior Vice President (HR), Satyam, and com- 

panies need to institute policies that make things a lit- 

de easier for them. Not everyone believes in preferential 

policies—“Positive bias converts into a glass ceiling, so 

the emphasis should simply be on making the work- 

place gender-neutral," says Bhaskar Das, Director 

(HR), Cognizant Technology Solutions—but there is 

some degree of unanimity in the Indian rr industry that 

it needs to hire more women without compromising on 
the principle of meritocracy. 

That isn't as simple as it sounds. At most engi- 
neering colleges , women constitute between 15 per 
cent and 20 per cent of the population, a statistic 
that makes the industry average of 24 per cent look 
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impressive. One reason for that could be the high 
proportion of women in the first quartile (in terms of 
academic performance) of graduating batches at 
engineering colleges. And as more women opt for 
engineering, reckons Satyam’s Hari, the proportion of 
the gender in the industry should increase. 

The case for increasing the proportion of women 
employees in the rr industry is strong. The average age 
of an engineering graduate in India is around 21, an age 
when women tend to be mature beyond their years and 
men tend to be, well, boys. For an industry plagued by 
issues related to attrition and scarce leadership potential 
at lower levels, the choice is clear: maturity does 
translate into stability and the ability to lead. “In the 
Indian context, the emotional maturity of women 
candidates is higher than men,” agrees Cognizant's Das. 
Then, it also helps that the primary market for rr 
companies is the Us, a country where companies have 
to be equal opportunity employers by law. 

Despite the 24 per cent thingamajig, however, the 
IT industry has its share of gender-related issues, the 
most pressing one being the dearth of women in sen- 
ior management positions (estimates with this magazine 
put the number at 3-4 per cent). Marriage and children, 
the usual suspects, are to blame for this and although 
India's rr companies are working to combat the impact 
of the two—think flexibility in terms of timings, the 
option of working from home, day-care centres and the 
like—they eventually find themselves against the very 
social fabric of India. Now, that’s a challenge! 

SUPRIYA SHRINATE 
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Convergys@Gurgaon: Under threat? 


Wi" INTERNATIONAL TER- 
rorists wanted to show 
America's vulnerability to the 
world, they picked the most 
visible signs of its economic 
supremacy: the twin towers 
of the World Trade Centre. In 
India's case, the targets are 
proving to be its big iT com- 
panies. On March 9, one of 
Wipro's offices in Bangalore 
received a call saying that a 
bomb had been planted in 
the building. Infosys received 
a similar call on March 15. In 
both cases, the calls proved to 
be a hoax. The bomb scare 
wasn't limited to Bangalore. 
Convergys, an American BPO 
in Gurgaon near Delhi, is said 
to have received a similar 
threat. So far, the culprits seem 
to be pranksters, and not real 
terrorists. In Wipro's case it 
was an employee who wanted 
to “test the level of alertness”. 
"We have beefed up our alert 
levels (in the city)," says 
Bangalore's Police Commis- 
sioner, S. Mariswamy. But 
expect rr honchos across India 
to sleep less soundly at night. 

VENKATESHA BABU 
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bt trends 


“This Is 
A Game For 
Big Players” 


B A WAY, HE STARTED IT ALL. IT WAS 48-YEAR-OLD 
Dominic Proctor, Chief Executive Officer of 
Mindshare Worldwide, who teed off the trend towards 
consolidation of media agencies by launching WPP’s 
Mindshare way back in September 1997. In India 
recently, he spoke to Br's Shailesh Dobhal. Excerpts: 


Is there any role left for independent media agencies outside 
large ad networks? 

No. I think it is very different for the creative, because 
price of entry in the creative business is very low. 
On the media side, it has really become a game for big 
players. You need really big scale to afford research and 
(other) resources. 


What are the major challenges for a global media agency 
like Mindshare? 

The main challenge, frankly, for our agency is to 
keep up our fantastic growth momentum. The other 
challenge in terms of growth is not just momentum of 
size, but developing new products and new areas. 


Is Mindshare positioned to take advantage of the shift 
away from traditional media? 

It certainly is in India. And one of the reasons I am 
happy to be here is because (for Mindshare) India is a 
blueprint for global developments. We have very high 
market share here, which we have ambition to grow, 
and because of it we’re going into new areas like tele- 
vision production and film business. We're forming alli- 
ances with producers and studios, so that we can tai- 
lor their outputs to our needs as well as find spon- 
sorship (opportunities) that exist already. 


Everyone is jumping into the branded content bandwagon, 
so where's the differentiation? 

It has become a catch-all description, branded content 
—(it includes) anything from product placement to 
clients commissioning TV shows and films where they 
may not even have (their) products in, but reflects their 
marketing ambition. The whole involvement of 
marketing companies with content companies is very 
under-explored. The differentiation that we will hope- 
fully bring is in the way we will do it. And the way 
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we're doing it is to take in people from the studio and 
production side that understand the business and 
marry them with media planners and strategists who 
understand the (client's) brands. 


Does the advent of global holding company-level pitches 
for business mean that even media is being bought at a 
global level? 

I think they are two different subjects. On pitching at 
holding company level, it is too early to call it a trend. 
The second question, if we have global accounts, 
whether they are integrated or not, will there be 
global (media) buys? The answer is yes. 


What about the perception that companies like Mindshare 
are becoming too powerful for the good of the media? 
We treat media owners with respect and as partners. 
But if your question is, do we demand the most acute 
prices in the market? The answer is absolutely yes. I 
don't feel awkward about it all; I feel incredibly strong 
about that. The base of what we do as a business, and 
we do lots of things as a business, but the base is 
(media) buying. So that's the bedrock of our business 
and that's never going to change. We will always 
take a strong position on buying. 
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The king of good times 

gets down to some serious 
business, with investments 
of roughly Rs 10,000 crore. 
After becoming the world's 
second largest liquor maker 
with the acquisition of 
Shaw Wallace, he's now 
attempting to become d 
leader in Indian aviation. 
BY SAHAD P.V. AND VENKATESHA BABU 


IJAY MALLYA IS ON HIS WAY FROM PARLIAMENT TO DELHI'S PALAM DOMESTIC AIRPORT. 
The Rajya Sabha Mr, clad in a short-sleeved kurta and pyjama, slips effortlessly into the 
avatar of Chairman of the Rs 4,000-crore UB Group, as he dashes towards his private 
jet, a purring Boeing 727 that’s set to take off for Mumbai. The 727—originally a 140- 
seater now converted into three spacious coupes that can seat 26—is Mallya’s favourite 
flying machine (he also owns a 14-seater Gulfstream and a seven-seater HS-125). 
Already strapped to their seats are UB group President and CFO Ravi Nedungadi—Maallya's finance 


40 BUSINESS TODAY APRIL 10 2005 


Play? 


i | EXER br 


"ONFIDEN! 


IRED FUNDS. 


N 


a 


Ó: 


UB Group's Mallya: The ligüb: i 
rot К on а quest for e ў 


INYASO5 наил 


—————M 





bt cover 


GRAPHICS BY PINAKI PAUL 


аў сурт 
D 01ر‎ ۷ 
J 


THE BIG PICTURE 


Mallya’s acquisition of Shaw Wallace will make him the 
world’s second largest spirits maker. 


o м сла 


UB + | 


Shaw Wallace 60 
Pernord Ricard 53 
Allied Domecq 45.8 


Bacardi D E d 34 


Figures are million cases 
Source: Impact International (except UB & Shaw Wallace) 


pointman—and two senior lawyers from Delhi law 
firm Luthra & Luthra. Once Mallya gets on board, the 
aircraft almost immediately begins its ascent. Within a 
few minutes, at 34,000 feet, the Chairman edges his 
way to the in-flight bar, calls for one of the two airhos- 
tesses (dressed in a blue business suit with a side slit) and 
asks for his favourite drink—what else but Kingfisher. 
Nedungadi warns that his boss may need some time to 
discuss a highly confidential matter with the lawyers. 
Mallya, after all, has his eyes set on long-time com- 
petitor in the liquor business, the Chhabrias-controlled 
Shaw Wallace, and as Business Today went to press, the 
49-year-old flamboyant Chairman had the Vidya 
Chhabria-chaired company in the bag. *Wait till next 
week. We will have a big announcement to make,” 
Mallya teased this correspondent last fortnight, in a 
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free-wheeling, mid-air chat. 

The big announcement turned out to be the big 
deal itself. On the afternoon of March 21, after hectic 
negotiations in Dubai over valuations, Mallya signed a 
deal with Vidya Chhabria, Chairperson of Shaw Wallace 
& Co. (SWC), for acquiring a 54.54 per cent stake in the 
liquor maker from the Chhabria’s holding company, 
Jumbo World Holdings Ltd., for $300 million (about 
Rs 1,300 crore). Mallya will pay Rs 325 per share for the 
promoters’ holding, which includes a non-compete 
premium of Rs 65. As a result, Mallya’s open offer 
price for shares of swc has now been revised by Rs 10 
to Rs 260 per share. As BT went to press, reports indi- 
cated that South African Breweries (SAB) had expressed 
interest in buying out the residual 50 per cent of swc’s 
brewery business, now owned by Mallya (sAB had ear- 
lier bought a 50 per cent stake іп swc’s brewery business 
for $132.8 million, Rs 618.84 crore then, in mid- 
2003), although an swc spokesperson did not confirm 
it. One valuation exercise estimates the worth of 50 per 
cent holding at $175-200 million (Rs 770-880 crore). 

With Shaw Wallace in the bag, Mallya now becomes 
the second largest spirits seller in the world with volu- 
mes of 60 million cases, only behind Diageo (91 million 
cases), pushing Pernod Ricard and Allied Domecq to the 
third and fourth positions. “When I get Shaw Wallace, 
the whole dimension will change. I will be the biggest 
player in the world's fastest growing emerging market," 
Mallya told Br before actually signing the deal last 
fortnight. Adds Nedungadi: “In a way, we are trying to 
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VIDYA CHHABRIA/ Chairperson/ Jumbo Group 


The Chhabrias, who sold 50 per cent of 
Shaw Wallace Brewery to SAB of South 
Africa in 2003, have now bowed out of the 
Indian liquor industry with SWC's sale 


achieve a certain level of critical mass. Mr. Mallya 
always had the aspirations to become a global player.” 
Pipes in Vijay Rekhi, President of UB’s Spirits divi- 
sion: “UB will have a nearly 60 per cent market share in 
spirits in India." Mallya plans to consolidate all his spi- 
rits businesses under one company, United Spirits. 
One potential hiccup, though: Whilst the Shaw 
Wallace buyout will enable Mallya to lay his hands on 
such blockbuster brands as Royal Challenge, Antiquity 
and Director's Special, the flip side is that he will also 
have to swallow the huge liabilities—the Chhabria 
company's income tax liabilities are estimated at any- 
thing between Rs 400 crore and Rs 900 crore. 
Mallya, who has arguably over the years made a big- 
ger splash with his playboy image, heavy horses, high 
fashion, swank mansions, swimsuit-splashed calen- 
dars, fast cars, stretched yachts and stretched-into- 
the-morning yacht parties, is these days more keen to 
let his businesses walk the talk. He's reportedly lined up 
to step into Donald Trump's shoes for a ту channel's 
desi adaptation of Tbe Apprentice, but Mallya's in no 











mood to fire anybody in the UB boardrooms (not yet, at 
least). Rather, he's all fired up to make investments of 
roughly Rs 10,000 crore in liquor and beer acquisitions 
and also in his ambitious low-cost airline foray. The 
acquisition blueprint also includes Herbertsons, where 
Mallya has increased his stake to 92.21 per cent by buy 
ing out one-time bitter rival Kishore Chhabria's 49.06 
per cent holding for Rs 131.16 crore. For the airlines 
venture—positioned somewhere between the full-ser 
vice players and the low-cost Air Deccan variety- 
Mallya plans to acquire all of 33 aircraft in the next 
three years and lease four more. 

To be sure, UB will always be on the acquisition trail 
in liquor and beer. For instance, since 2001 the beer 
division has gobbled up at least seven breweries at an 
outlay of a little under Rs 500 crore. *These acquisitions 
raise entry barriers (for competitors like SAB), are syner 
gistic, are at the right price, and provide us with capacity 
as the market grows," explains Kalyan Ganguly, 
President and CEO of UB Ltd. 

Whilst the liquor gameplan is audacious in itself, it 
still pales in comparison with what Mallya has lined up 
for the airline sally—a business in which he burned his 
fingers once with uB Air. Mallya expects Kingfisher 
Airlines to be the biggest contributor to group revenues 
in five years, but analysts point out that the balance 
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VIJAY REKHI/ President/ UB Spirits Division 


“After the (Shaw Wallace) deal, UB 
would have a nearly 60 per cent market 
share in spirits in India” 


sheets of us Group companies aren’t exactly beefy, and 
they will be stretched as it is to finance the liquor 
acquisitions, never mind the Rs 8,000 crore-odd needed 
to finance the airline foray. After all, for the nine 
month period ending December 31, 2004, the five 
major listed group companies under the UB umbrella had 
a collective turnover of Rs 2,052.47 crore and a measly 
net profit of Rs 16.72 crore. Profit margins too are 
nowhere comparable to industry peers, with liquor 
company McDowell & Co. returning profits of just 2 
per cent on sales of Rs 1,091.4 crore last year. Some of 
Mallya’s peers boast net margins of 4-5 per cent at least. 
United Breweries, the beer businesses, just about mana- 
ged to stay in the black with Rs 2.78 crore net profit on 
sales of Rs 432 crore. And ug Engineering is in the red 
with Rs 14.85 crore net loss. Valuations too are totally 
out of whack because the stock price appreciation 
was driven not as much by earnings but largely by 
news of proposed acquisitions and stake sales (late 
last year, Mallya sold a 17.5 per cent stake in UB Ltd. to 
Scottish & Newcastle, S&N, for Rs 217 crore). Cash 
flows of just Rs 136.33 crore (from five listed compa- 
nies) in 2004 will make it difficult for Mallya to leverage 
the gargantuan amounts of debt that will be required. 

Mallya admits Ub Engineering needs "fixing" (and 
he is going to do it), whilst the low profitability of his 
liquor and beer businesses are more a function of the 
industry structure than a reflection of the way he 
runs his companies. *Because of price control and 
highly regulated distribution and marketing policies, the 
profits remain low,” he says. For instance, Tamil 
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How Vijay Mallya's profit margins compare with the competition. 
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Nadu raised the prices for liquor after seven long 
years. Yet, industry analysts point out that there are 
companies that are more efficiently run—Radico 
Khaitan, for instance, which can be compared to 
McDowell, has returned much better profits: Rs 18.25 
crore on sales of Rs 391.6 crore. 

Mallya predictably is unfazed by the mediocre per- 
formance of his listed companies, and the doubts being 
raised about his funding abilities. He claims to have alre- 
ady put in his own money to the tune of Rs 160 crore 
into the airline venture so far (he has leased four planes 
already). By December 2005, he will invest another 
Rs 100 crore to take the paid-up capital of the airline 
company, Kingfisher Airlines, to Rs 260 crore. “All this 
will be UB money and zero debt,” claims Mallya. He also 
claims to have signed a deal with Airbus to acquire 33 
planes (all to be delivered between 2005 and 2008), 
which will entail an investment of more than Rs 8,000 
crore. “85 per cent of the finance needed for this will 
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KALYAN GANGULY/ President & CEO/ UB Ltd. 


“Acquisitions raise entry barriers (for competitors), 
are synergistic, are at the right price, a 
provide us with capacity as the market grows” 


be tied up with European Credit Agency (ECA)," he says. 
Sources also point out that a credit line of $300 million 
(Rs 1,320 crore) secured from ICICI Bank last December 
will be used to fund the Shaw Wallace acquisition. 

Meantime, Mallya has also got into a divest- 
ment spree as a means to bring funds to the table. 
He’s got plenty to choose from, at the helm of a 
group with such diverse interests that include 
pharma, fertilisers, engineering, IT and real estate. In 
addition to the stake sale to S&N, he also sold his 
holding in Bayer Crop Science last November. 
Mallya is believed to have pledged his 10 per cent 
stake in pharma company Aventis, which is worth 
some Rs 250 crore. He is also believed to be looking 
at exits from a few of the non-core businesses like 
UBICS (the rr arm) and UB Engineering. 

Whilst a huge question mark hovers over Mallya's 
financial muscle, room for scepticism also exists around for May 7, 2005 (coinciding with Mallya's son, 
the airline business model—not just in the case of — Siddartha's 18th birthday), but the moot point is, can 
Kingfisher Airlines but also for all the others rushing into Mallya last the long haul? Whilst resource-raising is 
the race. The launch of Kingfisher Airlines is scheduled clearly the biggest factor that will determine success, 


MALLYA VS. CHHABRIA: THE 20-YEAR SAGA 


They came together, fell out, competed bitterly, and have now made up. At the right price, of course. 


WO DECADES AGO, VIJAY MALLYA AND THE LATE MANU 
Г made a bid for Shaw Wallace & Co. (SWC), 
then owned by R.G. Shaw and Sime Derby. Nothing 
unusual about that, except that they bid for swc jointly. The 
two went on to defeat an aggressive management take- 
over attempt, led by the then swc Managing Director 
S.P. Acharya, and, thereafter, perhaps not too unpre- 
dictably, Chhabria decided, and succeeded, in keeping swc 
for himself. The Mallya camp duly dragged the matter to 
a Hong Kong court, and it was only in 2004 that the court 
declared that the us Chairman was indeed a partner in the 
acquisition of swc. Vijay Mallya and Vidya Manohar 
Chhabria, Chairperson of the Jumbo Group and the 

widow of the late Manu Chhabria, settled the 20-year-old : 
dispute soon after. SWC's Komal Chhabria: Chhabria tried to bail 
It obviously didn't end there, with Mallya coming out SWC out of its debt trap, but was unsuccessful 
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RAVI NEDUNGADI/ President & CFO/ UB Group 


“In a way, we are to achieve a 
e 
UB's plan is to get a global size“ 


there are other potential pitfalls too. As the head of one 
low-cost airline (not Air Deccan) puts it not too 
charitably: “It is neither fish nor fowl. While it says that 
it does not want to be a full service carrier, in the 
same breath they say they will provide personal video 
screens in every seat and models as airhostesses. Mallya 
has got into the business because right now it is hot and 
happening. He has tried UB Air, which was a failure 
when there was even less competition. I don’t think 
Kingfisher Airlines will succeed.” 

Captain G.R. Gopinath, Managing Director, 
Air Deccan, agrees there’s huge potential in this 
untapped market. “But aviation is a business in which 
cheques (promoters’ money) fly faster than planes,” he 
warns, adding that he “welcomes any new player, 
including Kingfisher. We operate in a different market, 
aiming at the bottom of the pyramid; Kingfisher is 
looking at the mid-tier.” 

Mallya of course is in no mood to listen to his 
detractors. He expects to break even in year one itself. 
“We have done our homework. I have done 10 months 


with all guns blazing, training them on swe, or at 
least on 55 per cent of it. The Chhabrias, who 
were earlier believed to be reluctant to sell to 
their bitter rival of decades, have clearly changed 
their stance. The only condition to selling swc was 
getting the right price. 

Can Mallya end swc's seemingly non-ending 
string of woes? Despite strong brands like Director's 
Special, Haywards and Royal Challenge, swc has 
for over a decade been plagued by financial ill- 
health. Borrowings via inter-corporate deposits at 
18-30 per cent—for funding brewery acquisi- 
tions in the main—trapped the company in a 
vicious debt trap. The late Chhabria's second 
daughter, Komal, tried her hand at damage con- 
trol, but her efforts weren't good enough. Now with 
Vidya Chhabria signing a deal with her husband's 
one-time bitter rival, Komal's honeymoon with swc 
has ended rather unexpectedly. 

SAHAD P.V. 





of meticulous planning for this venture. Today it has 
become fashionable to launch an airline. But we have 
a huge brand pull because of the Kingfisher brand. Half 
of my marketing problems are taken care of," says 
the hands-on CMD of the airline—Alex Wilcox, formerly 
with JetBlue, is the coo—adding that an IPO for the air- 
lines company is always an option. 

Mallya is counting on the positioning of Kingfisher 
Airlines: Significantly superior to existing economy 
class, with more features than the existing business 
class. “We are going to call it Kingfisher class. It will of- 
fer unique in-flight experience like entertainment sys- 
tems in every seat, and we will serve hot meals. And our 
pricing for all these goodies will be 15-20 per cent lower 
than the current economy class.” He also says his air- 
line will be more efficient as it will have only 68 emp- 
loyees per aircraft as compared to 150 for some others. 

Clearly, the king of good times appears to have it 
all worked out. Over the years, his group has under- 
gone significant transformations, even as the doom- 
sayers were hammering nails into the UB coffin. In the 
late 1980s, he acquired Berger Paints internation- 
ally, but eventually exited paints to focus on alcoholic 
beverages. Along the way, he's also got out of busi- 
nesses like Best & Crompton, a polymer company, 
and Bayer Crop Science, to name just three. Many 
more exits are on the anvil. But Mallya's newest 
entry into the high-risk airlines business will determine 
whether he has come of age. Ell 
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Realising the buying power of what manage- 
ment guru C.K. Prahalad calls the bottom of 
the pyramid, a clutch of Indian companies 
is trying to go truly mass-market with new 
products and services, distribution channels, 
even business models. By PRIYA SRINIVASAN 


HIS STORY BEGINS WITH C.K. PRAHALAD, SINCE THE LATE 
1990s, the management guru has been speaking of some- 
thing he calls the bottom of the pyramid (his recent book 
is titled Tbe Fortune At Tbe Bottom Of Tbe Pyramid), a 
reference to the large number of people in the lower eco- 
nomic strata, people usually ignored by companies seeking to tar- 
get the middle- or upper-classes. Prahalad's hypothesis about 
companies being able to make money, and lots of it, if they only 
know how to address this huge untapped market segment has struck 
a chord in India. Maybe it is because he himself is an Indian. Maybe 
it is because there are an estimated 500-700 million Indians residing 
in what Prahalad calls the bottom of the pyramid. 

In 2001, this magazine featured an article on this theme 
(Selling To Tbe Poor Profitably, Business Today, June 21, 2001). 
Since then, the inclusion revolution has gathered momentum. It still 
remains work in progress but now encompasses products such as 
rain gauges with inbuilt data storage capabilities, finance for 
low-cost housing, budget hotels, low-cost internet access devices, 
even automated teller machines. Not all companies are addressing 
the very bottom of the consumer pyramid, but each is moving 
aggressively to captüre markets hitherto unaddressed by its offe- 
rings. Some of the stories in the pages that follow are not new 
(which is a good thing because it means they have emerged as 
sustainable and scalable solutions to tapping b-o-p, bottom of the 
pyramid, markets). Others are. And may their tribe increase. 
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The Doctor Is Logged On 


Apollo Telemedicine Networking Foundation/ Healthcare-for-all 





A click in time: A doctor videoconferences with his patient 


Rainy Day SMS 


Spatika Varsha/ The intelligent (and low-cost) rain gauge 


N A UNIQUELY INDIAN IRONY, 
Indian agriculture, which 
is dependent on the mon- 
soon, is yet to adopt modern 
rainfall measuring technology. 
This, when proponents of sci- 
entific agriculture insist that 
micro-climatic management 
is the ideal way to optimise 
crop yields. Karnataka, for 
instance, has 1,100 manual 
gauges, one for every 450 sq. 
km (V.S. Prakash, the head 
of the state’s drought moni- 
toring cell would like one every 40 sq. km). Then there 
are issues related to the collection and accuracy of data. 
Prakash’s department, in association with a clutch 
of NGOs, is trying out an electronic rain gauge deve- 
loped by a Bangalore-based company, Spatika 
Information Technologies, that measures rainfall 
electronically, and then, using prevalent GsM tech- 
nology, sends the data as an SMS to a central server at 
pre-programmed intervals. In terms of how this data 
can contribute to better agricultural practices, such 
gauges would be priceless. 


Rain-meter: Spatika's 
electronic rain gauge 


RAHUL SACHITANAND 
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HE WAY K. GANAPATHY, A NEURO-SURGEON 
and Senior Vice President, Apollo 
Telemedicine Networking Foundation, 
a trust established by Apollo Hospitals sees 
it, the case for telemedicine is based on eco- 
nomics. “The government will need to cre- 
ate 750 hospitals, with 250 beds each, at a 
cost of Rs 25,000 crore every year to meet 
World Health Organisation stipulated stan- 
dards of reach (of healthcare)," he says. 
“Given our expertise in software and 
medicine, much can be achieved through 
telemedicine." Apollo's 76 telemedicine 
centres are trying to do just this. At Rs 600- 
700 a pop, the cost is not exactly b-o-p 
material, but this should go down with 
volumes and lower broadband costs, one 
reason BSNL’s big-bang broadband venture is 
important to the nation. 
NITYA VARADARAJAN 


Rural Relief 


ICICI Lombard/ Insurance against debt 


EALTH AND WEATHER ARE THE TWO HIGH-RISK 
sectors that pull farmers into the debt trap," 

says Smita Aggarwal, the head of insurer ICICI 
Lombard's rural and agricultural business group. The 
lady is convinced that insurance can help break the 
“vicious cycle perpetuated by high-cost borrowings 
from money-lenders”. And do so profitably. That 
could explain the company’s decision to ally with 
Biocon Foundation, the charity arm of biotech firm 
Biocon, and Bangalore-based hospital Narayana 
Hrudayalaya to launch a scheme that provides pol- 
icy-holders cash-free diagnosis and treatment at 
select hospitals, and discounted medicines at BioCare 
Pharmacies, a Biocon offshoot. That fits in with 
Biocon founder Kiran Mazumdar-Shaw’s objective 
of “providing affordable healthcare to 1 billion 
Indians”. All this costs Rs 180 a year (for one per- 
son), and Rs 480 for a family of four. That’s b-o-p. 
RAHUL SACHITANAND 


Immediate relief: A policy-holder at Narayana Hrudayalaya 
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Concrete Transit Mixer 


GREAVES CONSTRUCTION EQUIPMENT 


The heartbeat of the Indian Construction Industry 





Leaders in Construction Equipment: 


* India's leading manufacturer of construction equipment 
* High quality and reliability assured through collaboration with the world's best 





construction equipment manufacturers GREAVES 
* World-class construction equipment for concreting and road-making СЕТ 


Greaves is also one of India's largest manufacturer ої diesel/ petrol-engines - 1 to 1000 HP Greaves Cotton Limited 








Industry Manor, A. Marathe Marg, Prabhadevi, Mumbai 400 025. Tel: 24365510. www.greavescotton.com 
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Women Power 


HLL's Project Shakti/ Reaching Out 





Over the hump: HLL distributor Shanti 
Devi in Rajasthan's Neora Road village 
is doing her bit for the cause of growth 


ROJECT SHAKTI IS HLL'S 
three-year old initiative to 
reach customers in villages 
with a population less than 2,000 
(there are over 6,00,000 such in 
India and distributors largely 
ignore them because household 
incomes rarely go beyond 
Rs 1,000 a month). *We had to 
re-look at the consumer para- 
digm and the means for deli- 
vering the product," says Sharat 
Dhall, Business Head, Rural 
Ventures, HLL. *We had to lite- 
rally catalyse growth." That it 
did by identifying women (they 
could gain easy access to house- 
holds) who were part of self- 
help groups (this provided them 
with the micro-capital required) 
to operate as distributors. Now, 
Project Shakti has reached a scale 
that makes it a successful exam- 
ple of b-o-p marketing. It ope- 
rates in 12 states, contributes 15 
per cent to the company's total 
rural sales in these states, and 
its 13,000 distribution agents 
sell, on an average, products 
worth Rs 10,000 every month 
(they earn Rs 800 on this). 
PRIYA SRINIVASAN 
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Hand-held Intelligence ^ 


Pico Peta/ The Simputer 


OUR YEARS AFTER IT WAS DEVELOPED BY FOUR 
professors from IISc, Bangalore, the 
Simputer, a universal access device, is avai- 
lable in the market at prices between Rs 10,000 
and Rs 20,000 (as the Amida Simputer, manu- 
factured by public sector firm Bharat Electronics 
Limited). Swami Manohar, CEO, Pico Peta, the 
company that owns the Simputer franchise now, 
believes it is an *appropriate computing device for 
most of India and not a replacement for a PC", a 
reference to the fact that most people who buy a 
PC use only a fraction of its abilities. Manohar 
speaks of aggressive nation-wide marketing plans, 
but fact is, low-cost mobile telephones and low- 
cost computers (they have even broken the 
Rs 10,000 barrier) may have already stolen 
much of the Simputer's thunder. However, the 
Simputer, and Pico Peta remain b-o-p pioneers. 
SUPRIYA SHRINATE 





Guiding light: The Simputer 
pioneered low-cost computing 


Travelling Salesman's Solution 


Indian Hotels (IndiOne)/ Rooms at Rs 850 a night 


UDGET HOTELS BRING TO MIND STAINED 

sheets, dingy restaurants, drunk salesmen 

and poor service. So, when Indian Hotels 
decided to get off its lofty perch (high-end rooms 
costing upwards of Rs 5,000 targeted at the top 
five per cent of customers) and address the 
chunk (the remaining 95 per cent of the market), 
it junked the classification: budget became smart 
basics. The tariff remained strictly ‘budget’ 
(Rs 850), though. Now, buoyed by the success of 
its first IndiOne hotel in Bangalore—it opened for 
business last year and has an occupancy rate of 
around 85 per cent—it is opening 10 more in 
cities such as Thiruvananthapuram, Bhubanesh- 
war, Varanasi and Durgapur. *No national chain 
has tapped the (budget segment) opportunity," 
says Sheila Nair, Coo, Roots Corporation, a 
wholly-owned subsidiary of Indian Hotels that 
manages the IndiOne initiative. The hotel has 
been configured for travelling pros (think ATMs 





Budget hotel? Well, IndiOne 
doesn't quite look like one 


and Wi-Fi), focusses on weeding out non-revenue generators (room service, 
corridors and banquet halls) and follows the self-service model that, 
according to Nair, *makes people want to conform to the offering". 


PRIYA SRINIVASAN 





Access for all: Tata Indicom's personal internet communicator 


Affordable Bundle 


Tata Indicom/ Broadband access plus device 


ROADBAND IS A COMMODITY. AND THE COST OF 
the access device, the biggest hurdle to universal 
connectivity. “We are clearly in a position to 
offer broadband connectivity, but what was holding 
us back was the cost of the access device,” explains 
Sashi Kalathil, coo, Tata Indicom. Tata Indicom 
opted for a bundled offering; its choice of device was 
unique. While most other telcos have gone in for PCs, 
it opted for a no-frills internet access device powered 
by AMD whose total cost (including monitor) is a 
mere Rs 14,000. Tata Indicom sells it for an upfront 
payment of Rs 5,000 and charges between Rs 500 
and Rs 1,000 a month towards payback, the cost of 
broadband and maintenance. Now, the company has 
a slew of value-added plans on the drawing board, 
including a fairly revolutionary one involving soft- 
ware that resides on a central server and can be 
paid for on a per-use basis. 
PRIYA SRINIVASAN 
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The Sriram secret: Every tempo is 
a micro-entrepreneur 


such vehicles a few months ago. 


TEN UMEN A, 


Click for money: ICICI Bank's al. ATM 


Rural Teller 


ICICI Bank/ An ATM for rural areas 


CICI BANK HAS A VISION FOR RURAL INDIA, ONE 
that revolves around Rs 2,00,000 crore in assets 
and 200 micro-finance partners servicing a mil- 
lion customers each. One touchpoint the company 
will depend on is a low-cost internet-based automa- 
ted teller machine (ATM), developed in association 
with irr Chennai. The ATM, set for an imminent rol- 
lout, incorporates the ability to handle used curre- 
ncy notes, crucial given that the transaction value 
in the rural areas is too miniscule to justify transpor- 
tation costs of cash to the ATMs (transaction value be- 
ing between a tenth to a twentieth of that 
in cities). It also costs far less than the ATMs that pro- 
liferate the cityscape. “The ATMs in the city 
cost Rs 3-3.5 lakh each, the ATM will cost a frac- 
tion of this,” says Nachiket Mor, ED, ICICI Bank. “The 
idea is to bring financial services to every individual." 
PRIYA SRINIVASAN 


Three-wheel Drive 


Sriram Transport and Dewan Housing Finance/ Loans for lower income classes 





HE THREE-WHEELED TEMPO IS THE PREFERRED CARRIER OF GOODS FOR А HOS] 

of Indian micro-entrepreneurs. Sriram Transport, a Chennai-based 

financial services firm, saw in this humble vehicle a source of self- 
employment for thousands of people. And so, the company started financing 
*Warehouses in major metros will be 
moved to the outskirts, and three-wheelers will be used more and more to 
says R. Sridhar, MD, Sriram Transport. Another com- 
pany that is tapping low-value loan requirements is Dewan Housing Finance. 
Almost 95 per cent of its customers earn less than Rs 20,000 a month (the 
company still has the lowest proportion of bad loans in the business) and MD 
Kapil Wadhwa says incremental disbursements are growing at 40 per cent a 
year. No wonder IFC and ADB are funding its foray into smaller towns. 


PRIYA SRINIVASAN 
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Selling@eChoupal: Also a rural retail outlet 


ITC e-Choupal/ Game Changer 


N JUNE 2000, ITC LAUNCHED ITS FIRST 
e-Choupal. Today, there are 5,050 
such covering 31,000 villages and 
three million farmers. And six months 
ago, the company launched its first Cho- 
upal Sagar, a rural hypermart. Already 
some 70 companies ride the choupal 
infrastructure, and Rs 50 crore worth of 
products are sold through it. *The idea 
was to first increase the size of the rural 
wallet, then garner a larger share of it,” 
says S. Sivakumar, Chief Executive, ITC 

International Business Division. 
E. KUMAR SHARMA 


Direct Selling 


DCM Shriram's Hariyali/ A logical extension 


OR A COMPANY INTO BUSINESSES SUCH 
as fertiliser and sugar, rural retail 
makes great sense. That is why DCM 
Shriram Consolidated (DSCL) launched 
Hariyali Kisan Bazar stores. Today there 
are 16 of these (each is 7,000-10,000 sq. 
ft.) across UP, Punjab and Rajasthan—the 
number will double by 2006—stocking 
seeds, fertilisers, farm-fuel and farm- 
equipment. “We focus on providing the 
right product at the right time at the 
right quality and the right price,” says 
Ajay S. Shriram, Chairman, DSCL. 
SUPRIYA SHRINATE 


A Hariyali outlet: It's the same customer 








The right product: Low-end TVs at LG's Noida plant 


Durable Play 


LG and Electrolux/ Rural market campaigners 


HE EFFORTS OF LG TO TAP NON-URBAN MARKETS HAS BEEN EXTEN- 
sively chronicled. Smart distribution and the strategy of pick- 
ing frills-free products for smaller towns helped it grow its reve- 
nues from Rs 3,315 crore in 2002 to Rs 6,500 crore in 2004 
(2005 target: Rs 9,000 crore); almost 65 per cent of this comes from 
Class B and C towns. “We will be more aggressive in the semi-urban 
and rural markets that should grow at a rate of 40 per cent," says 
K.R. Kim, MD, LG Electronics India. Swedish durable major Electrolux 
has jumped into the fray too with its frills-free products like a 
refrigerator with a 12-hour battery back up priced at Rs 10,900. 
SUPRIYA SHRINATE 


Really Personal Computing 


Xenitis & HCL Infosystems/ Low-cost PC makers 


Г 15 CALLED AMAR PC IN WEST BENGAL, AAMCHI РС IN MUMBAI AND 
Apna РС in Delhi. And prices, including a colour monitor start 
at Rs 9,900. Founded by childhood friends Santanu Ghosh 
and Tathagata Dutta, the *personal' computers from Xenitis 
Group have stormed every market where they have been launched. 
*We want the computer to reach the masses," says D.N. Nair, CEO, 
Xenitis. According to IT research and consulting firm Gartner, India 
is the fastest growing PC market in the Asia Pacific region; by 2008, 
says Sameer Kochhar, CEO, Skotch, an IT consultancy, “it will be a 
10 million units a year market". Xenitis, which forged a joint ven- 
ture with Chinese firm Unitek to manufacture PCs, will close this year 
with Rs 160 crore in sales. Established players have not been lax in 
launching low-cost PCs either. HCL Infosystems has one priced at 
Rs 12,990. *We are looking at the low-end segment because it is the 

fastest growing," says Ajai Chowdhry, CEO, HCL Infosystems. 
AMANPREET SINGH AND SUPRIYA SHRINATE 


Xenitis’ Nair: The Amar 
PC may look classy but 
Lit is really cheap 
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Our good intentions have been recognized by CIOs! 
Our Pre-sales & Marketing, Delivery and Installations have scored highest in the Industry*. 


Enterprise Apps: How CIOs Rate the Vendors The No. 1 Rank. This year we've won it! It's a virtual — 
breakthrough for us. What's behind this success? Our | 


revolutionary new platform called Ramco Virtual Works". 

Our success is not surprising when you look at the judgement — 
criteria. 

Time taken for installation 


We deliver solutions in a fraction of the time it takes 
conventionally — up to 50% less! 


Interaction with Clients 


We respond to customer needs immediately — often with versatile _ 
solutions. We also help clients to evolve the right solution to — 
address a strategic business need, rather than just implement an 
enterprise application solution. 

Demonstration / training / handholding { 
Absolutely personalized —like our solutions. What's more, clients 
can act see a preview of the solution before implementation. 


We offer all this at the lowest total cost of ownership — something 
which CIOs find really gratifying. 


So, if you are looking for an Enterprise Application Solution, don't 
look beyond Ramco. It's the No. I*. 


*Dataquest-IDC India: Customer Satisfaction Audit 2005 e-mail us at info@rsi.ramco.com 


Where enterprise solutions meet business reality 
€ & x 7 
Ramco Systems - Part of the $300 Million+ Ramco Group * 1000+ Customer locations in 40 countries * 1,00,000+ users 
* Global Presence: USA * UK • Germany * Switzerland * UAE * India * Malaysia * Singapore * South Africa 
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“If we take nine countries—China, India, Brazil, Mexico, 
Russia, Indonesia, Turkey, South Africa and Thailand—col- 
lectively they are home to about 3 billion people repre- 
senting 70 per cent of the developing world population. In 
PPP terms this group's GDP is $12.5 trillion... It is 
larger than the GDP of Japan, Germany, France, the UK 
and Italy combined. This is not a market to be ignored.” 
C.K. Prahalad, 

The Fortune At The Bottom Of The Pyramid 


HERE ARE FOUR BILLION PEOPLE ACROSS THE WORLD IN THE 
bottom layer of the consuming pyramid. Each of 
these has a purchasing power (normalised for 
parity) of $1,500 a year (Rs 66,000). In India, this 
segment includes people who earn less than $2 (Rs 88) a 
day; they are usually completely ignored by most companies. 

That's surprising; the market at the bottom of the 
pyramid in India is not something that can be ignored. The 
500 million people who live in over 600,000 villages 
are ideal targets for fast moving consumer goods and 
micro-finance, just as India's 700 million rural resi- 
dents are for insurance. In value terms, there 
is a Rs 25,000-crore market for telemedicine 
for the taking and just one company 
planning a major micro-finance foray 
is looking at a potential asset base of 
Rs 2,00,000 crore. A few rungs up the 
pyramid, some 65 million households are ready 
for broadband access and 150 million, for desktop 
PCs. And there is a market worth Rs 14,000 crore per year 
there for the taking for consumer durable makers willing to 
offer products at the right price. 

For companies, all these markets are within reach 
and they aren't. The distance between the middle reaches 
of the pyramid and its nether regions can be bridged only 
through innovation. How, for instance, can one sell a PC for 
Rs 5,000 and still make money? For, make no mistake, 
making money is an integral part of the game (charity isn't 
sustainable, you see). To answer that question, curious as 
it may sound, the solution may involve adopting a model 
where all software and storage would be on a central 
server. This is a concept entrepreneurs such as Rajesh Jain, 
the man who famously sold his dotcoms to Sify for Rs 500 
crore in 1999, are exploring. Tata Indicom is tweaking the 
concept a trifle with an access plus broadband offering (with 
the promise of software-on-a-server to come) in 40 cities. 
The clear message? Flip the premise. This is a model 
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that works across sectors (as some of the examples on the 
previous pages show). 

Meanwhile, the country's largest consumer goods com- 
pany, HLL, has seen an opportunity in the deplorable state 
of drinking water in India. The result is a water purifier 
branded Pureit that involves a capital cost of Rs 1,500, a 
recharge cost of Rs 250 every 1,500 litres, and a running 
cost of Re 1 for six litres. At the consumer end, the way these 
costs can be split between households and how the purifier 
can become a shared resource is limited only by imagination. 

It is not just large companies, even unorganised players 
are beginning to get a hang of this game. Remember the 
neighbourhood video-cassette library chap who ran a 
small business in the 80s? Guess what he and others of his 
ilk are doing today? You will probably run into them if you 
are looking at some very inexpensive options to upgrade 
your mobile phone. They are innovators of sorts with the 
ability to take the phone apart and refurbish it at rates that 
a dealer cannot dream of doing. It's a sub culture of 
mobile fanatics, if you will, and more importantly, it 
stars trend-setters in terms of third party innovation 
А and entrepreneurship. 

o Still not convinced it's time to shed the 
(7, developed market view of the world 
and consumers? 

Look at what is happening in the 
area of micro finance, even housing 
finance for the middle and lower income group. 

Almost all entry-level consumers in this market come from 
the unorganised sector where interest rates are astronomi- 
cally high. In housing finance alone it can be as high as 25 
per cent as opposed to 7.5-9 per cent in the organised sec- 
tor. Prahalad has an interesting term to explain what's 
happening here; he believes consumers are paying 'poverty 
premium’ or ‘poverty penalty’: In markets such as these, the 
organised sector can charge a risk premium and therefore 
a higher interest rate (which is still not likely to exceed 10 
per cent); it can also restore dignity to consumers who 
have hitherto been marginalised. 

In fact, all it takes to tap that vast, tradition defying, 
teeming market of a half a billion or more people is a 
rethink. Then, innovation has always been the bugbear of 
Indian enterprise. Still, if the case studies listed here 
are any indication, some Indian companies seem to be 
innovating in tandem to create the next inflection point for 
the Indian economy. Efl 
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Reddy, Steady, 


Hold 


RBI Governor Y.V. Reddy's banking reforms 
roadmap steers clear of all big bang measures. 
Foreign banks are disappointed, but happy to 


bide their time. sx ASHISH GUPTA AND ROSHNI JAYAKAR 


UREAUCRAT-ECONOMIST-TURNED-CENTRAL - 

bank-Governor Yaga Venugopal Reddy is a 

quintessential banker: cautious, non-con- 

troversial and, as many bankers point out, “a 

master of the art of gradualism". He was a 
member of the high-level committee that was put 
together to pull India out of its balance of payments 
crisis in 1991, and when the Asian meltdown happe- 
ned in 1997 and India emerged relatively unscathed, 
Reddy, then the central bank's Deputy Governor, 
was quick to point out what had helped: the Reserve 
Bank of India’s (RBI) strict vigil on debt inflows, par- 
ticularly short-term debts. 

So when on February 28, 2005, he unveiled the 
much-awaited *Roadmap for presence of foreign 
banks in India and guidelines on ownership and 
governance in private banks", it fell way short of the 
foreign bankers' expectations. No, not merely because 
it divided the *next phase of banking reforms in two 
phases" (March 2005 to 2009, and 2009 onwards), 
but also because while unshackling the country's 
banking sector, it retained quite a bit of control. In the 
run up to Reddy's roadmap, expectations were that 
foreign banks would be provided unprecedented 
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flexibility, allowing them to establish a presence in the 
country through a wholly-owned subsidiary. Those 
who already had a presence could convert their 
branches into wholly-owned subsidiaries. While on 
paper Reddy has allowed foreign banks to do so, 
he’s insisted that half of the subsidiary’s board must 
comprise resident Indian nationals. Similarly, foreign 
banks will not be allowed to open up more than 12 
branches a year. Says Niall S.K. Booker, CEO, HSBC: “As 
of now, the incentive to subsidiarise is not clear. 
There is no rush to go on this path.” 

Again, for the first time, foreign banks have been 
permitted to acquire upto 74 per cent stake in private 
banks, with a promise that the 10 per cent cap on 
voting rights of foreign banks will be removed. Yet, 
there are riders attached to it. Firstly, acquisitions can 
only happen in “weak” private sector banks identified 
by the RBI as candidates for acquisition (the names of 
such banks are to be announced sometime this year). 
Secondly, the acquisition will have to happen in a 
phased manner so that Indian banks get sufficient 
time to prepare themselves for global competition. 
So foreign banks can hope to acquire just about 10 per 
cent in an Indian private sector bank initially, but any 


1 


larger stake will need the prior nod 
of the RBI, “which would be given 
taking into account the standing 
and reputation of the foreign bank”. 
As for the removal of cap on voting 
rights, that’s likely to be a long- 
term agenda. For starters, it 
requires a Parliamentary approval, 
and the government’s communist 
allies have made it clear that they 
are not in favour of it. No wonder 
few foreign banks are excited by 
the concessions. “When the names 
are made available, we will evaluate 
the strategic fit and the economics 
of it,” says Sanjay Nayar, CEO, 
Citigroup India. 


Organic Growth 

Despite the constraints, these mea- 
sures could spur the entry of some 
new foreign banks. But as a seg- 
ment, foreign banks will have to 
rely on growth from within. HSBC, 
for instance, will be injecting $243 
million (Rs 1,069.2 crore) into its 
India operations—$180 million 
(Rs 792 crore) by March and 
another $63 million (Rs 277.2 





CAUSE AND EFFECT 


Banking reforms carried out by the RBI will have a significant impact in the long term. 


MAJOR REFORMS IMPACT KEY BENEFICIARIES 
ы; FDI increase from 49 per cent to 74 percent Greater interest in increasing stake Most of the smaller private sector banks 
in private sector banks 
- Relaxation of voting rights _ Helps shareholders who have more than ING Vysya, UTI Bank, HDFC Bank, 
10 per cent stake. Will whet takeover interest Kotak Mahindra Bank 
in under-capitalised banks 


Foreign banks permitted to take control of First targets likely to be under-capitalised, Almost all private banks in varying measures 
“weak” Indian banks first and later other South India-based banks. Large, retail- 


banks focussed private banks could also be eyed 

` Foreign banks allowed to set up ‘branches - Allows easier entry of foreign banks New foreign banks 

and wholly-owned s subsidiaries 

Greater managerial autonomy for PSU banks Banks can go "p КАРАК рау, State Bank of India, Punjab National Bank 
close unviable branches and recruit at Bank of Baroda, Canara Bank, 

Ё higher salaries indian Overseas Bank 

Greater exposure to the capital market It will allow banks to boost earnings as long HDFC Bank, ICICI Bank, IDBI Bank, 

as the stock markets remain buoyant Standard Chartered Bank 





Citigroup India’s Nayar: For Citi, strategic fit and price 
will be the deciding factors for acquisitions in India 


crore) in July 2005. Citi’s Nayar, too, is confident of 
bringing in as much funds as needed to fuel the bank’s 
growth. However, come April 2009, foreign banks 
will be allowed to acquire any privately-owned Indian 
bank and list their wholly-owned subsidiaries on the 
stock exchanges. In return, they will have to ensure that 
at least 26 per cent of the equity is owned by resident 
Indians at all times. Says Dipak Gupta, Executive 
Director, Kotak Mahindra Bank: “By facilitating the 
entry of foreign banks, (the banking roadmap) has 
achieved the objectives of competition, consolidation 
and convergence in the sector, and at the same time 
given time to the local banks to get their act together.” 

While marketing innovation and technology are 
all issues before most Indian banks, what Gupta is 
referring to is the shoring up of capital. The new guide- 
lines require Indian banks to have a minimum net 
worth of Rs 300 crore “within a reasonable time 
frame”, which is being read as four years. It’s no 
coincidence that the RBI wants banks to augment their 
capital base. In another two years, banks will have to 
conform to Basel II norms, making higher provisions for 
operational and market risks. *All banks with less than 
13 per cent capital adequacy ratio (CAR) will have to 
augment their core capital to meet the new norms," 
points out Dipankar Chaudhury, Vice President, ICICI 
Securities. And those that don’t “could become prime tar- 
get for the stronger banks”, feels Viren Mehta, Industry 
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THE 74 PER CENT OPPORTUNITY 


Estimated FDI inflow into private sector banks, 
once 74 per cent foreign ownership is permitted. 


Bank Estimated FDI 
($ million) 
HDFC Bank 8,637 
UTI Bank 2,157 
Kotak Mahindra Bank 2,050 
The Jammu & Kashmir Bank 1,089 
Indusind Bank 620 
Bank of Rajasthan 399 
ING Vysya Bank 335 
Centurion Bank 236 
Karnataka Bank 215 
, Federal Bank 214 
= Karur Wsya Bank 191 
Z South Indian Bank 148 
= Total 16,291 


Source: BSE, CMIE, I-Sec Research 


Leader (Global Financial Services), Ernst & Young. 

Given the buoyant stock markets, it will not be 
difficult even for the *weak" banks to raise capital 
via initial public offers (POs). Some analysts also feel that 
a positive re-rating of the sector is due, given the 
boom in consumer loans, improvements in asset qua- 
lity and reduction in interest rates. That's not the only 
good news for the strong public sector banks. The 
notification issued by the Finance Ministry a week 
before the budget day, allowing *freedom of action on 
mergers and acquisitions (M&As), managing and closing 
down unviable branches, crafting HR policies in terms 
of recruitment and transfer, and entering into new 
business in related areas" could well mean boom times, 
especially for the stronger psu banks. 

To remove any ambiguity, the government has 
clarified that only banks with a CAR of 9 per cent, net 
non-performing assets (NPAs) of less than 4 per cent, con- 
sistently profitable over the last three years and with a 
minimum owned fund of Rs 300 crore, will be desig- 
nated as strong banks. It has also allowed stronger 
banks to invest as much as 10 per cent of their outstan- 
ding advances in stocks, compared to the 5 per cent 
limit earlier. New private sector banks like HDFC, ICICI, 
IDBI and Standard Chartered have already applied for 
a higher limit. Says A.K. Purwar, Chairman and 
Managing Director, State Bank of India: “Earlier if I 
wanted to get into any new business, it took nearly two 
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HSBC's Booker: HSBC is pumping in fresh capital in a bid 
to grow organically in the run up to 2009 


BASEL Il: THE WEAK MAY CRUMBLE 


HE NEW BASEL ACCORD (BASEL 1) NORMS—A HISTORIC 

move to link banks' minimum capital requirement 
to the basic risk attached with assets—are likely to 
have an adverse impact on weaker banks. Setting 
aside 15 per cent of the net income to meet 
operational risks arising from competition, technology, 
casualty and crime, in addition to the 9 per cent 
mandatory capital adequacy norms, could well 
mean a huge drain on their resources. While banks 
may have to make smaller provisioning on loans to 
the private sector (especially for higher credit rated 
companies) against the earlier norm of 100 per 
cent weightage, it's not going to be a cakewalk for the 
weaker ones, despite the nearly two-year lifeline to 
prepare themselves for Basel Il, which comes into 
effect from March 31, 2007. This double whammy 
of provisioning for both credit and operational risk 
could prove a handful for weaker banks, which 
already face intense competition for new business 
and clients from profit-making public sector banks, 
foreign banks and new private sector banks. 
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INYASOO HSAWA 


WAITING FOR CAPITAL 


PSU banks that will need infusion of 
capital once Basel 11 norms come іп. 


Bank Capital Government 
Adequacy Ratio Stake (%) 

Allahabad Bank 12.52 71.2 
Bank of Maharashtra 11.88 76.8 
Canara Bank 12.66 73.2 
Central Bank of India 12.43 100 
Dena Bank 9.48 71 
Indian Bank 12.82 100 
Indian Overseas Bank 12.49 61.2 
Punjab & Sind Bank 11.06 100 
State Bank of Bikaner & Jaipur 1293 75.1 
State Bank of Indore 12.39 98.1 
State Bank of Mysore 11.53 92.3 
State Bank of Travancore 11.36 75 
Syndicate Bank 11.49 73 
Union Bank of India 12.32 60.9 
United Commercial Bank 11.88 75 


Source: RBI Trends & Progress of Banking (2004), BSE 


years. Now if I want to do so, I will need to convince 
the regulator and that’s all.” However, closing 
unviable branches in semi-urban and rural branches 
is not going to be easy, feels Purwar, because it 
involves district collectors and so on. 

But with the RBI soft-pedalling M&As in the 
industry, will banking stocks be affected? Unlikely, says 
ICICI Securities’ Chaudhury. “Essentially it is the 
Indian growth story that is driving the banking stocks, 
though the market has not discounted the consoli- 
dation story altogether.” Others like Ananda 
Bhowmick, Senior Director, Fitch Ratings (India), 
feel that if the economy grows by 7 to 8 per cent per 
annum, then the banking sector could grow by 15 per 
cent, given the increased credit offtake from corporates 
and retail consumers. Further, the clean up of sticky 
assets through mechanisms like corporate debt 
restructuring and debt recovery tribunals, among 
others, has also meant better quality of assets for 
banks and hence improved stock valuations. 

There’s another reason why foreign banks will 
want to bide their time in the country. The top eight 
banks in the country account for 54 per cent of the 
total advances market, leaving the rest to the smaller 
players. For new entrants to a fast-growing eco- 
nomy, that makes one hell of a sweet spot. Efl 
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Namaste 
America 


instance reflecting 
the importance of being Indian, American 
corporations wake up to the buying power 

of Indians residing in the US. sy ANIL PADMANABHAN 


In another, albeit lateral, 


AST WEEK, CONSTRUCTION WORKERS OF 

Warmington Homes California—a 

housing company based in the San 

Francisco Bay Area—held off just before 

they were poised to pour concrete into 

the foundation of the house they were building in 

Gilroy, San Jose. Once the Indian family, who 

had paid for the home, placed the coins in the 

foundation base, the workers resumed their cons- 
truction (without batting an eyelid). 

Not surprising really. The workers, just like the 

sales team and even the office receptionists, have 
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been put through a three-year-old cultural training 
programme that sensitise them to diverse cul- 
tures— including Indian Americans, the latest to 
join the fray for owning million-dollar homes. As 
a result, it is all in a day's work. “Since we are in 
the Bay Area, we have a diverse client base. The 
demographics are changing every day and we 
have to address cultures of people buying our 
homes," says Cheryl O'Connor, Vice President 
(Sales and Marketing) at Warmington. 

The housing company is not alone. Elsewhere 
(Culver City) in California itself, hoardings put up 
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any ethnic groups prefer speaking their home language, and 


are hungry for music and culture from their country of 


origin. We want to make an emotional connection with them” 


by Verizon—the country’s second largest telecom 
carrier—uses a unique catchline to hook desis. One 
of them reads: *A ticket to a Bollywood movie 
costs more than a 20-minute call to New Delhi," 
while the other goes: “A small jar of chutney costs 
more than a 10-minute call to Delhi." 

This phenomena, maybe not in the exact form, 
is playing out in spirit across America as big ticket 
corporates come to terms with the spending potential 
of the Indian American community. Put simply, 
money talks. The 2000 us census showed that as per 
classification by race, Indian Americans (numbering 


about 1.85 million) were the most endowed segment. 
Median personal income for Asian-Indians at 
$26,000 (Rs 11,44,000) is the highest, with whites 
coming in second at $23,640 (Rs 10,40,160). 
Similarly, for median family income, Asian Indians 
were assessed at $69,470 (Rs 30,56,680) as com 
pared to whites who came in a distant second once 
again at $48,500 (Rs 21,34,000). 

If they are ahead in economic parameters, then 
the contrast is even more compelling when one 
shifts to socio-vital stats. Almost 65 per cent possess 


a college degree (25 per cent for whites), 75 per cent 
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are married (65 per cent), 57 per cent are house 
owners (78 per cent) and 52 per cent occupy skilled jobs 
(21 per cent). Taken along with other ethnic Asian 
groups, they are emerging as a potent and hitherto 
unexplored market segment in the us. 

Any doubts should be dispelled by the 2003 survey 
by Polk Asian Automotive Survey of new car registra- 
tions, which shows that Asian Americans represent 
over 14 per cent of Toyota’s business and 16 per cent 
of Mercedes Benz’s business in Southern California. 
Nationwide, Asian Americans purchased or leased 
approximately 352,000 vehicles in 2003. One out of 
every four cars sold to Asian Americans is sold in 
Southern California. The most popular manufacturers 
in 2003 for Southern California Asians include, in 
order, Toyota, Honda, Mercedes Benz, Lexus, BMW, 
Ford, Nissan, Acura, Chevrolet and Infiniti. 

It is not surprising then that every echelon of 
corporate America, and not just housing, is chasing this 
dream demographic group. For some companies, 
the successful targeting of this niche group has actu- 
ally become the guiding marketing mantra for them in 
polyglot America. 

Take for example, Merrill Lynch. The financial 
services behemoth started out in April 2002 tar- 
geting the South Asian community as potential 
clients. In no time, the strategy started paying divi- 
dends and subsequently translated to more ethnic 


CHERYL O'CONNOR 
VICE PRESIDENT (SALES AND MARKETING)/ 
WARMINGTON HOMES CALIFORNIA 





"су we аге in the Bay Area, we have а diverse client base. 
The demographics are changing every day and we have to 
address cultures of people buying our homes” 


groups. It launched a group for Hispanics (June 
2002), African Americans (January 2003) and 
Women (January 2003), Native American (August 
2004). Additionally, in the New York metro area, it 
launched services directed at the community of les- 
bian, gay, bisexual and transgender in June 2003. 

Jyoti Chopra, Head of Business Strategy for the mul- 
ticultural and diversified business development group 
at Merrill Lynch, reveals that the South Asian group was 
formed in October 2001 and launched nine months 
later. “No doubt, the South Asian market was the 
catalyst if you will. The cornerstone of our subse- 
quent business strategy was based on the success and the 
efforts around the South Asian market.” 

Similarly, MTV surprised many by announcing the 
launch—on Christmas eve last year—of a customised 
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music channel to specifically target the Asian com- 
munity in the us. The first of the blocks would be 
MTV Desi, to be followed by MTV China and MTV 
Korea. In its official statement, the music company 
argued that it was stepping in to fill what it perceived 
to be a gap in music programming catering to the 
ethnic minorities. 

Put another way, MTV was merely acknowledging 
the new demographic truth. The phenomena of mul- 
ticultural marketing—a distinct message for each eth- 
nic market as opposed to the catch-all marketing tar- 
geted at the mainstream. 

In the case of MTV, like most others, to understand 
the market better they opted for an ethnic person to 
head the division. Nusrat Durrani, who was born and 
raised in Lucknow, had been working with MTV in 
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New York for the last nine years, when he was sounded 
out for the new assignment. The 44-year-old did not 
hesitate. “Many of these ethnic groups prefer speaking 
their home language, and are hungry for music and cul- 
ture from their country of origin. We want to make an 
emotional connection with them,” says Durrani. 

Underlying these arguments is the realisation that the 
US is seeing yet another transformation in its demo- 
graphic history. With increased immigration and the 
rapid onset of globalisation, the country is seeing an ero- 
sion of the two central characteristics—English being the 
unchallenged form of communication and Christianity 
the binding religion—that had ensured a sense of 
homogeneity all these years. The 2000 census revealed 
that 20 per cent of the 277 million Americans were 
foreign born and consequently had a different cul- 
tural heritage. As the nation has moved towards a 
more multicultural environment, the traditional notion 
of assimilation of ethnic minorities into the main- 
stream has undergone a drastic transformation. 

They are no longer being required to shed their eth- 
nic lineages to be part and parcel of the mainstream. 
“The idea of transnationalism,” writes Richard Alba and 
Victor Nee in Remaking the American Mainstream 
(Harvard University Press, 2004), “emphasises the 
prospects for achieving an almost seamless connec- 
tion between workaday lives in America and the origin 
society through a web of border-spanning cultural, 
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T j South Asian market was the catalyst if you will. The cornerstone 
of our subsequent business strategy was based on the success 
and the efforts around the South Asian market” 


social and economic ties.” 

This could not be more true for the Indian American 
community. Of the 1.85 million estimated in the 2000 
census, slightly over 1 million were foreign born. With 
the emergence of information technology and the 
rapid spread of globalisation, the relationship with 
the home country has become a two-way street and a 
real-time phenomena. 

To American companies—most of whom have 
multinational stakes—it is in their interest to pre- 
serve these ethnic conclaves as they provide them a 
perfect entry point into the country of origin. In this 
case, India is considered by most analysts as the 
second most important investment destination in the 
next decade. Like MTV, Mercedes, Toyota, New 
York Life, Citibank and Merrill Lynch have active 
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operations in India. 

The future direction of the Merrill strategy clearly 
alludes to this. 

Says Chopra, “In the future we will be focussing on 
broader and deeper market penetration. That is, geo- 
graphically targeting more territories. We have already 
begun work in other South Asian markets—in London for 
example. And in May this year my department will be 
hosting a symposium of Merrill's global financial advisors. 
This is the first time we would be hosting such an event." 

In the final analysis, it is clear that due to a fortui- 
tous twist of circumstances, India and Indian Americans 
find themselves the focus of transnational compa- 
nies. What life in the limelight does to them insti- 
tutionally, culturally and demographically, will only be 
told in the years ahead. 
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GOING 
SHOPPING WITH 


WAL*MART 


This year, the world’s most feared retailer will source 
Rs 5,000 crore worth of goods from India. What 
does it buy, who are its vendors, and what kind of 
deals does it strike with them? sy RAHUL sACHITANAND 








AST JULY, WHEN WAL- 

Mart first approached 

Himachal Pradesh-based 

PA Time Industries to 

source inexpensive 
watches, it went about the task qui- 
etly and methodically. After check- 
ing out the company’s manufactu- 
ring unit up north to start with, a 
team from Wal-Mart sat down with 
PA's marketing honchos and went 
over product costing, component 
by component. Where are the 
movements sourced from, how 
much does the steel cost, what about 
the plating... Next, Wal-Mart's 
director of finance flew down to 
Bangalore for a presentation, fol- 
lowed by the product head. That 
done, another team of inspectors 
paid a visit to the company's factory 
to look at its work practices: are 
the workers being paid fair wages, = RAYMOND BRACY/ VP (International Corporate Affairs) Wal-Mart 

> апу С > 7 P в Б . Š . 

illegally. x: жайыл , Weare continuing to expand our supplier relations in India 


créche facility... Eight months on, because of the positive response we have had” 
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A preferred supplier to Wal-Mart, Trident plans to invest 
Rs 350 crore to triple its terry towels production capacity 








ADESH GUPTA/ CEO/ Liberty Group 
Liberty started by supplying EVA-soled shoes to Wal-Mart, 
but is now moving into sports-shoes and beach-shoes 


PA's sample watches are being tested 
at Wal-Mart’s technical factory in 
China. An approval is expected in 
April this year. 

If pA, which sells its watches 
under the Maxima brand and claims 
to be the second-largest manufac- 
turer after Titan Industries, is put- 
ting itself through an elaborate 
approval process without as much 
as a whimper, it's because of the 
buyer in question. With annual reve- 
nues of $256 billion (Rs 11,26,400 
crore, that's a little more than a 
third of India's GDP or gross 
domestic product), the Bentonville 
based retailer is the world's biggest. 


„ Getting a foot іп the Wal-Mart 


Al 


HIN NV 


door can, quite simply, transform 
the fortunes of a company. Take PA 
as an example. While Wal-Mart 


> hasn’t confirmed how many 


watches it will be buying every year, 
it has indicated that it could be in 
excess of 1.5 million pieces—that’s 
almost as much as the Rs 65-crore 
company sells in India every year. 
“Wal-Mart approving your quality 
and pricing means that you can 
easily become a global supplier,” 
says Manoj Sharma, Deputy Gene- 
ral Manager (Product Development 
& Marketing Co-ordination) of 
the company, which hadn’t thought 
of exports until it started talking 
to Wal-Mart. 

Happily for manufacturers in 
India, the retail behemoth is step 
ping up sourcing in the country. 
Last year, it bought $300 million 
(Rs 1,320 crore) worth of goods 
directly, and this year the figure 
is set to jump to $400 million 
(Rs 1,760 crore). There’s another 
$800 million (Rs 3,520 crore) 
worth of goods it will be buying 
indirectly. The total figure of $1.2 
billion (Rs 5,280 crore) may still 
be minuscule compared to the $12 
billion (Rs 52,800 crore) it spends 
shopping in China every year, but 
there’s little doubt about its inten- 
tions. After basing its Asia sourcing 


operations in Hong Kong for 25 
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years, Wal-Mart opened an India 
office, which now boasts 50-plus 
employees and buys from nearby 
countries too. Says Raymond Bracy, 
vP (International Corporate Affairs): 
“Wal-Mart is continuing to expand 
its supplier relations in India because 
of the positive experience it has 
had (so far).” 

At present, Wal-Mart sources a 
raft of products from India. These 
range from cosmetic jewellery made 
by women volunteers at the Tegh 
Foundation in Uttar Pradesh to pens 
made by Linc Pens to terry towels 
manufactured at Trident Group’s 
Ludhiana factories. With Indian 
vendors willing to work with Wal- 
Mart on quality, costs and manu- 
facturing, the retailer is looking to 
widen its India basket. Marine pro- 
ducts, over-the-counter drugs, spices, 
electrical products, garments and 
Indian foods are reportedly on its 
shopping list. 


“Everyday” Challenge 
At Bentonville, India is not just seen 
as a back-up to China, but a country 
that has its own set of advantages. In 
several categories such as footwear 
and jewellery, India has a distinct 
edge over competing Chinese sup- 
pliers, both in terms of volumes 
and production skills. Sources say 
that a high-powered team led by 
Wal-Mart President & CEO, Lee 
Scott, was choppered into Jalandhar 
and Karnal to visit factories of 
Liberty Shoes and Bawa Shoes, and 
tie up large sourcing deals with 
them, especially in areas such as 
injection-moulded footwear. This 
technology allows multiple designs 
and colours to be produced in a 
short span of time. “India has a his- 
tory of 25 years in injection-moulded 
footwear compared to three years of 
China,” says a manufacturer. 
Doing business with a retailer 
that’s actually helped curb infla- 
tion in the Us is anything but easy. 
“There isn't much room to mano- 
euvre with them... they look for 
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RITESH SHARMA 





KAVINDER KHANNA/ Head/ Tegh Foundation 
The Uttar Pradesh-based Tegh Foundation supplies 
cosmetic jewellery to the retail behemoth 


large volumes and strip you down 
to the bone in terms of margins,” 
says the head of a large retail com- 
pany. There’s an elaborate factory 
certification programme that sup- 
pliers must subject themselves to. 
Wal-Mart’s inspectors spend up to 
12 days a month combing through 
factory premises, looking for even 
the smallest slip-up. “They look 
through everything, beginning from 
your overall capability, effective- 
ness of pricing, ethical standards 
and supply chain set-up,” says 
Chand Bhalla, Managing Director 
of Mayur Overseas, a supplier of 
women’s apparel. 

Just the same, everyone’s trip- 
ping over themselves to scale up 
operations with Wal-Mart in mind. 
The Trident Group, a preferred sup- 
plier of terry towels, plans to invest 
Rs 350 crore in tripling its produc- 
tion capacity from 9,000 tonnes to 
30,000 tonnes per annum, besides 


spending $10 million (Rs 44 crore) 
or so on acquiring towel brands in 
the us. Welspun, another supplier, is 
in the process of doubling capacity 
to 100,000 towels a day and is 
building a $110-million (Rs 484- 
crore) bed linen factory. Linc Pens 
and Plastics, which sells an estimated 
30 million pens a year to Wal-Mart, 
has tied up with Mitsubishi Pens 
of Japan for technology, and Liberty 
Shoes is reported to be designing a 
range of beachwear and sportswear 
for the retailer. Liberty will also 
begin production at its new facility 
in Uttaranchal, where 25,000 pairs 
of footwear can be made daily, 
according to sources. Says Linc Pen’s 
Managing Director, Deepak Jalan: 
“With the demise of quotas, Indian 
vendors should pick up more busi- 
ness with Wal-Mart.” 

If that happens, convincing other 
global retailers to start shopping in 
India would be a cinch. Ell 
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RODRIGO DE RATO 


MANAGING DIRECTOR, INTERNATIONAL MONETARY FUND 


“This Is A Promising 
Time For India" 


N THE CONVENTIONAL HEGE- 

mony thrashed out between 

the United States and Europe, 

the leadership of the Bretton 

Woods Twins—the Interna- 
tional Monetary Fund (IME) and the 
World Bank—is divided between 
them. While the Europeans retain 
control of the IMF, leadership at the 
Bank is the prerogative of the 
Americans. So when Horst Kobler 
resigned as Managing Director of 
the IMF to pursue political ambi- 
tions, it was clear that another 
European would inherit the mantle. 
The choice fell upon Rodrigo de 
Rato, the former Vice President for 
Economic Affairs and Minister of 
Economy for the Government of 
Spain. The 56-year-old, a political 
heavyweight in his country, who 
succeeded Kohler to the job on June 
7 last year, has taken charge at a 
very transitory time. Unlike even a 
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decade ago, the Fund’s role has 
changed with the growing influence 
of global private capital. Since his 
advent, the world is also seeing a 
slow transition of growth momen- 
tum to the East, with India and 
China leading the way. The 
Managing Director got a first-hand 
account of this when he visited 
India in mid-March. Ahead of his 
visit, he took time off to speak to 
Anil Padmanabhan at the 
Washington, DC office of the Fund. 
He addressed a host of issues and 
cautioned that the current regime of 
low interest rates cannot be taken 
for granted. Excerpts: 


What are your initial thoughts ahead of 
your visit to India? 

First of all, it is a very good 
opportunity for me to meet up with 
the Prime Minister and other mem- 
bers of the economic team. It is my 


first visit as Managing Director and 
it is a good chance to listen and to 
see first-hand the future direction of 
economic policy. In addition, I am 
also keen to understand how the 
Indian government sees the future 
role of the Fund. In fact, this is a 
very good and promising moment 
in India with a strong growth of 
more than 6 per cent in the last 
few years. The policy changes have 
augured well for India’s future. 
Increasingly, India is a subject of 
analysis for foreign investors. So I 
believe it is a very promising 
moment in a country that has chal- 
lenges like everybody else. In India, 
the need to reduce poverty and also 
the need to provide for steady 
employment growth—100 million 
jobs in the next 10 years—are 
important challenges in my view. 
These are important issues that will 
occupy me in my visit. 


GG In India, the need to reduce poverty and provide 


If you were asked to accord a report 
card on the Indian economy, what 
would be the three points of concern 
and three points of optimism? 

| don’t know whether I should 
undertake a grading exercise. But 
certainly India has changed dr 
matically in recent times. I was 
India in 2001, and from w 
hear, things have moved ver 


quickly since then. So, certainly or 
point of optimism is the stror 
positive growth that India h 


achieved in a stable macroeconom 


environment. The second point is 


India’s performance in the glo 





economy—especially in dynami 


sectors like information technolog 
Thirdly, the presence of a hug 
workforce is a source of strength 
though it is also a challenge (as they 
have to be productively empio 
yed)—for future growth. 

I do not want to sound neg 


tive, but there are certainly cha 
lenges facing India. From the 
macroeconomic point of view, tl 
reduction of the public deficit is 
serious challenge and should bi 
addressed. The other challenge is t 
generate sufficient employment t: 
absorb the growing labour forc 
And finally, the fight against 
poverty is very important. lt is sti 
substantial and accounts for 30 per 


cent of the population. 


The relationship between the IMF 
and India has changed, especially 
since the economic crisis of 1991. In 
fact, today India is a marginal lender 
at the Fund. How do you view this 
transformation? And, has this in any 
way impacted surveillance of the 
Indian economy? 

[hat is an evolution that happens ti 
many countries. Many developed 
countries have had moments wher 


they had to face up to a balance of 
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payments (BoP) crisis and had to 
take assistance from the Fund. So I 
believe it is a healthy evolution that 
India has moved away from a 
financial crisis. Given its size and 
potential, it will become a global 
player and this will have systemic 
consequences. So we will have to 
look at India from a bilateral and 
multilateral point of view. I think 
our work with the authorities 
regarding technical assistance and 
design of different policies—like 
reducing the public deficit—are 
areas where we can still play a role. 
And we also view with apprecia- 
tion the government’s efforts to 
push structural reforms—like the 
recent tax reforms that were 
launched by the government. 


Actually, my question is more in terms 
of India's sensitivity to criticism, as it 
has transformed from a borrower to a 
lender... 

I think governments are always 
sensitive to criticism. | would say 
that it is normal. At the same time, 
the role of the Fund is not to criti- 
cise. Our responsibility is to apply 
surveillance to our member coun- 
tries and through that to point out 
areas of weakness that a country 
can have. And certainly in the case 
of India we do it. That is what we 
are supposed to do. 


You did mention the fiscal deficit to 
be one area of сопсет. Is it a structural 
problem that could derail much of the 
gains achieved so far? And how do you 
view the fact that even in the just-pre- 
sented Budget, the government has 
expressed its inability to adhere to fiscal 
correction targets? 

If I understand correctly, India has 
a medium-term framework set in 
a law to achieve fiscal correction. Of 
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India’s strong growth, performance in the global 
economy and a huge workforce are points of optimism 
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course, the law has to be applied. 
And if it is only created and then not 
implemented, it makes no diffe- 
rence. We understand the chal- 
lenges the government is facing, 
but we have said it very clearly that 
efforts have to be increased to 
achieve the goals of the law. We 
understand very clearly that India 
has very important challenges, both 
in the social issues and in terms of its 
infrastructure needs. We think, 
therefore, that India should have a 
flexible budgetary policy that will 
meet these challenges, but at the 
same time take care of the debt 
burden. Reduction of debt will 
become the single most important 
measure to increase budgetary 
spending in the future on infra- 
structure and social services. There 
are other areas of structural reform, 
like tax reforms, that are impor- 
tant in curbing budgetary deficits 
and for growth. And also to face the 
evolution from a social policy based 
on subsidies to one that is targeted 
at the needy is also important. 


What we have seen in the last decade 
or so is a distinct change in the econo- 
mic contours of the world. There is a 
definite shift towards the East, parti- 
cularly towards China and India. How 
do you see this new ordering and how 
it will impact the global economy? 

I don’t think we should see the 
global economic situation as a zero- 
sum game. What we are seeing are 
new potential sources of global 
growth. That does not mean that 
the traditional sources are going to 
be less important. In fact, to have a 
balanced situation in the world eco- 
nomy, we should have more evenly 
distributed growth. One of the prob- 
lems on the ground today is that 
you have two very clear engines of 
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growth—the United States and 
China—while other areas like 
Europe and Japan are not con- 
tributing to that growth. At least 
they are not doing it to their full 
potential. And that has conse- 
quences. One of these consequences 
is the current account imbalance— 
on the one hand you have the huge 
deficit in the us, and on the other 
you have a huge surplus in China, 
Russia, Japan and the Middle East. 
To avoid such an imbalance, diffe- 
rent players will have to do different 
things. The us will have to reduce its 
public deficit and raise domestic 
savings. Certainly, Europe and Japan 
will have to contribute with stronger 
growth. But it is true that we are 
seeing growth in India, China, 
Eastern Europe and Latin America. 


In such a changing situation, what is the 
leadership that you are seeking to 
impart at the IMF? 

Well, it is true that the situation 
has changed drastically since the 
early 1990s. I did mention earlier 
that there are now new economic 
players—like India and China—in 
the world. In this context we need 
institutions like the Fund to dedicate 
more resources towards global sur- 
veillance and analyse linkages and 
consequences of the strength of the 
capital markets. These issues are 
certainly on the top of our agenda. 
And they were probably not so 
evident 10-15 years ago. But we 
are also facing BoP issues in some 
countries. These are traditional 
problems. I don't think the world is 
free of financial problems. At the 
moment we are in a very comfor- 
table situation given the low level of 
interest rates in the world. But that 
won't last forever. And when it 
ends there will be problems. The 
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Fund will always be there to assist in 
such situations. 


How do you see the long-term prospects 
for growth in the US economy? After all, 
it has potentially structural problems in 
a very high budgetary and current 
account deficit. 

We see the Us economy as one that 
will exhibit strong growth for a 
couple of years without any undue 
inflationary pressures. The gains in 
productivity achieved in the last 10 
years are paying off. Therefore, 
prospects for growth in 2005 and 
2006 are quite healthy. However, 
there are problems with the eco- 
nomy. One of them is the sustaina- 
bility of the current account deficit. 
Up till now, it is clear that the 
attractiveness of the Us economy is 
very strong. But I think most of us 
will maintain that the present level 
of current account deficit at 5-6 
per cent of GDP (gross domestic 
product) should be corrected. We 
don't want to risk strong volatility in 
the currency markets and unwanted 
corrections. The us also faces some 
domestic challenges in terms of 
healthcare costs and social security 
reform. This, too, is a source of 
concern and we are advising the Us 
authorities to face these challenges. 
That is another argument for 
regaining manoeuvre by curbing the 
fiscal deficit in the next (few) years. 


You have touched on a host of issues. 
But if you were to be asked as to what 
is the single most pressing problem 
facing the global economy today, what 
would be your response? 

I would say that there are two risks 
facing the global economy. One is 
the imbalance in current account 
deficits and the other is the price of 
oil. Both risks are not dramatic at 
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India should have a flexible budgetary policy to meet its 
challenges and take care of the debt burden 


this moment, but yet a point of 
concern. Another point of concern 
is the task of low income countries 
in reducing poverty. And in this 
context, ensuring macroeconomic 
stability can play an important role 
in eradicating poverty. 


The 1997 currency crisis demonstrated 
the world's vulnerability to volatile 
global capital inflows. At the same 
time, the ready access to such capital 
flows also holds promise for emerging 
market economies to meet their 
resource shortfalls. How do you see 
global capital flows at the current junc- 
ture of the world economy? Is it a bles- 
sing or a curse? 

I think they are a great source of 
potential. They are giving countries 
like India—and even the us—a 
chance to attract private investors 
either as portfolio investment or as 
foreign direct investment. It, there- 
fore, provides the world with a 
means of financing that was not 
available even 10 years ago. In that 
respect, capital markets are per- 
forming a very important function. 
Additionally, they are also a good 
measure of discipline for countries 
that allow governments to measure 
their credibility in the markets. At 
the same time, capital markets are 
huge and they are getting bigger. 
They can be, and in some cases are, 
a source of contagion and volatility. 
So they have to be reckoned with. 
Reduction of vulnerabilities—like 
strengthening the banking sector— 
is very important. Right now we 
are living in a world where risk is 
assessed very cheaply. Not like they 
have been viewed in the past. And 
interest rates are at a surprisingly 
low level. In fact, there was an 
important meeting of central 
bankers in Basel last week to discuss 






this very same subject. All this shows 
that we might be going into a mom- 
ent where we will go into a regime 
of higher interest rates and higher 
risk appraisal. So countries have to 
be aware that the current situation 
will not last forever and the reversal 
will happen. That will have a defi- 
nite impact on capital markets and 
will affect countries differently. 


So what safeguards should a country 
like India undertake in such a situation? 
I believe one safeguard is to reduce 
public debt. I think India will gain a 
lot of room for manoeuvre to face 
the challenges and also gain budge- 
tary capacity by reducing public 
debt. It will also reduce the cost of 
debt. But that of course demands 
important decisions like the one 
the Indian government is taking— 
tax reforms and shift to a more tar- 
geted subsidies regime. 


In the last decade, the Fund, like other 
multilateral institutions, has begun to 
address the issue of governance. But 
now a new imponderable has cropped 
up in the form of terrorism and it has 
begun to affect governance. Is the Fund 
looking to address this issue? 

We play a role in helping countries 
fight the financing of terrorism. 
This is being done by strengthening 
the financial system, particularly 
measures to curb money laundering. 
In that respect we are part of inter- 
national efforts, but in a very spe- 
cialised respect. Terrorism is cer- 
tainly a very important threat to 
political stability around the world. 
And it is a very clear enemy of 
growth and democracy in the 
world, And our role as an inter- 
national agency is to concentrate on 
the financial sector where we can 
make a difference. 
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“The scoreboard is always zero; last 
year’s deals are a distant memory.” 


VEN IF YOU TOP THE LEAGUE 

tables (at least one of the many 

put out)? Evidently yes. Pramit 

Jhaveri, Managing Director 
and Head (India Investment Banking), 
Citigroup, can’t afford to bask in the 
glory of 2004’s conquests. He’s just 
in from London where he was working 
out the pricing for uri Bank's GDR 
offering. "Isn't it a little late to be talk- 
ing of last year?" quips Jhaveri, who 
nevertheless makes a (pretty successful) 
switch into rewind mode. 

Of the 13 deals Citigroup executed 
last year, Jhaveri zeroes in without 
much ado on the most significant one. 
“Oh, that would be the GE Capital 
deal where GE sold 60 per cent to 
General Atlantic Partners (GAP) and 
Oak Hill for $500 million (Rs 2,200 
crore)." The transaction involved a 
leverage finance component to the 
tune of $250 million (Rs 1,100 crore), 
with the capital coming from Citigroup 





Once More? 


He may have been I-banker #1 last year, but that's over now. 


NAME: 

DESIGNATION: Managing Director and Head (India Investment Banking), Citigroup 
AGE: 40 

LANDMARK DEAL: GE Capital's sale of 60 per cent to GAP and Oak Hill for $500 million 


Favourite Quote: "Celebrate wins with your team and don't take losses 
to heart; most importantly, have fun on the job" 


DEALMAKERS. 


THEY'RE CUTTING DEALS OF VARYING PEDIGREE, SIZE AND COMPLEXITY, 
AS M&A ACTIVITY IN THE COUNTRY REACHES A CRESCENDO. 


and American Express. Is the built- 
in capital arrangement the reason 
for clients choosing Jhaveri's team 
over other investment banks? *We 
certainly like to develop investment 
banking dialogues with our major 
lending relationships, but there are 
several successes that we have had 
even where a commercial banking 
relationship does not exist." 

To be sure, 2004 was heavy with 
tech deals for Citigroup having 


Striking Whilst It’s Hot 


He abhors management tomes, but revels in 
getting managements to the table. 





п NAME: Rajeev Gupta 


m DESIGNATION: Joint Managing Director, DSP Merrill Lynch 


m AGE: 47 
m LANDMARK DEAL: Holcim-ACC-Ambuja 


Favourite Quote: “In the past year, the size of deals 
has become large. We are not used to this in 


this part of the world" 


E'S ONE OF THE FEW OF HIS TRIBE TO HAVE 
treaded the turf on the other side of the 
fence too. Rajeev Gupta, Head of DSP 
Merrill Lynch's Investment Banking and 
Mergers & Acquisitions business, was once upon a time 
CEO of a company called Cosmo Ferrites, before he 
joined psp Merrill a little over a decade ago. Now 
Joint Managing Director at the firm, Gupta has spent 
over the past five years closing more than 75 M&A tran- 
sactions, with psp doing just under a billion dollar 


advised Flextronics on the acquisi- 
tion of Hughes Software, as well as 
being instrumental іп IBM’s acquisi- 
tion of Daksh, the delisting of eServe 
and an increase in Citigroup's stake 
in the company from 44 to 94 per 
cent, and the delisting of Digital 
Globalsoft, with Hewlett-Packard 
increasing its stake in the company 
from 51 to over 90 per cent. “We 
very much like to follow an industry- 
led approach and believe the next 


12-18 months will see major activity 
in oil and gas, technology and heal- 
thcare—a large component of which 
will be cross border in nature,” says 


Jhaveri, whose idea of de-stressing is 


a “short holiday with the family— 
could be anywhere: Rajasthan, Goa, 
wildlife reserves...” India Inc.’s new- 
found itch to go global coupled with 
MNCs’ renewed interest will ensure 
he keeps travelling outbound too. 
PRIYA SRINIVASAN 


UMESH G 






OSWAMI 
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worth of deals in 2004. If Gupta is 
pleased as punch, it’s not so much 
because of last year’s numbers, but 
also because he finally sees the India 
story unfolding, which will result in 
bigger-ticket deal-making. “For the 
first time we are seeing inflows that 
only a few years ago would have 
been unthinkable.” Gupta knows 
what he’s talking about: Earlier this 
year, he represented Holcim in an 
$800-million (Rs 3,520-crore) deal 
with Gujarat Ambuja, which 
allowed the Swiss cement major to 


gain a foothold in acc and another 
Ambuja company. 

Mega deal-making, though, isn’t 
alien to Gupta. Last year, DSP played 
a role in Idea Cellular buying out 
Escotel, and shortly afterwards his 
team was approached by Singapore 
Technologies Telemedia and 
Telekom Malaysia to buy out a 
third of AT&T Wireless’ stake in 
Idea Cellular (J.P. Morgan was also 
a co-advisor). Another significant 
deal in 2004 was the sale of Hughes 
Software to Us major Flextronics, 


Never On A Sunday 


He's got clients queuing up, but he still takes the requisite day off. 


m NAME: Ashok Wadhwa 

m DESIGNATION: Partner and CEO, 
Ambit Corporate Finance 

m AGE: 43 


m LANDMARK DEAL: United Breweries’ joint venture 


with Scottish & Newcastle 


Favourite Quote: “In India, investment 
bankers are often treated as brokers. 
The value-add that comes from the 
bankers is not always recognised” 


ETWEEN MEETINGS WITH HIS SON’S 
school principal and journos, he mana- 
ges to get some work done as well, 
jokes Ashok Wadhwa. But the CEO of 
Ambit Corporate Finance did manage to get 
some serious work done last year, in which his 
firm moved up the league tables from seventh to 
third position, edging out a couple of blue- 
blooded investment banks in the bargain. He’s 
also got a good reason now to spend some 
more time at work: Last July, Wadhwa and 
his team moved into a spanking six-storey buil- 


ding in Central Mumbai. 


Indeed, the chartered accountant-lawyer 
rolled in one has come a long way. Starting as 
Arthur Andersen’s first employee in India, 
Wadhwa quit the firm after 14 years in 1997 
along with a few colleagues to set up Ambit, 
positioned as a one-stop shop for financial 
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simply because the conventional 
wisdom at the time was that there 
was practically no strategic interest 
in acquiring a software firm. After 
cement, Gupta suggests pharma 
could well be the epicentre of M&A 
action. “I don’t expect too much 
activity in cement over the next 
year or so,” says the IIT BHU and 
IIM-A graduate who's happier rea- 
ding P.G. Wodehouse. *No mana- 
gement tomes for me," he squirms. 
Right Ho Rajeev! 

PRIYANKA SANGANI 





consulting and accounting. “Having 
the sort of background I do is a 
definite value-add, as is the experi- 
ence of working with well-instilled 
processes (at Andersen)." What's 
more, Ambit also has a tax division 
(RSM), which reinforces the one- 
stop shop concept. As Wadhwa puts 
it: “We don't have to go out and 
seek advice on related matters." 
In the past couple of years, 
Wadhwa has succeeded in trans- 
forming Ambit from a boutique 


Healer Dealer 


outfit to a full-fledged I-bank, which 
is reflected in such mega-transac- 
tions as Bharti Tele-Ventures' 
takeover of Hexacom, Star TV buy- 
ing into Balaji Telefilms and DHL’s 
acquisition of Blue Dart. Of 2004's 
14 deals, UB’s offer of a 37.5 per 
cent stake to Scottish & Newcastle 
is still etched in Wadhwa's memory 
not just because of the value of the 
overall deal (Rs 950 crore), but 
because of a couple of unexpected 
complexities, including an 





He likes to hear out his clients, especially what they choose not to say. 


п NAME: S. Sriniwasan 


m DESIGNATION: Executive Director (Investment Banking), 


Kotak Mahindra Capital Company 
m AGE: 39 


m LANDMARK DEAL: Patni’s buyout of Cymbal Corp. 
Favourite Quote: “Our model is different from 


that of other investment bankers” 


OU WON’T HEAR TOO MANY IN THE 
individualistic, chest-thumping world of 
I-banking spouting “we are not individual- 
centric”, but for S. Sriniwasan, Executive 
Director (Investment Banking), Kotak Mahindra 
Capital Co., cutting deals is invariably a team effort, 
with at least two, if not three, senior honchos 
involved directly in a transaction. “Our model is dif- 
ferent from that of other investment bankers,” 
points out Sriniwasan. “This gives a cushion to 
our customers. If one of the team leaves, he won’t 


take the relationships with him.” 


Sriniwasan obviously is in no mood to leave, 
having had his hands full of late with several key tran- 
sactions, including eBay’s buyout of Baazee.com, 
the restructuring of Hindustan Motors (and an infu- 
sion of private equity into it) and the more recent open 
offer by McGraw Hill Company (a Standard & 
Poor’s subsidiary) to increase its stake in CRISIL to 51 per 
cent. But the deal well etched in his mind is Patni 
Computer Services’ buyout of Cymbal Corp. of the us. 
“The $70-million (Rs 308-crore) deal is the biggest by 
an Indian Т company,” gushes Sriniwasan, who works 


unsolicited offer from another large 
global player. Clients are sitting up 
and taking notice. “Not only do 
we have our clients coming back 
to us, but even the counter-party 
has more often than not approached 
us to do work for them,” boasts 
Wadhwa, an avid runner and cricket 
fan, who reserves Sunday for his 
family. It won't be long, though, 
before clients begin disturbing 
Wadhwa on his off-day too. 


PRIYANKA SANGANI 


















out four days a week, and still manages to hit the 
Office before 9 a.m. 

There's no typical day or deal for Kotak's key 
dealmaker, since each has its own set of different chal- 
lenges. Yet, what's crucial to most deals, according to 
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Sriniwasan, is the ability to get into 
the skin and the mind of the client. 
“The main task is to understand 
what the client really needs, and 
this often involves reading between 
the lines—to understand what the 
client is saying even whilst he is not 
actually saying it.” 

Life for investment bankers gets 
difficult on the sell side, and for 


Sriniwasan it’s no exception. “First 
you have to convince him to sell 
his running business. But the most 
important part is to make him agree 
to the price.” Convincing the gov- 
ernment, for instance, to dilute its 
stake in Maruti wasn’t a piece of 
cake. “Eventually we got the gov- 
ernment a control premium of 
Rs 1,000 crore,” grins Sriniwasan, 


who worked a fair bit on the struc- 
ture of that deal too. Perfection is 
clearly Sriniwasan’s mantra, in all 
spheres of life, whether it involves 
mastering the fine print of a tran- 
saction or reaching the gym by 
6.30 a.m., or even “perfecting the 
skill of not spilling coffee on my 
shirt during drives”. 

NARENDRA NATHAN 


Young Blood, Young Bank 


He's got 10 years in I-banking, he’s only 33, and he's the deal honcho at a 10-month-old bank. 


m NAME: Aditya Sanghi 

п DESIGNATION: Country Head 
(Investment Banking), Yes Bank 

m AGE: 33 

m LANDMARK DEAL: Private placement for 
Suzlon Energy 


Favourite Quote: “Whether buying 

or selling, a lot of thought and 
commitment needs to go into each 

deal because of its huge people impact” 


T 23, HE WAS MAKING BOARD-LEVEL 

presentations to India Inc. on 

behalf of Lazard India; at 24, he 

was part of a three-member team 
handpicked to set up KPMG’s corporate 
finance business; today, at 33, he is Country 
Head (Investment Banking), Yes Bank. 
Sitting in the 10th floor glass, chrome and 
leather office of Yes Bank, Aditya Sanghi lets 
in on his secret: “Deal-making is not 
finance, but great negotiating, marketing 
and client management skills.” Today 
Sanghi heads an eight-member team— 
where incidentally the average age is 30— 
that's notched up Rs 500 crore from three 
deals in less than a year. 

It helps that Sanghi—who till recently 
headed Rabo India Bank's M&A team—is 
part of a young and vibrant organisation. 
The Rana Kapoor-headed Yes Bank, which 
got its banking licence barely 10 months ago 
in May 2004, has just filed its draft Red 
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Herring prospectus with SEBI, a clear 
indicator of the aggressive growth 
plans it has in mind. The brief given to 
Sanghi and his team could not have 
been clearer: “Build a top quality, mid- 
dle market investment bank catering 
to emerging companies in India." 
After 10 years in investment 
banking, the deal closest to his heart 
is one he did in November 2002. It 
was the sale of mutual fund Pioneer 
rits business to Franklin Templeton, 
a Rs 300-crore deal. Led by the 


maxim every good dealmaker claims 
to abide by—buy at the lowest price 
and sell at the highest—Sanghi, then 
with Rabo India, was able to get a 
rate nearly double that of the mar- 
ket. This was done through a *con- 
trolled auction" he devised, where 
11 potential suitors were taken 
through a series of steps, culminat- 
ing with a one-to-one negotiation. 

Trying new things is something 
that's not restricted to deal making. 
A self-confessed food lover—his 


current passion is Lebanese—Sanghi 
also likes to discover new cities, 
preferably on foot. The Delhi 
University Chemistry graduate and 
MBA from iIM-Bangalore, who 
unwinds with his weekend game 
of squash, says the role of a deal- 
maker is also a very responsible 
one. *Whether buying or selling, a 
lot of thought and commitment 
needs to go into each deal because 
of its huge people impact." 

ABIR PAL 


Mr. Moneybags 


Since starting up in 2004, he's pulled off a number of big-ticket financing deals. Now for some M&As. 


m NAME: Sanjay Agarwal 
m DESIGNATION: Head (Global Corporate Finance), Deutsche Bank India 
m AGE: 38 
m LANDMARK DEAL: Sole advisor on Reliance Industries' 
$207-million acquisition of FLAG 


Favourite Quote: “You are only as good as your next deal" 





UMESH GOSWAMI 
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OUNDING AROUND IN HIS FIRST-FLOOR OFFICE IN 

Deutsche Bank House, a stone's throw from 

Mumbai's CST station, Sanjay Agarwal looks 

very much the consummate dealmaker, replete 
with striped suit, sleek brogues and designer glasses. 
That's a perception further reinforced by a quick 
glance at the league tables. Formally set up in January 
2004, Deutsche Bank's Global Corporate Finance 
division closed the year with seven deals—most of 
them financing transactions—totalling $1.5 billion 
(Rs 6,600 crore). As for pure M&A, Deutsche pulled off 
one $207-million or Rs 910.8-crore deal (according to 
Indata)—it was the sole advisor on Reliance Industries’ 
$207-million acquisition of FLAG— but if Agarwal, 
Managing Director on the equities side, and Piyush 
Gupta, Director and Head (Debt Capital Markets & 
Corporate Coverage Group), are understandably 
happy, it's because of the progress the fledgling has 
made in just one year. 

Deutsche Bank started off with a bang when it 
caught the market's attention with the deal it struck for 
Reliance Industries’ zero coupon $178-million 
(Rs 783.2-crore) convertible. While competition (read: 
other investment bankers) was aware of the opportunity 
up for grabs, it could not find any way around the 21- 
day wait required till the next extraordinary general 
meeting of the company. It took some innovative thin- 
king to hit upon the solution. “We used a financial ins- 
trument called ‘when-issued’ that had been used by us 
internationally. Instead of waiting, this enabled us to lock 
into the favourable premium and yield rates,” elaborates 
the 38-year-old Agarwal. And yes, the transaction was 


With LIC’s GMRA Scheme for home loans, 
both the bank and the customer stand to win. 
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pulled off over a weekend! 

An MBA in finance from the 
University of Massachusetts and a 
Delhi University B.Com graduate, 
Agarwal started off his career with 
ICICI, Delhi, way back in 1989. Since 
then it’s been a rapid climb: ANZ 
Grindlays, Kotak, Goldman Sachs 


and now Deutsche. To be sure, 
being part of a global financial cong- 
lomerate means that specalised exp- 
ertise across sectors is only a phone 
call away. Сип Chadha, CEO, 
Deutsche Bank India, sums up the 
advantages of being part of the euro 
840-billion (Rs 48,72,000-crore) 


TET "ER ای او‎ , е FTES 


Deutsche Group: “A large distri- 
bution base, large private capital 
reserves and strong customer rela- 
tionships.” Perhaps in 2005, we'll see 
Deutsche’s Indian arm exploiting 
those strengths to grab more pieces 
of the action on the M&A front. 
ABIR PAL 


Been There, Doing That 


He worked on the first large government disinvestment. And he's hungry for more. 


m NAME: Ashok Mittal 
m DESIGNATION: Director and Co-Head (Investment Banking), HSBC 
m AGE: 40 

m LANDMARK DEAL: IBP divestment in 2002 


N THE CLAUSTROPHOBIC 
meeting room adjacent 
to HSBC’s frenzied dea- 
ling rooms on the sixth 
floor of its India head office, 
Ashok Mittal—in a navy blue 
shirt, silver cuffs and Windsor 
knotted tie—is a picture of 
perfect calm and composure. 
Speaking slowly in his mea- 
sured speech, the 40-year-old 
Co-Head (Investment Ban- 
king), HSBC, is outlining GAIL's 
acquisition of 9.5 per cent in 
China Gas Holding. “I think 
what swung it for us was the 
global network of expertise, 
and the understanding of the 
oil and gas market.” The $32- 
million (Rs 140.8-crore) deal 
was pulled off in 19 days flat. 
It’s not speed alone. HSBC 
prides itself most on the relationships it has estab- 
lished with its clients in India over the years. Organised 
around sectoral practices like transport and logistics, 
energy and utilities, and telecom, HSBC's 15-member 
investment banking arm is run jointly by Mittal and 
Co-Head Ravi Menon. Spanning M&As, equity markets, 
private equity and project finance, HsBC has notched up 
a clutch of prestigious *tombstones" to its credit. So be 
it a $390-million (Rs 1,716-crore) assignment from 
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Favourite Quote: “You need to identify the deals that 
are doable and then focus on them" 





Telekom Malaysia on its entry strategy for India or IBP's 
$145-million (Rs 638-crore) merger with Indian Oil 
Corporation or advising Cargill on a 51-per cent 
acquisition in Parakh Foods (and the subsequent 
demerger of its edible oils business that fetched $174 
million or Rs 765.6 crore), HsBC has been at the fore- 
front of the competitive *beauty parade" that has 
become synonymous with this industry. 

So what tips does Mittal, a self acknowledged 
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workaholic, have for aspiring deal- 
makers? “I would say the acid test is 
the ability to handle multiple pulls 
and pressures that come with hand- 
ling large complex deals. Succes- 
sfully juggling multiple hats is a 
must.” Mittal, a Physics graduate 
from University of Wooster, Ohio 


It’s In His Veins 


and an MBA from IMI, Delhi, has 
juggled quite a few deals since he 
started off his career 14 years back 
with investment bank Lazard in 
Kolkata. But the IBP divestment in 
2002 is still one he considers as 
the most challenging. *It was the 
first large Government of India 


divestment, and one had to navigate, 
develop processes and chart new 
territory," says Mittal, who feels 
it's clearly instinct that sets the men 
apart from the boys. “You need to 
identify the deals that are doable 
and then focus on them." 

ABIR PAL 


Lineage helps, but it's fantastic when you can live up to it by finding your own niche. 


п NAME: Rajiv Memani 


m DESIGNATION: CEO and Country Managing Partner, Ernst & Young 


m AGE: 37 


m LANDMARK DEAL: ONGC Videsh's acquisition in Sudan, 
worth $720 million, the largest upstream acquisition from India 
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Favourite Quote: “The gull sees farthest who flies 


highest” (from Richard Bach's Jonathan 
Livingston Seagull) 


USIC'S LOSS, IT APPEARS, IS CORPORATE 
finance's gain. Although 37-year- 
old Rajiv Memani regrets not giving 
much time for music in his child- 
hood—he is now making up though by taking clas- 
sical music classes during weekends—he is unlikely 
to complain. For Memani got to work his way up 
in audit firm Ernst & Young (E&Y) initially as a tax 
executive and later as a top dealmaker. What’s 
more, early last year he succeeded his father Kashi 
Memani as Country Managing Partner of E&y. 
Memani, a trained chartered accountant, was 
responsible for setting up E&Y's corporate finance 
practice (now called Transaction Advisory Services) 
in 1998. The firm till then used to do only tax 
work. Within four years, in 2002, E&y became 
the #1 firm in volume of deals advised (including 
cross-border transactions, which Memani claims is 
a strength of the firm), according to Bloomberg 
League Tables. The firm still retains the #1 position 
in number of deals and a postion in the top three 
or four in terms of the value of transactions. 
Memani credits his fast growth in M&A 
sweepstakes to his “fantastic relationship 
management” skills, something which he 
bequeathed from his influential father Kashi. 





i “M&A decisions are taken at the highest level. So 
! while you need to have a good relationship, the 


emphasis is on credibility," says Memani. *When 
they know you are Kashi Memani's son, they would 
meet you. But their expectations are also high, so 


Come to Union Bank 





Check our different 
repayment options 





Choose one 





Union Bank has several repayment solutions for 
a home loan, to suit your individual needs. 
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only your work would matter.” 
But what would help E&Y is that 
it’s a niche player. “Our focus is 
on transactions worth $10-200 mil- 
lion (Rs 44-880 crore),” says 
Memani. “We have to create our 
own niche and that’s where a large 
part of the Indian market is.” He 
has played advisor to private equity 


transactions in Hindustan Times 
(2003 and 2004) and in Jubilant 
Organosys, to name just two, both 
in the mid-size segment. But he is no 
stranger to big-ticket transactions 
too. For instance, E&Y advised ONGC 
Videsh in its $720-million (Rs 3,168- 
crore) acquisition of TGN BV, the 
company that owns the Greater 


Nile Oil Project of Sudan (the lar- 
gest upstream acquisition from 
India). But what distinguishes E&Y 
from others is that unlike a DSP 
Merrill or a Kotak, less than half of 
its business comes from Mumbai, 
the commercial capital. It still helps 
being headquartered in Delhi. 
SAHAD P.V. 


Middleman? Nah, He's Your Friend 


It's a good time to sell, and this man will help you fetch a good (but realistic) price. 


m NAME: J. Niranjan 

m DESIGNATION: Joint Head (Investment Banking), ICICI Securities 
m AGE: 39 

m LANDMARK DEAL: The proposed MTNL-BSNL merger 


Favourite Quote: "Work is my main hobby" 


T HELPS BEING A BIG FISH IN A BIGGER POND, AS 
J. Niranjan will readily testify. The Joint Head of 
the ICICI Securities’ Investment Banking arm joined 
the institution 14 years ago (in the merchant 
banking division), and it's been quite a ride since then. 
"As investment banking is built on trust, we leverage our 
(the group's) strong long-term relationships (in finan- 
cial services), which often results in multiple transac- 
tions," says the irr Bombay and iM-Bangalore alumni. 
Such leverage is in ample evidence by way of the 
high-profile deals i-sec concluded last year, as well as the 
ones it's currently working on. For instance, 1-sec is lea- 
ding a consortium that's advising the government on the 
proposed BSNL-MTNL mega-merger. “We have submit- 
ted our report to the government within the tight 
deadline (January-end)," says Niranjan. He's also advising 
the UB group on the voluntary open offer for Shaw 
Wallace. His past big bangs include the Tatas' buyout of 
Hughes Telecom, Siemens VDO’s merger with Siemens 
and the demerger of Nirr's technology business. i-sec was 
also roped in as a firefighter when the government 
objected to VSNL’s investment in Tata Teleservices. 
“Both parties were satisfied with our observation.” 
Niranjan is upbeat about higher growth rates in the 
deal market. “Though we don’t have a culture of 
massive buying and selling (like in the West) now, 
things are improving.” He’s got reasons for that opti- 
mism, the main one being the renewed aggression of 
big private equity investors—like, one of his, clients 
Actis (formerly CDC). “Unlike traditional promoters, 
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they don’t have any emotional attachment to their 
investments,” explains Niranjan. He would also like it 
if Indian promoters could get a bit detached from 
their businesses, and there’s no better time to attempt 
that than in a rising secondary market, where the 
benchmark index has polevaulted into unchartered ter- 
ritory. Of course, it would need an effort to con- 
vince promoters to bail out at a particular price, as it’s 
difficult for many of them to agree to realistic 
valuations in such bullish times. “(But) smart sellers 
should exit in times like this,” advises Niranjan, who 
manages to find time for hobbies that include reading 
and Carnatic music. The adrenalin rush, of course, can 
only come from closing a deal. 

NARENDRA NATHAN 
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Floats Like A Butterfly... 


Her softspeak may delude you, but the hardnosed deal-making won't. 





п NAME: Vedika Bhandarkar 

m DESIGNATION: Managing Director and Head 
(Investment Banking), J.P. Morgan India 

m AGE: 37 

m LANDMARK DEAL: AT&T's sale of stake in Idea Cellular 


EDIKA BHANDARKAR, MANAGING DIRECTOR 

and Head (Investment Banking), J.P. Morgan 

India, could be mistaken for a college lecturer 

in her starched cotton Dhaka sari and reticent 
demeanour. Except that Bhandarkar is nowhere near as 
voluble as a college professor, and is quick to apologise 
for using “too much jargon”. Atypical of an invest- 
ment banker perhaps, but when it boils down to business, 
she exhibits all the gumption and aggressive pursuit 
required to bag the most lucrative deals in the market. 
Admittedly, at three M&A deals in 2004, J.P. Morgan 
hasn’t exactly been on a hot streak (“half-a-dozen deals 
would qualify the year as successful”, shrugs an ever 
modest Bhandarkar). “М&А has always been a focus for 
us, but last year we spent a significant amount of time on 
financing transaction and also expanded our team. In 
fact, nearly 90 per cent of the revenues were from 
financing deals last year; this year we expect to see it 
nearly equally split between М&А and financing deals." 
Yet, when it comes to value, J.P. Morgan pulled off 

a whopper of a deal: Singapore Technologies Telemedia 
(STT) and Telekom Malaysia's purchase of AT&T Wire- 
less’ 47.7 per cent stake in Idea Cellular, coupled with 
an infusion of equity, totally valued at $700 million or 
Rs 3,080 crore (DSP Merrill was a co-advisor). “We (a 
four-member team, she stresses) had been pitching to 
international telcos for some time, sounding them out 
on the fact that regulations were getting sorted out in 
India." More significant, though, is the relationship she 
succeeded in building with srr and Telekom Malaysia. 
Bhandarkar had worked earlier with the latter when the 
company had increased its stake in Usha Martin, which 


Favourite Quote: "Ambulance-chasing will 

not work; | believe in trust and long-term 
value and repeat business is the best measure 
of how much trust you inspire in clients" 


TVd4GNV" VNYONVA 





was later bought out by Hutchison. *Ambulance- 
chasing will not work; I believe repeat business is the 
best measure of how much trust you inspire in clients," 
says the IIM-A grad, who has mixed feelings about being 
a woman in a testosterone-driven business. “It’s good 
because nobody can be rude to you beyond a point— 
which comes in handy in a multiple book runner type 
situation—and bad because you get left out of a lot of 
the (male) bonding, and men are continually trying to 
strike the right balance on propriety.” That’s life. @ 

PRIYA SRINIVASAN 


UT LEAGUE TABLES, AND THE ANSWER IN MOS ASES WON 1 


gue tables, and there are league tables—some that 


SK A VEST 2 Wt THINKS ABC 
printable in this r all, there are le: 
don't conside (which makes them anachronisms in today's age of outbound cross-border 


deals), others look at « 


mpleted, whilst yet others prefer to go by all announcements. How did BT do it? 


Well, it's largely influenced by one of the listings put out by Indata (though not necessarily in order of ranking or merit 


and our list has a rich mix of investment banks (DSP Merrill, Kotak), commercial banks (HSBC, Citigroup), 
and a couple of new kids on the block too (Deutsche and Ye 


(E&Y), boutiques (Ambit 


idit firms 


Bank) 


The bottom line: League tables will come and league tables will go, but India’s hottest dealmakers are here to stay 
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bt personal finance 


. Top 10 Stocks 


Looking for stocks that will give better than average returns over the next 


E MUST BE CRAZY, AN APT ADJECTIVE TO 
\ X / describe anyone who proffers advice on 
what stocks to pick when the market is on a 
high and due for an imminent correction. Consider this: 
on March 8, 2005, the bellwether BsE Sensex closed at 
6,915.09 points, the highest closing value in its 25-year 
history. The next day, March 9, it touched a high of 
6,954.86 in intra-day trading, an agonising nudge 
away from the magical 7,000-mark. And as this article 
is being written, it is in the 6,700-6,800 range, with 
most experts positing that this is the begining of a 
correction that has been imminent for some time. 
This magazine still stands by its position that the 
Sensex will touch 7,500 by the end of the year, but that 
doesn't make the task of picking 10 stocks at this 
point in time very much easier. 

We are aware that the fact we have just revealed 
about the Sensex implies spectacular returns for inves- 
tors. We are also aware that it presents a classic 
dilemma. What kind of stocks should you invest in? 
Should you invest in growth stocks, such as an Infosys, 
which is a. quoting at a high Rs 2,227.4 (as on March 
14, 2005) b. clearly the market leader in its domain, and 
c. still outpacing rivals with growth rates higher than 
most? Or should you invest in value stocks, whose 
intrinsic strengths have still not been recognised by the 
market, leaving a lot of value still to be unlocked, 
like, say, a Bata? 


Growth Vs. Value 
It's a debate that's as old as stock markets themselves, 
and is something no two analysts with their heads in the 
right place can ever agree on. Rohit Sarin, Partner, 
Client Associates, reckons that the best bet for any 
investor is to have an appropriate mix of growth and 
value stocks, because of the inverse relationship between 
the two (up to a point, and more on this later). His refe- 
rence is to the fact that growth stocks do best in bull 
markets and get hammered in bear markets, and the 
reverse is true for value stocks. “A good mix would be 
a good hedge,” says Sarin. 

However, identifying value stocks in a bull market 
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can be tough. If the bull-run is as sustained as the one 
we are witnessing (corrections and all, and this is the 
up-to-a-point of the inverse relationship we referred to), 
most value stocks can be expected to be converted 
into growth stocks because of the overall momentum of 
growth. Says Sandip Sabharwal, Fund Manager at SBI 
Mutual Fund: “Attractive value stocks are already 
becoming difficult to find today, and the distinction bet- 
ween value and growth stocks is increasingly getting 
blurred.” Amitabh Chakraborty, Vice President and 
Head of Research (Private Client Group), Kotak 
Securities, actually believes that value investing in 
India is not possible to a large extent because the 
takeover code does not favour hostile bids, which 
unlock value. “India is a growth story and the market 
assigns higher valuation to companies reporting supe- 
rior growth as compared to the peer group,” he says. 

Of course, it would be naive to assume that there 


Top 10 Stocks For 
Tomorrow 


| Time To Change 
Track 


For Tomorrow 


two to three years? Here's our pick of 10. By ASHISH GUPTA 





zæ- Arvind Mills 

















Total Income* 1,236.45 
Profit After Tax* 74.35 
EPS** 5.09 
PE Multiple ^ 24.26 
Market Cap ^ 2,413.9 


“Figures are for nine months ending Dec. 31, 2004 
**Earnings per share in Rs 

^ As on March 14, 2005 

All figures in Rs crore except EPS and PE Multiple 


Thermax 


Total Income* 593.74 
Profit After Tax* 29.11 
EPS** — 22.04 
PE Multiple ^ 26.88 B 
Market Cap^ 1,412 $ 
*Figures are for nine months ending Dec. 31, 2004 
**Eamings per share in Rs 

^ As on March 14, 2005 

NI figures in Rs crore except EPS and PE Multiple 


are absolutely no value stocks available. Gul 
Tekchandani, cio, Sun F&C, maintains that even in a 
bull market there will always be a number of value 
stocks, but the catch lies in identifying them. For 
Tekchandani, Budget 2005 was about “infrastruc- 
ture, infrastructure and infrastructure”, and so it’s 
no surprise that the man picks infrastructure com- 
panies, including those in the business of steel and 
power as growth stories for the future. Sabharwal is 
bullish on the sector too, but has a few more on his 
radar. “The stocks of companies in textiles, construc- 
tion, auto ancillary and power equipment are under- 
valued even in these bullish times,” he says. By his logic, 
companies such as Arvind Mills, Raymond, BHEL and 
L&T are obvious choices that are likely to improve their 
valuations over the next couple of years. 

As for growth stocks, Aditya Palwankar, Fund 
Manager, JM Financial Mutual Fund, advises that 


Bharat Forge 














Total Income* 863.08 L 
Profit After Tax* 113.26 
EPS** 37.8 
PE Multiple ^ 37.21 
Market Cap ^ 5,562.98 


“Figures are for nine months ending Dec. 31, 2004 
**Eamings per share in Rs 

^ Аз on March 14, 2005 

All figures in Rs crore except EPS and PE Multiple 


SRF 


Total Income* 773.15 
Profit After Tax* 39.00 
EPS** 741 
PE Multiple ^ 12.18 


Market Cap ^ 558.8 


*Figures are for nine months ending Dec. 31, 2004 
**Eamings per share in Rs 





^ As on March 14, 2005 
NI figures in Rs crore except EPS and PE Multiple 


investors ought to distinguish between cyclical growth 
stocks (such as those of companies in sectors like 
metals and other commodities that have an upturn 
for two to three years followed by a downturn for ano- 
ther three), and non-cyclical ones that are on a seem- 
ingly perennial ascendant, courtesy structural changes 
in the economy. The last would include companies in 
sectors such as information technology, pharma, auto- 
mobile and auto ancillary industries, where the better 
business models are built around exports and the con- 
sequent avoidance of business cycles. “It is these non- 
cyclical stocks that are more important from a long-term 
perspective," says Palwankar. 

If all this verbal sparring has confused you, don't 
lose heart. There's one thing that analysts of all hues 
agree on, and that is that stocks across sectors are 
likely to do well in the next year, be they of large, mid- 
cap or low-cap companies. As such, the safest strategy 


APRIL 10 200$ 


TAVA THVNId 


in today’s market would 
be to pick potential 
winners across sectors, 
regardless of the growth/ 
value angle. Here’s our 
selection of 10 for the 
long-term. 


The Happening 10 
Arvind Mills: The denim 
cycle and a sudden drop 
in demand for the pro- 
duct sent the company’s 
fortunes, and its stock 
price, into a tizzy in the 
second half of the 1990s. 
Now, post a succesful 
restructuring, the com- 
pany is back in business 
and analysts predict a 20 
per cent appreciation in 
its stock price over the 
next two to three years. 
The expiry of the quota 
system on January 1, 
2005, bodes well for this 
company. 

Bharat Forge: With 
manufacturing facilities 
in India and Germany, 
Bharat Forge is the 
largest forging company 
in Asia and the second 
largest in the world, It is 
also the largest exporter 
of auto components out 
of India. Exports acco- 
unted for 39 per cent of 
its revenues in 2003-04. 
The company also manu- 
factures products used in 
the oil and gas sector (in 
drilling, if you must 
know, and this sector is 
booming). The acquisi- 
tion of Germany’s Carl 


Lumax Industries 











Total Income* 209.69 
Profit After Tax* 8.56 
EPS** 15.17 
PE Multiple ^ 8.83 
Market Cap ^ 111.82 
*Figures are for nine months ending Dec. 31, 2004 IE 
**Eamings per share in Rs 
^ As on March 14, 2005 
NI figures in Rs crore except EPS and PE Multiple 
Elecon Engineering 
Total Income* 176.83 
Profit After Tax* 4.01 
EPS** 8.43 
PE Multiple ^ 22.54 
Market Cap ^ 107.27 
*Figures are for nine months ending Dec. 31, 2004 
**Eamings per share in Rs 
^ As on March 14, 2005 
All figures in Rs crore except EPS and PE Multiple 
Alok Industries 
Total Income* 846.99 
Profit After Tax* 60.01 
EPS** 6.01 
PE Multiple ^ 10.65 
Market Cap ^ 840.38 
*Figures are for nine months ending Dec. 31, 2004 E 
**Éamings per share in Rs 
^ As on March 14, 2005 
NI figures in Rs crore except EPS and PE Multiple 


Infosys 





Total Income* 5,142.32 
Profit After Tax* 1,333.05 
EPS** 62.35 
PE Multiple ^ 35.72 
Market Cap^ 60,096.27 
*figures are for nine months ending Dec. 31, 2004 
**Eamings per share in Rs 

^ As on March 14, 2005 

All figures in Rs crore except EPS and PE Multiple 





Dan Peddinghaus has helped the company break 
into an exclusive group of component makers 
supplying to Europe’s top automakers. Kotak 
Securities’ Chakraborty is understandably bullish: 
“Every new corporate action of Bharat Forge will 


attract a new PE re-rating.” 


Thermax: First, the numbers. Analsyts predict that the 
stock of the Pune-based Thermax Industries will 
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133.95 


appreciate by nearly 25 
per cent to Rs 738 over 
the next two years. That 
isn’t surprising: Thermax 
is one of the few compa- 
nies in the world offering 
integrated solutions in 
heating, cooling, power, 
water and waste manage- 
ment; it also manufac- 
tures boilers that can han- 
dle 80 different type of 
fuel feedstock. Given the 
increased usage of alter- 
native fuels, the company 
stands to gain. 

SRF Limited: This is a 
diversified company into 
businesses such as nylon 
tyre cord, refrigerant gas, 
belting fabric, polyester 
film and speciality che- 
micals. The last (speciality 
chemicals is a happening 
business) and the first (it is 
the seventh largest maker 
of tyre cord in the world) 
are the reasons it finds 
itself in this listing. In less 
than a year, reckon ana- 
lysts, the stock will reach 
the Rs 120 level. 

Lumax Industries: A mar- 
ket leader in automotive 
lighting solutions, Lumax 
Industries’ growth story 
has coincided with the 
steady growth in the 
automobile industry, 
which isn’t likely to go 
away anytime soon. The 
company, which has a 
technical-cum-financial 
collaboration with 
Japan’s Stanley Electric, 
has a strong presence in 
the original equipment market with customers such as 
Maruti Udyog, Tata Motors, Hero Honda and 
Mahindra & Mahindra. 

Elecon Engineering: A mid-sized engineering firm, 
Elecon Engineering makes elevators, conveyors, gears 
and material handling plants used in various sectors, 
including steel, fertiliser, power and cement. With 
several contracts in its bag, and increased demand 


2,227.40 


Crompton Greaves 


Total Income* 1,363.08 
Profit After Tax* 74.05 
EPS** 19.77 
PE Multiple ^ 22.23 
Market Cap ^ 2,300.99 
*Figures are for nine months ending Dec. 31, 2004 
**Eamings per share in Rs 

^ As on March 14, 2005 

NI figures in Rs crore except EPS and PE Multiple 





, 


Riding the alternative boom: Pune-based Thermax is likely 
to gain from the move towards alternative fuels 


from state electricity boards and power companies, it 
looks a safe bet for the near future. And with the 
government opening up the infrastructure sector to pri- 
vate investment and foreign direct investment, things can 
only get better for Elecon. 

Alok Industries: This is another major player in the 
Indian textile sector that many analysts consider a 
sure winner. An integrated player with substantial 
weaving and processing capacities, Alok Industries' 
increased focus on the household linen market and the 
expansion of its weaving and texturising capacities 
are likely to have a favourable impact on its earnings. 
The company also has a good international presence and 
supplies apparel to leading retailers such as Target, 
Bed and Bath Linen, and Wal-Mart. In the domestic 
market, it supplies fabric to Zodiac clothing. With a 
72.2 per cent growth in its net profit for the quarter 
ended December 31, 2004, the good times have just 
begun for this company. 

Infosys Technologies: Over the last five years, Infosys’ 
revenues have grown at an average annual rate of 
54.44 per cent, well in excess of the software industry's 
26 per cent. Any other reasons for picking Infosys? 





INVASOS HS3Nn 


Shree Cement 


Total Income* 420.02 
Profit After Tax* 68.85 
EPS** 22.67 
PE Multiple ^ 15.31 
Market Cap ^ 1,209.37 
*Figures are for nine months ending Dec, 31, 2004 
**Eamings per share in Rs. 

^ As on March 14, 2005 

All figures in Rs crore except EPS and PE Multiple 





Three, actually. One, with outsourcing continuing to be 
a major trend in the developed world, the company 
obviously stands to gain. Two, analysts believe that as 
consolidation becomes an important feature of this 
industry, Infosys, one of the three largest Indian firms 
operating in this space, is likely to benefit. And three, 
the company has effectively no debt and hence can 
easily tap the debt markets should it need any further 
financing (it also has some Rs 2,590 crore in cash and 
cash equivalents in its books). 

Crompton Greaves: Crompton Greaves is a house- 
hold name because of popular products like fans, light 
bulbs and tube lights, but the company is also engaged 
in designing, manufacturing and marketing high- 
technology electrical products and services related to 
power generation and transmission. What has made 
analysts bullish on Crompton Greaves is its recent 
acquisition of the transformer businesses of the Pauwels 
Group of Belgium for Rs 180 crore. This has given it 
substantial presence in the markets of Belgium, Ireland, 
Canada, the us and Indonesia. 

Shree Cement: If anyone has Budget 2005 to thank for 
a brighter tomorrow, it's Shree Cement. One of the 
most efficient producers of cement along with Gujarat 
Ambuja and Madras Cement, Shree Cement will greatly 
benefit from the removal of 10 per cent customs duty 
on coal, as it is dependent on imported coal for all its 
power needs. Then, its enhanced focus on the retail seg- 
ment and rising share of its value-added cement variants 
appear to hold a lot of potential for appreciation. 
Moreover, its proximity to key markets in the North, 
especially Delhi, will only mean that its market share is 
likely to grow. 

Of course, you need not restrict yourself to these 10. 
There will be other companies that will do well, and 
some of the names we've mentioned may not do as well 
as expected. Investing in equity is, after all, not a zero- 
risk game. But if you spread your portfolio across sec- 
tors, and wisely, there's no reason why you cannot grow 
with the companies you invest in, and yes, be a part of 
the great Indian growth story. 
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For the salaried, saving taxes post-Budget 2005 can be tough. 
Turning consultant may be a better option. BY PRIYANKA SANGANI 


Are You Better Off? 


Budget 2005 has ensured that you pay less taxes only if your income is 


on the higher side. 


Basic 

HRA 

Medical reimbursement 
Conveyance 

Special allowance 
Gross salary 


Salaries U/S 17 (after-non 
taxable perquisites) 


Less deductions U/S 16 
Standard deduction 
Professional tax 

Taxable salary 

Less deduction U/S 80C 
Taxable income 

Tax liability 

Add education cess 

NET TAX LIABILITY 


Person A 
Pre-Budget  Post-Budget 
94000 94000 
36,000 . 36,000 
12,000 ^ 12,000 

8000 8000 

0 0 
1,50,000 1,50,000 
1,30,000 10 
30000 | = 
2500 | 2,500 
97,500 1,27,500 
97500 127,500 

— 2,750 

pe » 

NL ^ 2805 


. .. Person В 
Pre-Budget  Post-Budget 
240,000 240000 
1,220,000 10 
12,000 12,000 
8000 8000 
3,700,000 3,70;000 
7,50,000 7,50,000 
7,30,000 00 
20,000 — 
2,500 2,500 
7,07,500 7,27,500 
— 100000 
7,07,500 Б,27,500 
186,250 138250 
3,725 2,765 
1,89975 141015 


Person A earns Rs 1,50,000 per annum and doesn't save anything 
Person B earns Rs 7,50,000 per annum and invests Rs 1 lakh (maximum permitted) 


All figures in Rs 
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to taxpayers, particularly the salaried. Finance 

Minister P. Chidambaram has simplified 
income tax structures, and you have to pay less tax 
as a consequence. But while it's true that with the 
basic exemption limit being raised from Rs 50,000 
to Rs 1,00,000, more people would fall outside the 
minimum taxable limit, the introduction of a cou- 
ple of riders, such as doing away with standard 
deduction and the introduction of a fringe benefit 
tax (FBT), don't augur well for the salaried com- 
munity. If anything, it threatens to increase its tax 
burden rather than provide any relief. 

The removal of standard deduction (up to 
Rs 30,000), which was available only to the salaried 
class, will hit hardest. That's because standard 
deduction was a substitute for expenses incurred 
while working (akin to the fixed percentage standard 
deduction available for repairs in rented-out pro- 
perties), and doing away with it means the possibility 
that more people will qualify to pay income tax, par- 
ticularly people with lower incomes (see Are You 
Better Off?), is very real. Says tax expert Kanu 
Doshi: *Doing away with standard deduction lite- 
rally tends to suffocate the middle class as it provides 
extremely limited scope for tax planning." As for 


B UDGET 2005 HAS BROUGHT BOTH JOY AND MISERY 
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A golf tournament that has 
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Being A Consultant Pays 


Ee ee ee ҮКТҮҮ ҮНҮНӨ ӨТТҮ ГЕ; 


It helps save taxes, at least. Here's what the tax structure looks like for a salaried and a consultant at two income levels for 2005-06. 


SALARIED INCOME Meu | 
Salary (including taxable allowances and perquisites) 500.000 7 
Less deduction U/S 80C on investments of Rs 1,00,000 1,00,000 


Less deduction U/S 80D in respect of medical insurance premium 10,000 ` 
Less deductions U/S 16 
Standard deduction 
Professional tax . 





Асу” 


FBT, since it’s the employer who is liable to pay 30 per 
cent tax on fringe benefits given to employees, it is 
likely that some benefits may be withdrawn. Though 
there’s some confusion about the exact expenses that 
will be covered, it is certain that most perks given to 
employees (like your company phone at home) will be 
taxed. For the employer, transferring the value of 
these benefits to the normal salary would save them 
from paying FBT, but that would proportionately add 
to the tax burden of the employee. Which is bad 
news for salaried people. 


The Consultant Option 

As such, it makes sense for you to consider turning con- 
sultant at the place where you work. As a consultant, 
you are able to retain the value of all perceived benefits 
such as gratuity, employer’s contribution to provident 
fund, and so on. And with several companies allowing 
consultants to work in normal office hours, the only 
thing that will change will be your tax status. Doshi, for 
one, advocates the consultant option, and points out 
that whereas it is not possible to claim any expenses as 
a salaried individual, as a consultant the different 
heads under which you can claim professional expen- 
ses is pretty much endless. These include travelling 
expenses, membership fees for clubs and associations, 
depreciation on assets used for business purposes like 
cars or computers, telephone bills (both landline and 
mobile), money spent on entertaining guests and busi- 
ness associates, subscriptions to magazines, money 
spent on education, medical expenses, even salary 
paid to your spouse can qualify as a valid expense as 
long as you can prove that your spouse is qualified for 
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effect the fringe benefit tax 






CONSULTANT INCOME 







Professional fees 

Gross total income 
Less deduction U/S 80C on investments 
of Rs 1,00,000 1,00,000 


Less deduction U/S 80D in respect of 
medical insurance premium 

















that job. All these expenses can be deducted from a 
consultant's income, which in turn would lead to a subs- 
tantially lower final tax figure (see Being A Consultant 
Pays). In addition to all this, a consultant can work out 
of home, and show expenses as home office expenses. 
Says Doshi: *At any level, the income derived as a 
consultant would give several tax advantages by way of 
various allowances of expenses." 

But naturally, there are caveats. For all expenses 
incurred, you need to show substantial proof, so it's 
important that only genuine expenditure be shown 
as professional expenses. Example? "If you are working 
from home, you can't claim your entire landline bill as 
professional expenditure," says Gautam Nayak, 
President, Bombay Chartered Accountants Association. 
Then, with the onus of proof on you, you need to keep 
all your corners covered. That, according to Prasad R., 
founder of Filemyreturns.com, means keeping tabs 
on every penny that you spend, from cab fare to brea- 
king up your phone bill into official and personal seg- 
ments. It also means holding on to every small voucher 
that proves an expense, maintaining extensive books of 
accounts, and getting a tax audit done if your income 
is above Rs 10 lakh. *It (being a consultant) is a good 
option as long as you can show all the expenses incur- 
red," says Prasad. Then, the overall process of filing 
returns is much simpler for a salaried employee. 

The most important caveat, though, is that your 
employer has to agree to your turning consultant, 
which some may not be very willing to do. If you can 
wangle that, and if you have the diligence to handle the 
assorted headaches that come with being a consultant, 
it’s time for you to change track. BJ 
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Auto 2005 


he automobile industry is becoming 
more and more exciting for all 
concerned whether prospective 
buyers, manufacturers or ancillary suppliers. 
With auto manufacturers planning to roll out 
over 25 new luxury car models - ranging from 
luxury sedans and SUVs to low segment 
vehicles this year, the market is abuzz with 
excitement. It means that the array of choices 
available to a buyer would now be wide- 


ranging to say the least. 


Automobile sales have almost touched the . 


million mark and increasingly car finance is 
playing a vital, role. Finance is easily 


available, at ràtes lower than ever before with 


players keen to exploit B class towns and 


um 2 increase. penetration. Frequent upgrades by car 


pe? 4 ^ 


Mo buyers have also lead to a staggering increase 


“in the second hand auto market, ‘increasing 7 
M fo ѕраге po. a s companies like 


deman 
Maruti True Value get. into the servicing 
business to ensure. compliance with company 
quality standards. Th is growth: has. been 50 
phenomenal that India has surpassed China as 
the third largest car market in Ама ^ 
Consumer preferences have also changed, 
with them being more selective and 


increasingly buying for reasons such as 
personality, styling, performance and status 
rather than merely looking at capacity or 
service. A major factor for this is the entry of 
a multitude of car makers into rural India 
where the populace is now flexing new 
money power. Government investment in 
infrastructure including projects like the 
Golden Quadrilateral has given an impetus 
to car ownership as road maintenance costs 
come down. 


SAW inh. ag Oba Male A dodi me 


then a lifestyle statement, the demand for 
genuine quality accessories is on the rise. With 
manufacturers offering multiple variations of 
a. model with accessories ranging from 
entertainment systems to engine additives and 
seat covers to floor mats and cockpit-like 
gadgets to custom pedals, gone are the decade 
waiting upgrades from Mark III to Mark IV. 


‘Teflon-coating of car exteriors, leather 


upholstery and dashboards are new trends as 
buyers are keen to consider protection, 
performance and luxury as integral pats of the 
car buying process. There is no doubt then that 
as the industry grows, the Indian consumer is 


all set to drive his dream car. 
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FENNER ON A FAST TRACK 


nner the Power Transmission giants and part of ; 
Е JK Group have done it once again - | 
with the launch of their range of synchronous ^ 
belts in India, they have reaffirmed their position as 
No.1 Transmission Belts Company in India. The MENS 
company is the undisputed Industrial Leader today, | 
with ISO 9001, ISO14001, TS 16949 Certifications and | 
being the only company of their kind in Asia to be 
accredited to the American Petroleum Institute. 

Fenner brought in their range of Synchronous belts 
for applications that require high precision, high torque and heavy-duty 
solutions. The Fenner Synchronous Belt range includes Timing Belts, 
HTD (High Torque Drive) Belts and Torque Drive Plus Belts as well. 
These belts are available under different specifications of pitch, width 
and length. Across the country, Fenner Industrial Timing Belts were 
launched with an offbeat fashion show theme that really goes to prove 
the fact that doing things differently helps. 


Going great guns - 2004-2005 

Fenner is the Domestic Market Leader in Industrial Belts, 
Automobile Belts, Oil Seals and Engineering Products. "We are on 
the fast track for growth and the last year was one of the best in 
the decade " Vice President - Sales & Mktg. C. Suresh Kumar says 
Among many innovative tactical initiatives employed by the company 





C. Suresh Kumar 
VP - Sales & Mktg. 


in the last year are the trade schemes introduced to beef 
up secondary sales. These include an Accident Linked 
Insurance Scheme for auto mechanics and a "Prepaid 
Coupon Scheme’ and "Point Linked Gift Scheme" for 
retailers. These steps helped the company strengthen its 
position. Suresh Kumar says " These steps will pave the 
way for greater success, as we are keen to boost 
relationship with trade, direct customers and 
specifiers." Relationship building through improved 
customer contacts, streamlining of sales process and 
tapping the hidden potential of their experienced sales force helped 
Fenner to scale greater heights in 2004-05. 

Another innovative measure by the Fenner team has been the 
introduction of distribution concept in the Engineering Products 
Division, This enabled the division to grow by an unprecedented 70%. 

Suresh Kumar, says that with regard to Auto segment, both 
Mechanics & Customers have to be educated about what lies behind 
Fenner and Pioneer brands. "The Fenner agenda for the coming year 
revolves around two Key points of establishing themselves as the 'most 
preferred’ OE supplier and achieving greater than 50% share in 
Replacement Market. Another area of emphasis in the coming year will 
be for Pioneer Oil Seals. We consider Oil Seals to be our growth 
engine in the Auto Market and we have set our sights on crossing 
the 100 Million mark. 





DELPHI-TVS POISED FOR MAJOR INVESTMENTS 
IN COMMON RAIL TECHNOLOGY 


makes rotary diesel fuel injection systems, is venturing into the 

manufacture of Common Rail fuel injection systems for high- 
speed direct injection diesel engines. It plans to invest about Rs.500 
crores in the next five years for this purpose and to expand 
manufacturing capacities for rotary pumps. 

Delphi-TVS is a joint venture between the U.S - based Delphi 
Corp. (NYSE:DPH) and the TVS Group. Delphi, with global sales of 
US$ 26 billion, is the world leader in automotive systems technology. 
The TVS group, with a turnover in excess of Rs.8500 crores, is the 
country's largest supplier of automotive components and systems. 

Delphi-TVS is the largest supplier of rotary fuel injection systems 
in the country catering to the needs of cars, multi-utility vehicles and 
tractor segments. The company was the first to introduce 
electronically-controlled rotary pumps to meet the stringent BS III 
emission standard for cars in India. To meet the emerging emission 
standards of the future, it is committed to introduce contemporary 
Common Rail technology solutions to the growing Indian automotive 
industry. It is currently developing these solutions for a leading vehicle 
manufacturer for a wide range of engines and is in discussions with 
other customers, 

The Common Rail technology offers the user enhanced driving 
experience even while meeting the increasingly stringent future 
emission standards. The plant at Mannur, Chennai, will focus on 
meeting the needs of the Indian market and will also supply to Delphi's 
global customers. According to Mr. T.K. Balaji, Managing Director, 
Delphi-TVS, "Supply of Common Rail systems to engines made in 
India is expected this year, marking a significant milestone in the 
development of Delphi-TVS. 

Delphi-TVS EXPANDS CAPABILITIES 
Delphi-TVS is proposing to expand its engineering capabilities by 


Т" Rs.300-crore Delphi-TVS Diesel Systems Limited, which 


the setting up a new state-of-the art technical centre at its existing 
facility in Mannur, some 30 km from here. The proposed centre will 
complement the current engineering facilities and focus on developing 
new products and applications to meet future emission norms in the 
fast-evolving scenario, The proposed technical centre will be equipped 
with a host of facilities such as a chassis dynamometer, cold room, 
Common Rail engine test bed and Common Rail test rigs. Already, the 
company has an engineering centre with engine test beds, emission test 
facility, endurance test centre and pump test and calibration equipment. 
The current centre also has a full-fledged design centre. The idea is to 
transfer all facilities under one-roof in the new centre. The proposed 
centre is expected to go on stream by 2006. 

Delphi-TVS has several significant customers in the auto industry. 
Leading the customer list is Tata Motors, and the others include Maruti 
Udyog and Hindustan Motors. Delphi-TVS products are also exported 
to Ford, in England, and the French manufacturer, Peugeot, for fitment 
in the diesel engines used in cars made in India. Besides cars, Delphi- 
TVS supplies to multi-utility vehicle customers such as Mahindra & 
Mahindra and Tata Motors, Delphi-TVS also supplies rotary pumps to 
leading tractor manufacturers in India and to Perkins, UK. 
Delphi-TVS PRODUCES ONE-MILLION PUMPS 

Delphi-TVS has produced one million rotary pumps at its facility 
at Mannur since its inception in 1990 and a celebration was organised at 
its plant on 18th February 2005 to commemorate the event. 

According to Mr. T.K. Balaji, "the company is poised for rapid 
growth in the future with the second million pumps expected to be 
crossed in the next three to four years." 

Year 2004 has been a year of awards for Delphi-TVS. The 
company has received the ACMA Technology Award, Delphi 
Global Environment Award and the Frost & Sullivan IMEA 
Gold Award for manufacturing excellence. 


Brenner 8 out of 10 vehicles in India 
run with a Fenner product. 


Fenner belts and Pioneer oil seals ensure trouble free, long lasting performance 

* Fenneris the pioneer in belts and oil seals in India 

* The most widely used auto accessories in India 

* AllFenner products are made with unique manufacturing process/technology 

* They’re the first choice of OEMs and exported to over 40 countries 

• Fenneris ISO 9001, ISO 14001, ISO/TS 16949 certified and accredited to American Petroleum Institute 
Insist on Fenner products at your next service. 
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Tomorrow's Technology Today : Delphi-TVS 





DELPHI - TVS 


The Company 

Delphi-TVS is a joint venture 
between Delphi Corporation, 
USA and T.V.Sundram Iyengar 
& Sons, India manufacturing 


Diesel Fuel Injection 
Equipment for Cars, Multi and 
Sports Utility Vehicles, Light 
Commercial Vehicles, Tractors, 
Single & Two Cylinder Small 
Engines. Delphi is the largest 
automotive systems supplier 
in the world and TVS is the 
largest automotive systems 
supplier in India. Delphi-TVS 
believes that its success is 
based on the solid foundation 
of | customer satisfaction, 
continuous innovation and total 
employee involvement. 


Our Philosophy 
Harmony between Man & 
Machine, Man & Nature and 
Man & God. 


Delphi Corporation 


Delphi is a world leader in 


transportation and mobile electronics 
components as well as systems 
technology. Delphi's business sectors 
— Dynamics, Propulsion & Thermal 
Sectors; Electrical & Electronics and 
Safety & Interior Sectors to provide 
comprehensive product solutions to 


complex customer needs. Delphi has 
approximately 185,000 employees 
and operates 171 wholly owned 
manufacturing sites, 42 joint ventures, 
53 customer centers and sales offices 
and 33 technical centers in 41 
countries. 


TVS Group 
TVS Group, India’s leading supplier of 
automotive components was 


established in 1911. Today it has 
grown to more than 32 companies and 
employs a workforce of over 25,000 
with turnover exceeding Rs.8500 
crores. TVS Group has firmly focused 
on customer satisfaction. Underlying 
the success of the group is its 
philosophy of commitment to Quality, 
Service, Reliability and Ethics. At 
present all the group companies 
have obtained ISO  9000/QS9000 
or TS16949 certifications. Five 
companies in TVS group have won the 
prestigious Deming Award. 





endurance test rigs, pump calibrating 
rigs and CAD systems. Delphi-TVS 
Engineering Center develops products 
and applications to meet the ever 
increasing demands of emissions and 
customer requirements. It has access 
to Delphi Technologies to offer 
appropriate solutions. 

As a part of enhancing engineering 
skills, Delphi-TVS sponsors engineers 
for post-graduate degree courses 
abroad and in India. They also 
undergo specialised training at Delphi 
Technical Centers in Europe. 

To meet the increasingly stringent 
emission norms, Delphi-TVS has 
upgraded its technology апа 
introduced new products. Mechanical 
Rotary Technology has been upgraded 
to Electronic Rotary Technology and 
Delphi-TVS is now introducing the 
state-of-the-art Common Rail 
Technology with full authority 
electronic controls. The foundation 
stone was laid for the new technical 


the Future 
is our Present 


With a unique ability to forecast the future , Delphi TVS is a perfect 
illustration of how advanced thinking allied with advanced technologies can 
prepare the ground for a better tomorrow. 


Engineering 

Delphi-TVS has invested extensively 
on facilities which include engine test 
cells, emissions test equipment, 


centre which will have additional 
facilities like Chassis Dynamometer, 
Cold Room, CR Engine Test Cell and 
CR Test Rigs. 





Common Rail 

Delphi’s Common Rail Fuel Injection 
system is a state-of-the-art technology 
designed to meet stringent emission 
requirements of Euro 4 and Euro 5, 
while enhancing fuel economy and 
performance in High Speed Direct 
Injection (HSDI) Diesel Engines. 

The 1800 bar Common Rail system 
provides enhanced flexibility and 
capability to inject up to 5 injections 
per cycle. The Common Rail system 
incorporates several ^ innovative 
designs and control strategies to meet 
customer requirements of robust 
performance, fuel economy and cost 
competitiveness, 


Manufacturing Technology 

Diesel Fuel Injection Equipment 
manufacturing demands sub-micron 
technology in a mass production 
environment and is therefore highly 
capital intensive. Delphi-TVS 
also faces the challenge of 
manufacturing ^ high-variety low 
volumes at competitive cost and 
world class quality levels. To meet 
these challenges, the focus 
is on employing state-of-the-art 
manufacturing techniques, flexible 
plant, in-house built SPMs and robust 
manufacturing ^ processes which 
include thermal energy deburring, 
precision creep feed grinding, high 
precision honing, internal and 
external grinding. 
Delphi-TVS has 
manufacturing 


designed its 
systems based on 


world class manufacturing concepts 
such as Lean Manufacturing through 
Value Stream Mapping, TPM and 





Delphi Manufacturing System. 
Delphi-TVS aims to create an ideal 
plant where people and machines 
work together to deliver high quality 
products on time to the customers. 


Quality Assurance 

Quality is the key to customer 
satisfaction and Delphi-TVS 
focuses on a pro-active approach in 
identifying and meeting customer 
needs, Our continuous improvement 
programme makes extensive use 
of quality circles and employees’ 
ideas thereby making quality 
improvement a process in which 
every employee is involved. 


Delphi-TVS practices techniques 
like APQP, FMEA, SPC, Process 
Capability Monitoring, Poka-Yoke 
to ensure first time quality and 
guarantee continued customer 
satisfaction. 
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The Leap Factor 


© | 989 Start of Project 


= 1991 Manufactu Facilities 
for Pump, Injector & Filter 


æ |996 
9000 


ISO 9000/EAQF 94/QS 


= 1999 Contract awarded for 100% 
supply to Tata Indica 


2001 Introduction of India’s first 
Electronic FIE system to meet 
Euro Ш 


2003 ISO 14001 
certification 
-Introduction of cost 
FIE for MUV 
-Common Rail contracts 
signed with leading vehicle 
manufacturer for range of 
engines 


Environment 


effective 


2004 Supply of Fucl Injection 
Pumps to Perkins U.K 
-Introduction of Rotary FIE for 
Tractors 

-ISO/TS 16949 Certification 
-1,000,000 Pump Production 
Crossed 


2005 Manufacturing Facilities 
for CR Rails, Filters & 
Sedimenters 

-Foundation Stone laid for New 
Technical Centre 
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To be recognized by our customers 
as the best supplier of Diesel Fuel 
Injection systems. Striving for 
excellence and exceeding 
customers' expectations. 





Services 
Delphi-TVS' commitment 
customer satisfaction is highlighted 


towards 


by its extensive service and 
distribution network. These include 
the service centres of Lucas Indian 
Service, TVS group companies and 
numerous authorized dealers spread 


across the country. 








MERCHANDISERS 


Suddenly Sought After 


Merchandisers were not even understood once. Now they're only slightly better 
understood, but much more heavily in demand. By KUMARKAUSHALAM 


ERCHANDISERS ARE NOT SOME NEW SPECIES TO 
M= descended on the country’s job market, 

though you wouldn’t guess that from the 
puzzled look that befalls people when they’re men- 
tioned. For the record, they have little in common 
with sailors, and even less with grumpy old men behind 
customer counters who rant against the terror of VAT 
(value added tax) before reaching for that little jar 
you came for. 

Simply put, merchan- 
disers are people who 
serve as an interface bet- 
ween domestic suppliers 
and foreign buyers in the 
apparel industry. They 
are needed by both sides: 
garment exporters on the 
lookout for orders, and 
foreign retailers such as 
Wal-Mart, JCPenney and 
Tesco, who procure 
merchandise from India. 
Now that the big wes- 
tern markets are lower- 
ing their import barriers, 
Indian exports have a gar- 
gantuan opportunity— 
being expressed currently 
as a boost in demand for 
merchandisers. 


4 c 


First Flush 

Whether it is domestic 
retailers such as Big Bazaar, Westside and Shoppers' 
Stop, or export houses such as Orient Craft, Leela 
Scottish Lace and Gokuldas Images, recruitment 
executives are talking about hiring merchandisers. 
Says Pantaloon Retail's chief Kishore Biyani: *We 
have less than 200 merchandisers now (out of 7,000 
employees), but we expect this number to double in the 
next three years.” According to Orient Craft CMD 
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The bright spot: Orient Craft plans to 
recruit 100 merchandisers in 2005-06 


Sudhir Dhingra: “We will add 100 merchandisers to our 
current team of 500 (out of 20,000 employees in 19 
plants in the NCR) in 2005-06. Good merchandisers are 
getting paid better than many MBA grads." And in the 
words of Raghu Pillai, head of RPG Retail, “We 
already have 60 buyers, which is likely to go up 
substantially, especially once we get into more categories 
and strengthen our private labels’ portfolio." In his 
estimate, *a buyer with 
two-plus years of expe- 
rience should get Rs 4 
lakh-plus a year". 

Pay packets have, 
needless to add, been 
rising these past few 
months. ^At the entry 
level, competing firms 
are taking merchandiser 
trainees with an initial 
salary of Rs 10,000- 
Rs 12,000 a month, 
while a good merchan- 
diser with five years' 
experience may easily ask 
for around Rs 70,000 
a month," reveals Robin 
Bartholomew, CEO, Crew 
B.O.S. Products, ап 
exporter of leather 
accessories that employs 
2,000 people, including 
30 merchandisers (a 
count that is expected to 
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double in two years). 

Overall, the demand for merchandisers is already 
into the thousands. If industry watchers have it right, 
foreign demand is especially strong, with over 50 
American and European buying houses estimated to be 
employing up to 1,000 merchandisers already, and 
many more to come. As actual mega deals start getting 
inked, expect much more action. 


— — With pay packets rising, firms are taking merchandiser - 





Just Connect 
Where will all those mer- 
chandisers come from? 
Why, largely from other 
jobs within the garments 
industry, according to 
Vijay Mathur, Director, 
Apparel Export Pro- 
motion Council (AEPC), as 
employed professionals 
get trained, learn from 
experience, upgrade their 
skills and move up the 
value addition chain. 
Mathur points out that 
there exist “supervisory 
job profiles from where 
a large number of mer- 
chandisers are usually 
drawn in the apparel 
industry”. Also, by his 
count, India has some 
10,000 shopfloor level 
students turned out by over 70 institutions every year, 
plus 2,000 students trained in supervisory skills. 

India’s training institutes are also busy expanding 
capacity. Delhi’s Pearl Academy of Fashion, for exam- 
ple, has more than doubled its annual intake of students 
(to 55) for its premier course, while the National 
Institute of Fashion Technology (NIFT) is opening a 
branch each in Mumbai and Kolkata (each with 30 
students to a batch for its two-year post-graduate 
fashion management course). Meanwhile, 2005 will 
see NIFT put out 30 professionals each from its Delhi, 
Bangalore and Hyderabad centres, according to 
J.K. Batra, a NIFT professor. 

Then there’s also the well-spread Jp Institute of 








Right stuff: Crew B.O.S. expects to 
double its merchandiser headcount soon 


Fashion and Technology, 
which turns out some 
3,000 professionals every 
year from as many as 19 
centres across the country. 
At least a thousand would 
become merchandisers, 
estimates the institute’s ED 
R.C. Dalal. 

So, are these people 
those who started off 
wanting to be the sort of 
designers seen on The 
Bold And The Beautiful? 
Not always. Merchandi- 
sers play a critical organi- 
sational role. Ask Sachin 
Juyal, 26, who is one of 
the four merchandisers 
employed by Delhi-based 
export firm Worldwide 
Export Centre. “I travel 
to around 15 different 
locations like Behet in Uttar Pradesh, Sambhal and 
Firozabad,” he says, “to look for Indian handicrafts.” 
Other than that, he must “talk to the buyer, bring 
business, look after the quality of production—from fab- 
ric sourcing to the final shipment—and then main- 
tain interaction with the buyer on a daily basis”. 

The big buck earners—raking in a monthly lakh or 
more—are few, but are those who’ve understood more 
than just what India is uniquely capable of. They have 
understood what it is that tickles the western mar- 
ket’s imagination. Making this connection is the game, 
ultimately. “The outlook for merchandisers is bright,” 
sums up JCPenney's India head Adil Raza. 

ADDITIONAL REPORTING BY RAHUL SACHITANAND 


` trainees with a salary of Rs 10,000-Rs 12,000 a month — 
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COUNSELLING 





| am a first-class graduate in mechanical engineering with a 
post-graduate degree in industrial engineering. | have been 
working with a government supported consultancy for over 
nine years. My area of experience is in consulting and training 
services in productivity and quality improvement. My senior 
colleagues tell me that our company is going to shut down in 
two years. Meanwhile, | have qualified for the Executive MBA 
at XLRI, Jamshedpur. Please advise if І should undertake this 
course, and if it will help me get a senior level management 
position in a private firm or an MNC. 

Honestly, an Executive MBA is not valued much in 
our country. It is considered more as a mid-career 
refresher and grooming of management within a com- 
pany. But an MBA from XLRI has its value and though it 
may not act as the catapult you are probably hoping for, 
it will definitely enhance your career prospects. With 
your background in consulting in quality and produc- 
tivity, you can get a job in the private sector as well as 
in consulting or other organisations/institutes. 


| had worked in the leather industry for seven years after com- 
pleting a diploma in mechanical engineering and 
simultaneously graduating in industrial engineering from 
the Indian Institute of Industrial Engineering, Mumbai. 
Thereafter, І worked with a small construction company for 
five years. For the past four years, | have been working as an 
Area Sales Manager with a manufacturing company. | am also 
pursuing an MBA-Marketing through distance education. | 
want to change my job now, but am unable to take a decision 
on which sector to focus for my career on. Please help. 
You have really moved around. You have worked in 
the leather industry, construction industry and a 
manufacturing company. Well, take your pick— 
either one of these sectors is open to you. | am not too 
sure what industry you are currently in. That, 
unfortunately, constrains me in giving you any specific 
advice. Your next choice of sector will, to a great 
extent, depend on this. If you are working in the 
industrial goods sector, I would suggest you look at 
any industrial marketing job. To make a transition, you 
could opt for an institutional marketing role in con- 
sumer goods as well. 





HELP 
TARUN! 


| am a 33-year-old pursuing a teaching job. | have recently 
completed an MCA (Master of Computer Application) from the 
Indira Gandhi Open University. Now | would like to develop 
my career in the field of computers. However, | don't have any 
experience in programming. Also, considering my age, what 
other options do | have that will set me on the right track and 
give a boost to my career? Please advise. 

You could definitely get into the computer training seg- 
ment that will utilise both your qualification as well as 
your teaching experience. This could be in a training 
institute or in the training department of a software 
company. I would recommend the latter, if there is a 
possibility of you getting a job in a large progressive 
company. Meanwhile, do keep in touch with all the 
latest developments in the field. This could then help 
your career evolve into a full-fledged software career as 
well. On the other hand, you could start from the 
entry level in software itself. 


| am a 34-year-old B.Com, AICWA working at the middle 
management level with an MNC in manufacturing, and am 
doing well in my job. Recently | came across a business idea 
for a website and am seriously thinking of pursuing it. 
However, considering my non-experience in e-commerce, 
should | approach a venture capitalist or an existing IT 
company for funds? Also, are there any IT firms who seek new 
business ideas? My financial position does not allow me to 
leave my present job. 

There are always companies seeking new ideas, but it 
is difficult to know which one's business and plans 
would fit well with yours. Also, unless you have direct 
contact with a company, it is difficult to get into 
serious dialogue. To go to a VC, you must formulate a 
business plan that gives the outlay involved and what 
you plan to accomplish over the short and long terms. 
You could also go to “incubators” who take a nascent 
idea and nurture it. | would suggest that you discuss the 
idea with some friends/associates and first make sure it 
is viable commercially. Just a germ of an idea will not 
get you any points—you need to think this through in 
terms of a business. You need to, therefore, have 
something solid and also be able to present it as such. 


Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jhandewalan Extn., New Delhi—1 10055. 
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© Waft And 
Weft Of It 


A look at the assortment of textile sector jobs. 





PHOTOGRAPHS BY VIVAN MEHRA 


A stitch in time: 15 million will join them in five years 


| mea TEXTILE AND APPAREL SECTOR IS REPUTED TO 
employ around 83 million people already, and is 
being banked upon to deliver a good 15 million | 
more jobs over the next five years, as the big export 
thrust begins in earnest. But what sort of jobs are these 
anyway—tailors, designers, what? 

The sector's value chain has dozens of roles, actually 
(merchandisers being just one). Vijay Mathur, Director, 
Apparel Export Promotion Council (AEPC), speaks of | 
garment fabric checkers and pattern cutting masters, | 
apart from production supervisors. With increasing | 
mechanisation, there are also garment technologists, ind- 
ustrial engineers and marketing executives. According 
to Prashant Agarwal, Manager, KSA Technopak, “The 
thumb rule is that there are two jobs created per 
machine,” and a large number of new installations 
are expected to occur now. While jobs are generated 
across the sector for every conceivable role (salary 
levels have risen by 30 per cent at the entry level), the 
bulk of these are for those involved in the mundane 
business of bulk production. But that doesn’t mean | 
artists and dreamers should stay away from the party. | 

AMANPREET SINGH 
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Arches For 
Architecture 


Bridging the demand-supply gap in architecture. 


x ecd cii АТОР A SKYSCRAPER IN GURGAON, YOI 
actually see tomorrow’s urbanscape taking shape— 
right in front of your eyes. Is it pleasant? Is it distinctive? 
Is all the concrete, steel and glass characteristic of any- 
thing? The more people ask such questions, the harder 
it will be to find landmark-sculpting architects. 
Already, top architects have overcrowded blueprint 
boards, and demand is expected to spiral with the 
coming of dollar projects. “People want and demand the 
highest quality from their buildings,” says Jasbir 
Sawhney, Consultant Architect for Delhi’s Ansal Group, 
who expects foreign architecture firms to come in for 
specialised jobs such as airports. Regular demand will 
have to be met locally, which could mean opportunity 
for young ambitious architects eager to leave their 
imprint on the face of the earth. “And with all these new 
urban renewal projects like the one planned for the 
Dharavi slums coming up,” adds Sawhney, “such com- 
petition will give architectural students a chance to 
practice on live examples, and that will really make the 
sector boom." Eli 
KUSHAN MITRA 





Swinging arches: A chance for architects to leave their imprints 
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Oracle India 

Director -Global Delivery Service Head 
Location: Bangalore 

Job ID: 27879166 


SumTotal Systems India Ltd. 
Director of MIS/IT 

Location: Hyderabad 

Job ID: 26560577 


Mahindra & Mahindra Limited 
Manager Design - Chassis, 
Suspension, Steering 

Location: Mumbai 

Job ID: 27537778 


L&T e-Engineering Solutions 
Training Manager - CAD/ CAM/CAE 
Location: Vadodara 

Job ID: 27217724 


Unicorn Power Solutions Pvt. Ltd. 
Manager - Marketing 

Location: Bangalore 

Job ID: 26564057 


HOW TO APPLY FOR THESE JOBS: 


|. Logon to www.monsterindia.com 
2. Click on “Search Jobs” link 
3. Type the job ID number in the “Keyword Search” field 
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Microsoft SMSG 


License Compliance Manager 
Location: Delhi 
Job ID: 27841830 


Procartel Technologies 
General Manager 
Location: Bangalore 

Job ID: 26710622 


Infotech Enterprises Limited 
Manager -HR 

Location: Delhi 

Job ID: 27880148 


Bax Global India Pvt. Limited 
Logistics Business Manager 
Location: Pondicherry 

Job ID: 27278129 


Shoppers's Stop 

Deputy Manager-Best Practices 
Crossword Bookstores 
Location: Mumbai 

Job ID: 27139389 
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Infosys Technologies Limited Xoriant Solutions India 

Performance Test Managers Unix, C, C++, Sybase Senior Developers 
Location: Bangalore Ж. ant Location: Bangalore 

Experience: 3 - 8 years Experience: 2 - 8 years 

Job ID: 27533663 Job ID: 27611068 

Satyam Computers Services Ltd. Infinite Computer Solutions 

Senior Developer C++,Unix Professionals 


Location: Bangalore 


K Location: Chennai 
bs Experience: 2 - 4 years 


Experience: 6 - 10 years 








Job ID: 27970458 Job ID: 28057249 
Sapient Wipro Technologies 
Senior Associate QA J2ee Architects 
5 Location: Delhi Location: Hyderabad 
Sapient Experience: 4 - 7 years Experience: 8 - 12 years 

Job ID: 26119862 Job ID: 27915168 

Р IP Soft India Рут. Ltd. HCL Technologies Limited 
Manager-Oracle DBA ‚МЕТ Professionals 

lll... Location: Bangalore «sca Location: Noida 
Experience: 7 - 12 years Experience: 3 - 8 years 
Job ID: 19371752 Job ID: 27973076 
Microsoft BPL Telecom Pvt. Ltd. 
Program Manager (Windows Serviceability) Senior Design Engineers 

Microsoft Location: Hyderabad Фот Location: Bangalore 


Experience: 5 - 6 years Experience: 2 - 3years 
Job ID: 27840351 Job ID: 27569570 


HOW TO APPLY FOR THESE JOBS: 


. Logon to www.monsterindia.com 
t. Click on "Search Jobs" link mons rer. com 
е 


|. Type the job ID number іп the "Keyword Search" field 
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Reliance Industries Limited 
Accounting /Costing Professionals 
Location: Mumbai 

Experience: 2 - 10 years 

Job ID: 28088394 


Indiabulls Financial Services Ltd. 
Finance Personnel Sepcialising 
Location: Delhi 

Experience: 4 - 8 years 

Job ID: 28048456 


Syntel Inc. 

Manager — IT audit 
Location: Mumbai 
Experience: 4 - 5 years 
Job ID: 27878925 


IDBI Bank 

Branch Head - Nasik 
Location: Nasik 
Experience: 5 - 7 Years 
Job ID: 27976534 


UTI Bank 

Deputy Manager (Merchant Banking) 
Location: Mumbai 

Experience: 2 - 3 years 

Job ID: 27098614 


` HOW TO APPLY FOR THESE JOBS: 
|. Logon to www.monsterindia.com 
2. Click on "Search Jobs" link 
3. Typethe job ID number in the "Keyword Search" field 
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Hewlett Packard / HP- India 
Internal Audit/Fraud Specialist 
Location: Bangalore 
Experience: 5 - 10 years 

Job ID: 27870845 


Netscribes India Pvt. Ltd. 
Financial Analyst 

Location: Mumbai 
Experience: 2 - 5 years 

Job ID: 27767322 


Aithent 

Senior/ Intermediate Audit Manager 
Location: New Delhi 

Experience: 6 - 15 years 

Job ID: 26932119 


Level Up Network India Pvt. Ltd. 
Asst. Manager - Finance 

Location: Mumbai 

Experience: 2 - 5 years 

Job ID: 25816275 


Intel 

IT Audit Specialist 
Location: Bangalore 
Experience: 5 - 7 years 
Job ID: 28164885 


A monster.com 





Monster Cash Festival 


Register to Wit! 
Rs.50,000 





Rs. 10,000 each 


Gift vouchers 
worth Rs. 500 each 


Here is a contest that doesn’t have any 
hidden rules or scratch cards. All you have 
to do is leave behind your email address, 
phone number and other contact details. 





*Terms and Conditions Appl 


; always there is one more great reason to register with Monster, India’s No.1 Jobsit 
Visit today at http://www.monsterindia.com/cashfestival 
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HUMAN CAPITAL 


Reinventing 
The PSU Manager 


A handful of public sector giants is giving its managers a crash 
course in self-reinvention, covering everything from strategic 
thinking to sit-down dinner etiquette. sy supriva sHRINATE 


HINK OF PUBLIC SECTOR ENTERPRISES AND 

what’s the image that pops up in your head? 

Sprawling offices, much better looking than 

government departments, but where only 

slightly less pot-bellied employees are gos- 
siping over endless cups of tea, while customers and 
work wait patiently for their attention. Well, guess 
what? That stereotype is fast fading—at least in more 
progressive PSUs such as GAIL (India) Ltd., National 
Thermal Power Corporation (NTPC), Oil and Natural 
Gas Corporation (ONGC) and Life Insurance Corporation 
(LIC) of India. Beset by competition, these quasi- 
monopolies are getting their managers to think and act 
like their private sector counterparts. Middle- and 
senior-level managers are being sent to management and 
technical institutions to re-skill themselves to deal with 
a vastly more complex market place and industry 
structure. In other words, the PSU manager, as you 
know him, is being reinvented. 

Take GAIL, for example. Three-and-a-half years 
ago, when Proshanto Banerjee took over as the 
Chairman and Managing Director, he walked into an 
archetypical monopoly (GAIL controls all inter-state 
gas distribution). Life was unhurried, few knew what 
being customer-oriented meant, and almost nobody got 
fired for non-performance. But Banerjee, who had 
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spent nearly three decades in Indian Oil Corporation 
(OC), could see the new energy landscape emerging on 
the horizon. With the industry deregulated, private 
sector companies from India and elsewhere would be 
free to eat GAIL’s lunch. Recalls Banerjee: “People 
were growing merely in department silos and lacked 
cross-functional appreciation to take on competition.” 

Ergo, all of the 2,000 executives (САП total work- 
force is 3,400 strong) were segmented into three cate- 
gories, and individual career development plans drawn 
up. But like at ONGC and NTPC, GAIL’s focus was more 
on senior management, simply because they were the 
key decision makers. Top international B-schools such 
as Harvard, Stanford, Kellogg and міт were chosen for 
leadership development programmes. Says Rajiv 
Khanna, Executive Director (Business Development), 
GAIL: “Opportunities like these are a leap in knowledge 
building and help in changing mindsets.” Khanna 
spent 14 days in October 2004 attending an M&A and 
negotiations programme at Northwestern University’s 
Kellogg School of Management. 

At power giant NTPC, which ranked #6 on Business 
Today-Mercer Best Employers survey of 2004, training 
is both need-based and part of planned intervention. 
Under the latter, business unit heads attend fortnight- 
long workshops on strategic management, change 
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Leadership unlimited@GAIL: (From left to s. t) Rajiv Khanna, Executive Director 


(Business Development); Shailendra Kumar Sing 


Deputy Manager (Operations & _ 





Management); and Rajib Mukhopadhyay, Deputy Manager (Finance : 


management, and vision and values at Michigan, 
Harvard and Wharton. The idea: “Promote a culture of 
creating benchmarks,” explains K.K. Sinha, NTPC’s 
Director (HR). ONGC, on the other hand, sends its 
deputy general managers and above to the Asian School 
of Management in Manila. Some senior executives, 
based on their performance, also get to attend an 
18-month programme at the Indian School of Business 
(58) in Hyderabad. Eight weeks of the programme аге 
spent on campus and the rest at the work centre on 
projects assigned by the school. 

But it’s not as if middle-level managers are being 


glossed over. Under a Young GAIL Unlimited group, 
comprising managers with at least 25 years to retire- 
ment, GAIL gets its junior and middle-level managers 
trained at им Calcutta. That's in addition to the tech 
nical and project management skills they are taught at 
ISB. At NTPC, depending on their location, managers 
attend three- to four-week capsules at им Lucknow and 
Calcutta, Asci (Administrative Staff College of India) in 
Hyderabad, and Amity and iMi in Delhi. IOC, too, puts 
its young managers through different programmes at IIM 
Ahmedabad and Calcutta, and MDI, Gurgaon. 

Since most of these PSUs are technology intensive, the 
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focus of executive development is as 
much on upgrading technical skills. 
ONGC’s Unnati Prayas programme 
offers full-time engineering courses 
in association with Punjab Technical 
University. Typically, those with just 
diplomas in engineering are encou- 
raged to sign up. It also has tie-ups 
with the Institute of Drilling Tech- 
nology and the Institute of Oil and 
Gas Production. Some others like 
GAIL are equipping their executives 
with future diversifications in mind. 
For example, GAIL doesn’t yet have 
any regassification business, but has 
got some of its key managers trained 
at Tokyo Gas to learn the techno- 
logy. Says A.K. Balyan, Director 
(HR), ONGC: “Our training prog- 
rammes have resulted in a qualita- 
tive change in decision-making.” 

Besides hard-core management 
issues such as marketing, strategic 
thinking and change management, 
the public sector manager is get- 
ting trained in softer skills such as 
emotional intelligence and attitude 
transformation. Of course, with the 
PSUS going global, there's emphasis 
on foreign languages (Russian, 
Chinese, Arabic and French are 
some of them). Impressively enough, 
some top 30 employees at GAIL have 
even attended self-grooming classes 
by Sabira Merchant, a well-known 
grooming specialist based in 
Mumbai. Merchant offers tips on 
how to dress, how to schmooze 
and even how to behave at a formal 
sit-down dinner. 

Re-skilling the Psu manager 
hasn't been easy though. Banerjee, 
for instance, says that initially people 
took it *as an intrusion and thought 
that I was wasting the company's 
money". But persistence has paid off 
Banerjee and the other rsu chiefs. 


120 BUSINESS TODAY APRIL 10 2005 


Learning New Tricks 
What PSUs want their managers to be. 


8 Competitive: Having been 
monopolies for long, none of the 
big PSUs has a competitive culture, 
But deregulation has changed the 
ballgame 


Bi Strategists: Being top-driven 
(and often by respective ministries), 
the focus hitherto had been on 
day-to-day management, and not 
blue-sky visioning 


т Global: Many of the big PSUs, 
especially in the oil and gas sector, 
are exploring opportunities in other 
parts of the world 


18 Technologically up-to-date: New 
advances in technology mean that 
managers, even if they are 
engineers, have to re-skill 
themselves periodically 

W Flexible: The ability to react 
quickly and innovatively to market 


challenges will be crucial in a 
competitive market place 


ality Assurance): 





While sacking non-performers is 
still something these enterprises 
won't do, they are getting around to 
making them more accountable. 
More importantly, employees are 
now more aware of the strategic 
issues facing their respective com- 
panies and, hence, more willing to 
make improvements. Says NTPC's 
Sinha: *We feel we are much more 
of a learning organisation and 
flexible to change today." 

The difference in attitude is get- 
ting noticed not only at work, but 
also at institute campuses. Says 
Ranjan Das, Professor of Strategic 
and International Management 
at IIM Calcutta: “Earlier, the psu 
manager had a very yes-no kind of 
thinking. Now, they talk the lan- 
guage of business and understand 
the significance of shaping up for 
competition." Good for the PSUs. 
It would be a pity if they were to 
lose out on their huge headstart 
just because they couldn't change 
fast enough. 
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Save up to 47%* plus 
get the TIME Classic Watch Set FREE 


2 Understand Your World with TIME 


TIME, the world's most respected weekly newsmagazine, is trusted by 
millions of readers for insightful authoritative reporting. 
For active influential people who need to stay informed, 
Е T nilie "Bud - TIME is the premier source for up-to-the minute 
TAL information on world politics, business, finance, 
Own Asia : 
technology, education and more. 


Subscribe to TIME now and receive 
your free gift. 
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This TIME Classic Watch Set combines a round case 
- and leather strap in a study of simple elegance. 
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* Alloy case 
* Stainless steel case back 
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SHOME BASU 





ame 


Everything on branding you're not afraid to ask. 
Plus, transfer pricing and Indo-Pak relations. 


E manae or 


NE SURE WAY TO SET THE 
species apart, someone 
must've found, was to cre- 


ate art (okay, all ye quadripeds, try 
that!). The quadripeds struck back 
by having their butts branded with 
hot iron for instant identification. 
Modern marketers are pleased to 
report that we bipeds have gone 
one-up on this too—just look at 
the cover jacket of this book. 
Written by brand differentia- 
tion experts Steve Rivkin and Fraser 
Sutherland, The Making of a Name: 
The Inside Story of the Brands We 
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THE MAKING 
OF A NAME 

By Steve Rivkin & 
Fraser Sutherland 
Oxford University 
Press 

PP: 276 

Price: Rs 1,232 


Buy features a mock-up of Levi 
Strauss & Co.'s famous leather 
patch. Labels, of course, have been 
around quite awhile longer than 
this brand of jeans. Labels, big and 


small. Labels, thick and sticky. It’s 
the brand-aware who make it a 
matter of self-given freedom of 
choice; who see in the weft n' waft 
(or rivet furnaces) of denim the fab- 
rication of a rugged myth; who 
chuckle at their own silliness; and 
who choose a brand that's only too 
pleased to shear itself to its bare 
no-nonsense essence (or *mor- 
pheme', a minimal unit of meaning). 

Ah, but let's not rivet our atten- 
tion on jostling jeans. This is actually 
a book about names, and it begins 
innocently with Shakespeare's 
"What's in a name?" before going 
all academic. It does a professorial 
job of raking up etymology and 
morphology (the study of word 
forms) for the cause of business and 
its relationship with people's minds 
(and wallets). And boy, a casual 
relationship it sure ain't. In a world 
of discourse on McWorld and 
Coca-colonisation, brands are big. 
Brands are not to be ignored. 

An innocent book it is, but pro- 
vokes the brand-aware—or those 
we think they're brand-aware—all 
the same. How so? With stories of 
brand origins that sound a little too 
pat for comfort. As if they're itching 
to set the record straight in some 
way. Is Apple an “arbitrary name" 
that struck Steve Jobs simply as a 
“perfect fruit", or is it an “allusive 
name” with a forbidden byte of 
knowledge? Does Duracell work 
so durably because it’s “short, crisp 
and concise” in offering a benefit, or 
does it convey something more? Is 
Viagra suggestive of ‘vigour’ and 
‘Niagara’, or a place ‘via Agra’ that 
gave the Mughal emperor Akbar 
an heir and legacy? 

It’s open to interpretation, 
surely. The few Indian references, by 
the way, are even more huh-worthy. 
Now, now, now, Yes Bank couldn't 
be inspired by egg.com, could it? 
A good thing this book stays away 
from the 'K' craze in entertainment. 
You never know what it might've 
ascribed it to, given how blissfully it 


a 


credits the 1930s’ travel writer Geoff 
Moorhouse with coining the name of an 
entire country, no less. 

Still, the huh-after-huh experience is 
stirring enough to recommend a read. And 
there’s more. A good name, the authors 
theorise, “sets up a communication premise” 
via associations and implications to make its 
selling proposition clear. While on clarity, 
Rivkin and Sutherland are in their element 
talking about language. Take the chapter 
The Sound Of Sales—on the origin of 
speech. They quote the Danish linguist 
Otto Jespersen’s theories, “each with evoca- 
tive labels”, on how mankind first learnt to 
speak: from ‘Bow-wow’ (imitating sounds of 
nature) and ‘Pooh-pooh’ (expressing ins- 
tincts) to ‘Yo-he-ho’ (grunting at work) 
and ‘La-la’ (singing in poetic love). 

Oral exertions have sure come a long 
way since. Or maybe not. Among the nuttier 
parts of the book is the bit about Coca- 
Cola in China, where the great globaliser 
stumbled from a phonetic version of the 
brand that sounded like ‘bite the wax tad- 
pole’ to the more saleably stretched *hap- 
piness in the mouth’, It worked. 

For those to whom brand stretching is 
about snuggling onto a different product 
altogether, the book cites the instance of 
Lycra, an elastic fibre brand that threw 
open its doors as a hospitality banner in 
Brazil, and under no compulsion beyond the 
need for wider brand appeal. “The ulti- 
mate branding," though, goes the book, 
“occurs when a name, image, and delivery 
system fuse into a seamless entity.” An 
example? L’eggs, which sells in egg-pack- 
aging, the hosiery brand from Hanes... 
yes, of ‘no scratchy labels’ fame in the 
Indian undies market. Another fun brand 
that gets itself off by poking pomposity. 

The point, dear Naomi Klein, is this. To 
be brand-aware is to be discerning: of ideas, 
of ideals, of propositions. Logo or no logo, 
genuine brands do exist. As do honest 
science and earnest art. And there’s no bet- 
ter economic stimulant than all those voluble 
voices vying freely with one another, brand 
message upon message. It’s called an ‘open 
market’. It’s noisy, yes, and full of cons 
too. But even a roar can make music—if it's 
a coherent roar. For truth. EJ 

ARESH SHIRALI 





TRANSFER S CROSS-BORDER BUSINESS 
PRICING xpands, issues and com- 

,  Plexities of transfer pricing are 
By V.S. Wahi occupying increasing space in 
Snow White — management minds. It's but a 
Publications natural upshot of globalisation. 
Nd 595 “When enterprises of a group 


have business activities in diffe- 
rent countries, they can determine the level of taxation in a par- 
ticular country by adjusting the price mechanism," as the author, 
Chief Commissioner of Income Tax V.S. Wahi explains, 
"They can also employ methods to minimise their tax liability; 
by shifting their profit base, from high to low tax jurisdictions." 
Indeed, price jugglery can dodge taxes by exploiting different 
tax codes in different parts of the world, and there are full-time 
minds on the job in companies nowadays. 

But the world's tax administrators are nobody's fools; 
they are furiously plugging all the holes. This informative 
book, aimed at both business managers and tax administrators 
in India, is written with the expertise of one who has watched 
transactions closely for signs of shadiness. It goes into the 
details of transfer pricing regulations in India and other coun- 
tries, explaining the “arm’s length principle" and the like. 
Entire chapters are devoted to India's taxation treaties with 
other countries and the perplexities thrown up by e-com- 
merce. The book is also a reminder that frictionless com- 
merce in a borderless world is still just a dream. 
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= Most BT correspondents cannot be described as intrepid culinary 
-adventurers and they do enjoy their sleep. But we still got them 
out of bed and told them to find a good breakfast, so that you 
know where it is you can find the best way to start your day. 





10.00 a.m. 
Just Around The Corner 
Bandra/ Mumbai 
Breakfast for two: Rs 150-200 


priority for this correspondent 
as far as meals go. But then 
when you are politely told (in 
other words ordered) by your boss 
to find a decent breakfast joint in 
the city, it makes sense putting in 
_ the effort into finding a place that 
2 makes the sacrifice of my deep 
> slumber seem worthwhile. 
So I found myself heading to a 
z bylane in Bandra, looking for St. 
= Theresa's Boys High School. Why 
the school? Because it is right 
Foodie heaven: Mumbai's Just Around The Corner serves an all-Americana treat opposite Just Around The Corner 


В HAS NEVER BEEN A 
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(JATC), and I had been told that this 
is where I would find breakfast 
paradise in this megapolis. 

The eatery, with white and aqua 
walls, boasts being one of the first 
to introduce an ‘American Style’ 
breakfast to the city, and hints of 
Americana can be seen everywhere 
that you look, with posters of 
Hollywood greats gazing down on 
you from the walls. 

Once inside, it’s easy to forget 
where you are. They say that if 
the food is good, the ambience 
shouldn’t matter, but in this case 
it is the ambience that makes one go 
back for more. The huge arches 


Delhi Yankee 


9.30 a.m. 
All American Diner 
India Habitat Centre/ Lodhi Road 
Breakfast for two: Rs 400-500 


Eat away: Delhi's All American Diner has an all-you-can-eat option on the menu 


and the all-glass walls make you 
forget that you are still in a busy, 
traffic-infested suburb of Mumbai. 
Despite it being the perfect place to 
grab a quick bite, ЈАТС also dou- 
bles up as an eatery where one can 
spend hours nursing a coffee and 
catching up on one's reading. 

But the ostensible reason I have 
been sent here is the food, and the 
food is what makes JATC really great. 
There are various combo meals on 
offer, but the best option is the one 
that has sausages, bacon, hash 
browns, toast and eggs to order. 
The stuffed omelette is enough to 
send you to foodie heaven, even as 


WAS TOLD THAT TO BE A DECENT 
food writer, I must commune 
with the food. Bellyflop with arms 
wide open into a sea of maple syrup. 
Hmm, that would be quite a sticky 
situation. I would rather have done 
a bellyflop into the Laphroaig dis- 
Шегу. But I'll try nonetheless. 
Breakfast is not a meal that | 


_ PEOPLE 


the other items on the menu live up 
to the reputation of being part of 
the best American breakfast in the 
city. And best of all, for late risers 
like yours truly, the breakfast carries 
on till 11 in the morning. 

If that doesn’t work for you, 
the pancakes, dripping with melted 
butter and maple syrup, are enough 
to make one drool. The only dis- 
appointment is that there was no 
‘all-you-can-eat’ option, but then 
again, after reading what my col- 
league had to say at the end of his 
culinary excursion, maybe that is a 
good thing after all. 

PRIYANKA SANGANI 


usually take very seriously; I like 
communing with my pillow. A lot. 
Still, food is something that I do 
like, maybe even more than sleep- 
ing. If gluttony is a sin, I'll use the 
Nuremberg defence, “I was ordered 
to be a glutton.” Well, at least in 
this case. 

One of the first things I learnt 





ҮХНЭ NVAIA 


when I went into a kitchen was 
how to make eggs. My best efforts 
at frying an egg sunny-side up led 
to abject failure, which in this case 
meant scrambled eggs. I have no 
hesitation in saying that I love eggs. 
It is a relationship that has blos- 
somed over the years, cholesterol 
be damned. 

That in itself is a good reason to 
wake up early and head to the All 
American Diner. The Betty Boop 
and Popeye posters on the wall 
might be a bad throwback to pre- 
World War II animation, but a plate 
full of eggs, sausages, bacon, pan- 
cakes and potato hash is a good 
salve to make your mind forget. 

You forget the downsides of the 
place that you are eating in, like 





9.00 a.m. 
MTR, Off Lal Bagh Road/ Bangalore 
Breakfast for two: Rs 50-100 


the fantastically clear tables, a lack of 
fat jovial men working the skillet 
and sitting next to a bunch of old 
retired men discussing politics. They 
might call it the All American Diner, 
but no matter how much I tried, 
the memory of a truck stop on the 
I-85 from New York to Boston 
played back in my head. Somehow, 
sitting next to big tattooed truck 
drivers eating greasy eggs and 
sausages in a dirty diner, seems 
more American to me. 

That said, the food was great. 
Good food should not be ruined 
by conversation with others. Switch 
off your mobile phone and dig in, 
don’t be gentle; the best thing about 
etiquette is the ability to forget it at 
times. Watching the maple syrup 


Rush-hour treat: Bangalore’s MTR dishes out simple South Indian fare 
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drip off the pancake as you pick it 
up with your fork is a sight to mar- 
vel at. Just don’t do it for too long, 
else you might get a large dry-clea- 
ning bill. And it was a damn good 
pancake too. Unfortunately, the 
sausages were a big let down; 
instead of getting big wholesome 
lumps of flesh, the little things I got 
did not qualify even as bite-sized. 
Oh well, no wonder they have 
the ‘Glutton Special’; it’s an all- 
you-can-eat option on the menu 
and it runs from 7-11 in the mor- 
ning. And God knows how much I 
ate. Forgive me Lord, for I have 
sinned. I should really go to con- 
fession; this love affair with eggs 
seems a bit peculiar. 
KUSHAN MITRA 






HE PELL-MELL 
on the bustling 
Lal Bagh Road 
pales in contrast to the bedlam 
inside the 80-year-old MTR anytime 
between 7.30 a.m. and 9 a.m. The 
crowd at this eatery, a legend in 
itself, is a revelation. While there's 
a foursome who've been eating 
their »nasala dosas and by-two cof- 
fee for the last 25 years, they jostle 
for space with an assortment of 
morning walkers, office goers, col- 
lege students, pensioners and house- 
wives in the race to get seated at this 
amazingly popular joint. 

At MTR's rush hour, getting 
breakfast can often seem harder 
than running a full marathon. A 
waiter will make you wait in a 
crowded waiting room and let 
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people in only when there are 
vacancies. Tables will, of course, 
be shared with complete strangers if 
you're alone or if it’s just two of you 
and, of course, no menu cards are 
handed out. While there's a basic 
wooden board with everything 
listed, it's more likely that a waiter 
will give you high-speed recitation 
of the day's menu. It is not as if 
the menu is spectacular; its genius 
lies in its simplicity. It is simple and 
standard South Indian ‘fare: idlis, 
dosas and vadas, and a couple of 


sweets like chandrahara and the 
inevitable coffee. If you are feeling 
adventurous, you could try the fresh 
fruit juice. 

But when at MTR, do what peo- 
ple have done for generations— 
order the masala dosa. The key to 
the MTR masala dosa is its even 
spread, with just that right amount 
of masala and potato curry, along 
with another MTR oddity, the thim- 
bleful of ghee. The friendly waiter, 
in a shirt and crumpled dboti, will 
start shuffling around your table 


once you're done, lest you snoo 
and delay other waiting custome 
Just before you're hustled out, qı 
etly of course, no one will poin: 
gun to your head to get you 
leave, you must imbibe the manc 
tory coffee. Like all good Sou 
Indian joints, there's no insta 
cappuccino or mocha at hand he: 
just good ol’ filter coffee. And 
ensure that the feeling of nost. 
gia is complete, it is still served 
silver tumblers. 

RAHUL SACHITANAP 


4 


fact, it doesn’t even have a name or an addres: 

just a location and an identity. Welcome to Su 
Yat-Sen Street—named after the late Chine 
nationalist leader—in Kolkata’s Old Chinatow 
behind Poddar Court. The sights and sounds a 
unique to this part of town... makeshift Chine 
food stalls vie for space with local subziwallahs... t 
smell of pork, chicken and fish dumplings mixes wi 
the scent of freshly-cut vegetables to create a hea 
aroma... the overall impression is vaguely reminisce 
of the famous Bangkok flower market. 

Rita Wong, a fourth generation Chinese-India 
has the biggest of half-a-dozen open-air stal 
“Business is down,” she complains in a sing-so: 
accent. “Most of the Chinese have migrated to t 
West. Nowadays, a majority of my customers a 
Indians or foreigners (read: backpacki) 
Westerners),” she says. The menu reflects tl 
change—chicken and fish have replaced pork 
the non-vegetarian staples. Wong serves a variety 
home-cooked (fried and steamed) dumplings, wa 
tons and momos, but the bestseller on her menu 
the chicken pao—chunks of chicken stuffed in 
wheat flour dough and steamed. “The origin: 
stuffed with pork, is a traditional Chinese breakf 
snack,” she explains, pointing to the smaller of h 
two steamers where she is preparing pork paos f 
those who might want a bite of the authentic Chine 
version. The chunky bread is sticky, piping hot ai 
is served on plastic plates with a homemade chill 
sweet jaggery sauce. “You should have a bowl 
tangy soup with the pao,” she guides us, pointing 
the soup stall next to hers. “They complement ea 
other.” She’s right. Slurp! 


A Bite Of The Dragon 


6.00 a.m. to 8.00 a.m. 


Sun-Yat-Sen Street/ Kolkata’s Old Chinatown 
Breakfast for two: Rs 50-60 
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| NOT YOUR REGULAR RITZY, GLITZY FOOD JOINT. 
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It's sticky: Chicken 
pao is a hot favourite 
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There’s more to what he juggles 


than meets the eye. 
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TREADMILL 
ABDOMINAL MANOEUVRES 


IX OUT OF 10 PEOPLE WHO WRITE IN TO ME 
S are concerned about one thing: how to reduce 
their waistlines and develop strong abdominal 
muscles. As often mentioned in this column, there 
is no simple sure-shot exercise that will take the flab 
off your middle and transform you into a Greek 





RAJAT BARAN 


God with a six-pack. It takes a combination of car- 
dio-vascular and strength training exercises with a 
proper diet. You can’t just do a bunch of crunches 
or sit-ups and expect to get a flat tummy. But 


yes, doing crunches or sit-ups helps in toning and | 


strengthening the abdominal muscles. 


While the basic abdominal crunch may be a | 


familiar (albeit tough) exercise, it can be modified 
and tweaked to be more effective, isolating the 
impact of the exercise on the muscles targeted. As 
you may expect, there are several variations of 
the basic crunch, probably as many or more than 


the number of fitness experts. Of the several that | 


Гуе been shown over the years at various gyms in 
different cities, here’s the one that I like best. It’s a 
weighted crunch (some call it the Sicilian variation, 
although it has nothing to do with chess and even 
less the Mafia). The illustration shows you what to 


do but here goes: Lie on your back with knees bent | 
(you could place a rolled up towel under your | 


lower back for support) and feet held firm under a 
couple of heavy dumb-bells to keep them from sli- 


ding; hold a lighter dumb-bell or a weight-plate in | 
both your hands across your chest. That's the | 
starting position. Now, crunch your rib cage | 


towards your pelvis as far as it can go. At the end 
of that movement, straighten your arms lifting 
the dumb-bell above your head. Hold and then 
slowly get back to the starting position. Try to 
choose a weight that allows you to do at least 
five repetitions. That's one set. Do three, Caveat: 
it's very, very tough. But also, very, very effective! 

MUSCLES MANI 





write to musclesmani@intoday.com | 


. DON'T SLEEP OVER IT 


F YOU'RE HAVING TROUBLE GETTING A GOOD NIGHT'S SLEEP, DON'T BE 

| complacent. It could be insomnia, a condition that affects your 
productivity and quality of life. eee К ши be sympto- 
niil е 0н physical disorder such as 
sy epee 1 Here's the lowdown: 


Causes; Heath problems such as cancer or asa, ‘or emotio- 
e эы м or tt Pi oath near one. зк 
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Name Game 


А FIRODIA’S DECISION TO 
rename Bajaj Tempo A5 Force 
Motors has brought him head on 
with the other big shareholder, 
the formidable Rahul Bajaj of Bajaj 
Auto. On his part, the Chairman 
and Managing Director of Bajaj 
Tempo says that it’s an open and 
shut case. “We are merely follo- 
wing the name change directive 
issued to us, as erstwhile partner 
DaimlerChrysler has dissociated 
itself,” says Firodia, 61. Bajaj, 
not in favour of a name change, 
plans to raise the issue at an 
extraordinary general meeting 
slated for April 5. Obviously, 
the Bard of Avon was dead 
wrong when he famously asked, 
“What’s in a name?” 


SHOME BASI 


Banker's Booty 


Г YOU BUMPED INTO HARKIRAT SINGH AT ONE OF THI 
airports in Mumbai or London (he keeps shuttling 
between them), you’d be hard-pressed to recognise him. 
For one, Singh, a former promoter of Yes Bank, has dis- 
pensed with his turban and long hair (he wouldn’t let 
us photograph him). For another, he’s grinning from 
ear to ear. Two years after he dragged Rabo Bank, a 
Yes Bank promoter, to international arbitration for 
revoking his contract as the CEO of the proposed 
bank, he has won the case and a windfall in compen- 
sation (expected to be $45 million, or Rs 198 crore). 
What will he do with all that money? Possibly, start or 
buy a bank—if not, return as the CEO of a foreign bank. 








A Shot In The Arm 


HY SHOULD IT TAKE THE CHAIRMAN AND MANAGING 

Director of a Belgium-based pharma major to 
save two of Karnataka’s most historic sites, Hampi and 
Srirangapatnam? Because Dr. Ajit Shetty traces his 
roots to the state (his mother still lives in Bangalore) 
and, well, he's got the money and the mind to do so. 
“I have visited these sites quite often and believe that 
they were in urgent need of preservation," says the boss 
of Janssen Pharmaceutica, which makes drugs for 
animals and crops, besides doing cutting-edge pharma 
research. Next on the cards for Shetty, who's married 
to the niece of Janssen founder: An R&D centre in India. 
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On To A New Ride 


ae FOUR YEARS AT THE HELM OF DRUG GIANT 
Pfizer’s India subsidiary, Hocine Sidi Said is off to 
Brussels. This time around, though, the 40-year-old is 
joining a new company, UCB Group, and not another 
Pfizer outfit—running which in countries like Denmark, 
Egypt and Indonesia (besides India) kept him busy at 
Pfizer the last 19 years. What does UCB, a relatively small 
biopharmaceuticals firm, offer that Pfizer, the world's 
biggest drug maker, doesn't? A tremendous focus on 
innovation and key therapy areas, says Sidi Said, who 
will oversee emerging markets. As for his India expe- 
rience, he says, "India is a tremendous lesson (in) 
humility for even the most experienced leaders." Hope 
that comes in handy in Brussels. 


Changing Script 


Na DO YOU DO ONCE YOU'VE DONE STINTS AT | 


most big television groups in the country? Turn 
entrepreneur? Well, that's exactly what Ravina Raj 
Kohli, ex-honcho at Star News, Sony Entertainment 
Television (SET) and Channel Nine (the ill-fated Kerry 
Packer-Himachal Futuristsic venture), plans to do. 
Word is that the lady is launching an equally-owned 
content company in partnership with Martin Sorrell’s 
ad conglomerate wep. “Yes, there is something in the 
pipeline,” is all Kohli would reveal when BT spoke to 
her. The proposed venture may have interests in tele- 
vision software, film production, even celebrity and 
event management. With wep as partner, which will 
surely be looking at leveraging content for its clients’ 


brands, Kohli’s media management skills could help | 


walk this content-advertising tightrope. But anyone 
who has known the pleasant, but tough-as-nails taskmas- 
ter Kohli will tell you that she is the right pick. The race 
for the title of India’s content queen has perhaps begun 
in all earnest. Ektaa Kapoor had better watch out. 
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Sweating Equity 


AX INDIA STOCK WAS ON FIRE 

last fortnight on speculation 
that Chairman Analjit Singh would 
once again be lowering his 10 per 
cent stake in Hutch Max Tele- 
com, now that the govern- 
ment has allowed 74 per cent 
foreign ownership in Indian 
telcos. The rally not just 
added 27 per cent to the 
Max stock, but also Rs 164 
crore to Singh's net worth. 
But the real question is, 
will Singh eventually bail 
out of the telecom business 
when Hutch goes for an 
IPO? While Singh was not 
available for comment, it's 
reasonable to expect that he 
will. After all, he's got two 
other key businesses of health- 
care and insurance, both of 
which need dollops of cash to 
run. By the way, Hutch's stock 
price in Hong Kong is up too on 
the news. Now that's what Singh 
would call a win-win deal. [B 
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\ Best Managed 
Companies 


A glittering ceremony to celebrate management excellence. 


HE HALL WAS RESTLESS. 
Luminaries from India 
Inc. could barely wait 
to lay their hands on 
copies of Business 


Today featuring the annual BT-A.T. 
Kearney survey of India’s Best 
Managed Companies. This, in as- 
sociation with Microsoft India, was 
the award ceremony to coincide 
with the issue’s release in Mumbai. 

“It’s a great time to be in busi- 
ness,” said BT Editor Sanjoy Narayan, 
“and even more so to be in busi- 
ness journalism.” Things were cheer- 
ful as never before, the perfect time 
to celebrate winners—to whom the 
evening was dedicated. India Today 
Group Editor-In-Chief Aroon Purie 
released the issue and explained the 
award’s rationale: to give the indus- 
try something to measure overall 
excellence against. “For companies 
to succeed, the first thing they must 
have is passion—passion for their 
products, customer and for their 
employees,” said Purie. “Also, dif- 
ferentiate yourself. Another mantra 
for success is innovation,” he added. 


1. The winners: Top honchos of the 13 best 
managed companies with their awards 

2. The launch: Aroon Purie, Editor-In-Chief, 
India Today Group, releases the ВТ issue on 
India’s Best Managed Companies 








3. Vivek Gupta, A T. Kearney India; Ravi Venkatesan, Microsoft India; Nandan Nilekani, Infosys; and Aroon Ригіе and Prabhu Chawla, India 
Today Group 4. Ravi Venkatesan; Shirish Kantekar, Wipro Infotech; and Aroon Purie 5. Ravi Venkatesan; A.M. Naik, L&T; and Aroon Purie 
6. Ravi Venkatesan; Kalpana Morparia, ICICI Bank; and Aroon Purie 7. Ramesh Adige, Ranbaxy; Ravi Venkatesan; Brian Tempest, Ranbaxy 
Malvinder Singh, Ranbaxy; and Aroon Purie 8. Ravi Venkatesan; S. Ramakrishnan, Tata Power; and Aroon Purie 


bt 























Echoing some of that, Ravi 
Venkatesan, Chairman, Microsoft 
India, called this “a great time to 
be in India and perhaps an even 
greater time to be an Indian”, and 
extolled the Indian tech companies 
that had done so much to “ignite our 
imagination” and the others that 
turned global excellence from a shib- 
boleth to a profitable pursuit. He 
quoted C.K. Prahalad as saying that, 
“Excellence is necessary but not suf- 
ficient... we must move beyond best 
practices to generating next prac- 
tices.” Vivek Gupta, MD, А.Т. 
Kearney India, took the hall through 
details of the survey. “These com- 
panies have been chosen,” he said, 


1. Ravi Venkatesan, Microsoft India; 
B.S. Shantharaju, Gujarat Gas; and 
Aroon Purie, India Today Group 

2. Rahul Singh, E-Serve; and 
Aroon Purie 

3. H.M. Barukha, Goodlass Nerolac; 
and Aroon Purie 

4. Nandan Nilekani, Infosys; and 
Malvinder Singh, Ranbaxy 

5. Power packed: The Business 
Today-A.T. Kearney Best Managed 
Companies award ceremony 

held the captains of Indian 

industry in thrall 

6. Mike Khanna, JWT; Naina Lal 
Kidwai, HSBC; and A.M. Naik, L&T 
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“For companies to “The real test for "It's a great time to "These companies 
succeed, the first Infosys is how it deals бе іп India and an have shown 
thing they must have with the change in even greater time to others how to 
is passion" environment" be an Indian" create value" 


AROON PURIE 
EDITOR-IN-CHIEF, INDIA TODAY 


*because they've shown the path 
of how to create value and also 
to create an enthusiasm among 
their employees and focus on 
results, and while doing all that 
also giving to the community." 

It was time for the big 
moment: the actual big award 
for the evening. It was not a 
surprise to anyone, really, as 
Infosys was called into the spot- 
light for felicitation. Nandan 
Nilekani, CEO, President & MD, 
Infosys, collected the award, 
calling it a “special award for a 
number of reasons". Rather than 
“opinion”, this selection was based 
on “vigorous analysis”. And Infosys 
had won with such stiff competition 
too—all the 13 other companies in 
the reckoning, to his mind, were 
worthy claimants to the prize. That 


NANDAN NILEKANI 
СЕО, PRESIDENT & MD, INFOSYS 





said, true to character, Nilekani 
struck a sober note about future 
challenges in his acceptance speech. 
“It’s too early for us to declare vic- 
tory,” he said, sounding almost 
afraid that being handed laurels 
would induce his company to rest 


RAVI VENKATESAN 
CHAIRMAN, MICROSOFT INDIA 


VIVEK GUPTA 
MD, A.T. KEARNEY INDIA 


on them, “The real test for 
Infosys is how it deals in the 
longevity, how it deals with the 
intergeneration of leadership, 
business cycles, and change in 
environment." The company 
still had plenty of strategic 
choices to make, and that, more 
than accolades for past per- 
formance, would occupy him 
and his team as they strove for 
long-term significance. 

After a quick vote of thanks 
by BT's Publishing Director 
Pavan Varshnei in salutation to 
Microsoft, A.T. Kearney and Canon 
(official documentation partner), it 
was time for the rest of the evening. 
With a ballroom packed with such 
an assortment of corporate hon- 
chos, this part was sure to prove 
anything but uninteresting. Em 
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BUSINESS TODAY BALLANTINE'S PRO-AM OF CHAMPIONS 


There’s 
Much In 
A Game 


The final of the Business Today 
Ballantine’s Pro-Am golf championship 
had its memorable moments. 


F THE DRIVE THROUGH THE ARAVALIS TO THE 
picturesque Classic Golf Resort on Gurgaon’s 
outskirts was a breeze that fine morning, thank 
the drizzle at dawn. The occasion was the final 
of the 10th Business Today Ballantine’s Pro- 
Am of Champions, and for the highs of the day, 
thank the spirit of the game: a competition not of 
mutual antagonism but of mutual inspiration, on 
common ground, towards that common goal. The 
tournament, India’s only Professional Golfers 
Association of India (PGAI) recognised standalone 
Pro-Am golf event, is designed to get India Inc.’s ama- 
teurs golfing with professionals, and the final had the 
former outnumbering the latter 108 to 18. To the 
delight of both. *It's good fun," smiles Gurbaaz 
Mann, a pro from Chandigarh, “you tend to find out 
so much more about other people." 
The fourball format had each pro playing in a 


1. Winning Team: (L-R) Harish Moolchandani of 
Ballantine's with the winners Simon Y.S. Shim, Sheila 
Sangwan and Vijay Chauhan, and Vishal Dehia of SAA 

2. Special: (L-R) Beijing trip winner Ashish Bharatram with 
Harish Moolchandani of Allied Domecq, Sheema Vohra of 
Marriott Global and Harvinder Singh of China Eastern 

3. Allrounder: Bharat Patel (centre) receives a plaque 
from Aroon Purie, Editor-In-Chief, India Today Group, and 
his wife Rekha Purie for having participated in all the 
rounds since the tournament's inception 

4. Longest Drive Award: Nikhil Chopra with the longest 
drive of 296 yards collects the prize from Rekha Purie 





“You tend to find out so 
much more about other people” 


Gurbaaz Mann 
OVERALL WINNER (PRO) ACROSS TWO DAYS 


team with three corporate golfers. Each team playing 
simultaneously (keeping all 18 holes busy), the 6,674- 
yard course took the golfers a little over five hours. And 
what was for lunch? Sighs that nobody since the start of 
the tournament had managed to win the gleamer of a 
white Honda CR-V up for the first hole-in-one (popping 
the ball into the hole in a single stroke from far afield). 
Just as well, perhaps. After all, it’s a game of many 
swings and putts, some hard-hit drives, some gentle 
nudges. Of artistic touch as much as heavy heaving. Of 
the fine choice of strategic tools. 


Ace Of Clubs 
Gentle words wafted across the greens, too. “I tell 
them about issues of transfer of weight, head posi- 
tion and grip,” says Ali Sher, a pro, explaining the 
broad thrust of his advice to amateurs. Rana Kapoor, 
MD & CEO of Yes Bank, got handy tips from his team 
pro Vijay Kumar. “You learn a lot by just watching,” 
says Kapoor. Another avid golfer, Ashish Bharatram, 
came really close to registering the longest drive. “It’s 
all about testing yourself against the pros,” he says. 
Amongst women, Sheila Sangwan, Joint Secretary 
(Revenue), Ministry of Finance, had a dream run. 
“Гуе never played better, I never even left the fairway,” 
she quipped. For Alok Malhotra, Mp of Tommy 
Hilfiger, who'd come from Bangalore, the very course 
was a novelty. “It was great fun to play,” he says. For 
some, the pressure was too much. Er, pressure? 
“Looking at the Honda cr-v,” elaborates Ashutosh 


“You learn a lot 
by just watching” 


Rana Kapoor 
MD & CEO, YES BANK 


“It was great fun to play 
at the tournament” 


Alok Malhotra 
MANAGING DIRECTOR, TOMMY HILFIGER 


Khanna, coo of Grey Worldwide, with a grin. 


Victory Stand 

The awards ceremony, held at Delhi's rrc Hotel 
Maurya Sheraton & Towers, who were the associate 
sponsors, had India Today Group CEO Aroon Purie 
making his fondness of the game evident. It also had 
Harish Moolchandani, мр, Allied Domecq, calling 
the Business Today-Ballantine's partnership “a good 
brand fit" of rare blended maturities. 

The winning team? Vijay Kumar, the pro, along 
with Vijay Chauhan, Sheila Sangwan and Simon Y.S. 
Shim, with the three amateurs winning a trip to South 
Africa, courtesy South African Airways and Marriott 
International. The runner up team? Gurbaaz Mann with 
Nikhil Chopra, Justice Vikramjit Sen and Rajan Kapoor, 
with the amateurs snagging a trip to Shanghai, courtesy 
China Eastern and Marriott International. 

Among special awardees, Ashish Bharatram and 
Pradeep Shah won a trip to Beijing, while Bharat Patel 
got a plaque for having participated in all events since 
the tournament's inception. The Longest Drive award 
went to Nikhil Chopra (296 yards) and Kapil Dev 
(290 yards). The Closest to the Pin prize went to 
Harinder Bansi and Kapil Dev. Philips was an associate 
sponsor as well. And the Honda cr-v? Back to the 
showroom, unclaimed. No big shock, that. People did 
try. But scoring a hole-in-one is the proverbial long shot. 
Besides, getting to a goal sometimes calls for calib- 
rated progress rather than wild swings. 
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The Art of Advertising 
Top Advertisers Reveal the Secrets of Successful, Creative MEL. 
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and shakers of advertising reveal their lifetimes of PROFITS 
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drive advertising, ranging from effective branding 
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Code: A0937; Paperback; 156 pages 
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The Art of Public Relations 
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The Art of Building a Brand 


Top Marketers Reveal the Secrets of Building Successful 
Brands Packed in this uniquely innovative book is the 
wealth of branding experience and expertise of a star 
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companies from around the world. These leaders reveal 
the secrets behind successful branding 
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Pub. Price Rs. 190 
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their proven strategies and methods, covering all the key 
elements needed for achieving rapid business growth 
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Profitable Customer Relationships 

Top CRM Experts Reveal the Secrets of Creating Customers 
for Life Packed in this uniquely innovative book is the 
wealth of extraordinary experience and expertise of 
Presidents and CEOs of successful customer 
relationship management (CRM) companies. 
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How to Multiply Profits 
Profit-Minded CEOs Reveal the Secrets of Multiplying 
Profits in good Times and Bad These profit-minded 
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Paperback; 152 pages 
Pub. Price Rs. 190 
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The Concise Time Management and 
Personal Development 


Jobn Adair This book encapsulates the author's writing * 


on how to establish clear long-term goals and link your 
daily action planning to their achievement. It provides 
you with the tools, techniques and framework for 


The Sunday Times The Effective Leader 
Rupert Eales White- Effective leadership skills are at 
the heart of good management. By learning the essential 


continuing personal development. 
Code: T0896; Paperback; 134 pages 
Pub. Price Rs. 150 
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tools and techniques any manager stands a better chance 
of success, but they do take time to grasp and master. 
This practical guide will enable you to develop and 
improve these skills. 
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Pub. Price Rs. 140 
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Gurus on Business Strategy 


Tony Grundy This is a onc-stop guide to the world's 
most important writers on business strategy. It expertly 
summarises all the key strategic concepts and describes 
the work and contribution of each of rhe leading thinkers 
in the field. 
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Pub. Price Rs.195 
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TECHNOLOGY AND MANUFACTURING — 


Can technology help make Indian manufacturing competitive? A discussion. 
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Common ground: (L-R) Nadir Godrej, MD, Godrej Industries; Nitin Anturkar; David Friedman; Debu Bhattacharya; 


R. Sridharan, Deputy Editor, Business Today; B. Muthuraman; R. Seshasayee; Ranajoy Punja and Mangesh Korgaonkar 


AST YEAR, CHINA EXPORTED AN ESTIMATED $540 
billion (Rs 23,76,000 crore) worth of manufac- 
tured goods. India, by comparison, managed a 
modest $55 billion (Rs 2,42,000 crore). Don't lose 
hope, though. By 2015, according to McKinsey esti- 
mates, exports of Indian-made goods could soar to a 
staggering $300 billion (Rs 13,20,000 crore). However, 
if that has to happen, Indian manufacturers will, first of 
all, need to expand production capacity. But more 
importantly, they will need to pull their technology up 
by the bootstraps. Technology in product innovation 
and development, and technology in manufacturing. 
To get a sense of what's happening in Indian manu- 
facturing, Business Today invited some of India's 
biggest manufacturers and experts to brainstorm on 
“How technology can make Indian manufacturing 
competitive". Turning up on the dot for the 8:00 a.m. 
Business Today Boardroom Breakfast session in Mumbai 
were: B. Muthuraman, Mp, Tata Steel; Debu 
Bhattacharya, MD, Hindalco; R. Seshasayee, MD, Ashok 
Leyland; David Friedman, President and Mp, Ford 
India; Nitin Anturkar, Executive VP, TACO Engineering; 
Mangesh Korgaonkar, ICICI Chair Professor at the 
Shailesh J. Mehta School in irr Bombay; and Ranajoy 
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Punja, УР (Marketing), Cisco. 

The panel moderator and BTs Deputy Editor, 
R. Sridharan, kicked off the discussion by asking the 
speakers to give a quick insight into what strategic 
objectives technology fulfils at their respective organi- 
sations. According to Tata Steel's Muthuraman, tech- 
nology was important for two broad reasons. One, to 
make the product globally competitive and, two, to 
bring newer products and more value to the con- 
sumer. Citing Tata Steel's own example, he talked 
about how, by going in for newer processes despite the 
initial high cost of investment, the company was bene- 
fiting from increased productivity today. 

Taking on from Muthuraman, Ashok Leyland's 
Seshasayee said that in the auto industry, technology 
was not a differentiator but a qualifier. Yet, till the early 
90s, he pointed out, there was a lag between what the 
market wanted and what the market got, since all 
technology-related decisions were decided by somebody 
sitting in the corridors of power in Delhi. And when 
the markets opened up, technology wasn't easy to 
access. “I believe there is an inverse relationship bet- 
ween tariffs and technology inflow,” he said. How did 
Ashok Leyland cope with the challenges? By making 


two critical decisions back then. One was to develop 
technological skills on its own in critical areas and, 
two, also leverage the collaborator’s technology 
(Iveco, in this case). 

Moving away from what had been said so far, 
Hindalco’s Bhattacharya talked about instances when 
technology doesn’t work. Citing examples from 
Hindalco, he warned against pursuing technology that 
weren’t market-focussed. “The attitude is, ‘Get a 
good technology and it will solve your problems'— 
it won't. We have to get technology and adapt our- 
selves and our processes appropriately. Business 
should drive technology and not vice-versa,” he said 

Moving back to the automobile industry, David 
Friedman of Ford India noted how things had 
changed from the days when they would design a car 
and then hope manufacturing could make it. Today, 
that was not the case. "Technology becomes an 
enabler in making a good product. Not only does it 
contribute to the design, but even the quality of inputs 
has improved due to technology. For example, today 
cars don't rust," he pointed out. In the olden days, the 
final customer did a lot of diagnosis of identifying 
problems. Thanks to technology, that doesn't happen 
any more. “We can check all of it scientifically. We no 
longer treat the customer as a guinea pig," he said. 

According to Nitin Anturkar of Taco Engineering, 
technology is not a facilitator but a tool for sur- 
vival. “With increasing prices and customers looking 
for cost reductions, technology becomes important for 
survival. Something as simple as reducing cost and 
waste on shop floor involves tremendous amount of 
innovation," he said. Appropriate use of technology 
could also save unnecessary capital expenditure, he 
noted. “Do we need a new plant when we can 
improve productivity in the old one?" he asked. 

Professor Mangesh Korgaonkar spoke about his 
studies on what contributes to competitiveness of 
manufacturing. While he was happy to note that 
Indian manufacturers had significantly improved on 
quality, he felt that they had a long way to go in terms 
of world-class quality. *At present, Indian manu- 
facturers don't score over 30 on a scale of 100 in 
terms of global capabilities," he said. Drawing com- 
parisons with China, he said that Chinese manufac- 
turing had moved from factor-driven to investment- 
driven advantage and thus would be harder to beat. 

Cisco's Ranajoy Punja had the final word in the dis- 
cussion. He felt that for Indian manufacturing to be 
competitve, it must understand market conditions, cus- 
tomer service, etc. “It’s not just about implementing 
technology, but the technology has to be coupled 
with business innovation," he said. A point Indian 
manufacturers would do well to remember. BJ 
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“There’s an inverse relationship 
between tariffs and technology 
inflow. So, one has to own 


MANAGING DIRECTOR, ASHOK LEYLAND 


make your product globally 
competitive and enhance value 
offering to customers” 

B. MUTHURAMAN 

MANAGING DIRECTOR, TATA STEEL 
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making good products. . . E 
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PRESIDENT & MANAGING DIRECTOR, FORD INDIA 


“We have to focus on appropriate 
technology... the attitude of get = 
a good technology and it will solve — 
your problems’ won't do” 
DEBU BHATTACHARYA 

MANAGING DIRECTOR, HINDALCO 
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RANAJOY PUNJA 

VICE PRESIDENT (MARKETING), CISCO SYSTEMS 


bhart 


| EMAIL 
| ON THE MOVE 
JUST GOT EASIER 


5500909009 
МИТУ 
"ҮТҮ? 
o ee 24,5, 


uo 





BlackBerry. 
Wireless emailing redefined 


* Synchronised email 
* 10 email accounts 
* Attachment viewing 
* Advanced security 
* Synchronised desktop calendar 
* Integrated phone & web browser 


Limited period offer: 
BlackBerry handhelds, starting from 
Rs. 9,950/- Now, with service charges 
of less than Rs. 1,100/- per month. 


Air 


Express Yourself 


For further details call 
* Bangalore: 98450 12 
* Cochin. 9895 
* Delhi: 98714 28080 + Hyderabad: 9 234 
+ Jaipur. 982 5 * Kolkatta: 98310 12345 
* Lucknow: 99350 54321 * Ludhiana: 98150 1234 









bt 





Lead By Example 


P.K. CHAUDHURY, Managing Director, ICRA 


BAD TEAM WITH A GOOD LEADER MAY BE 

productive sometimes, but a good 

team with a bad leader is always a 
disaster. The first and most important trait of 
a leader is a willingness to assume responsi- 
bility and be accountable, not only for one's 
own performance, but also for the per- 
formance of the team. A leader is usually a 
jack-of-all-trades, but master of none. He, 
however, creates an environment that encou- 
rages excellence in performance. 

A good leader must have the capability to 
identify the strengths and weaknesses of 
each and every member of the team. He 
should try to enhance the strengths and 
mend the weaknesses of individuals to the 
extent possible, and use the combined 
strength of the team by way of strategic 
planning to ultimately reach the goal. 

The excellence of a leader should be 
judged not by his own performance, but by 
the collective performance of the individual 
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members of a team functioning as a cohesive 
unit to achieve the desired objective. He 
needs to be a good planner, coordinator 
and motivator with the ability to take deci- 
sions through a consultative process. He 
also has to be an excellent motivator. Moti- 
vation, not by way of sermonising from a 
pulpit, but from his own commitment, con- 
viction and capability. He has to motivate by 
his own standard of performance. 
Ultimately, it's the completion factor 
that counts in the long run. A leader might 
test somebody's commitment by putting 
him or her on a task force. He would find a 
problem that needs solving and assemble a 
group of people whose normal responsibi- 
lities don't include tackling that problem. 
The person who grabs hold of the problem 
and won't let go, like a dog with a bone, has 
leadership potential. This quality is critical in 
leaders, for there will be times when nothing 
but one's iron will says, “keep going". @ 
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The faith and discerning judgement of our 
customers and all other patrons 
And how 
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after award after award and more 
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GET CLOSER TO REALITY 


Introducing the new LG Flatron with XDP technology. 


Enhanced picture quality, better resolution and richer colours are some of the things ух 


expect when you switch on XDP in the all new LG Flatron, Because only its unique four image 


enhancers digitally improve picture quality, making everything you see come alive 
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From The Editor 


EARLY TWO YEARS AGO, IN A COVER STORY (CFO’S 
Day Out, BT, May 25, 2003), we captured an 
emerging trend of how the role of the Chief 
Financial Officer (CFO) was changing in corporate India. 
From being a mere bean-counting backroom boy, the CFO 
today is the CEO’s right-hand man, closing deals and 





A Executive Editor: R. Sukumar Жы. с 1 
d Deputy Editor: R. Sridharan making invaluable contributions to a company’s business 
e Senior Editor: Brian Carvalho strategy. Consider the current issue of our magazine a seq- 
$ lo : Roshni Jayakar Mumbai), Arab Mitra (Delhi), uel to the Со Day Out. Because in late 2004, when we 
$ е он) decided to begin a study to identify India’s Best CFOs, the 
4 E. Morc rere aid di raison d'etre of such a study was the new and increasingly 
E sh ne (Delhi), Priya Srinivasan (Mumbai) d ie т ч ri а a bone one of the CFOs 
ч porcus cma (Delhi), on our list of the best is described by his CEO as not just 
: Fui mnc i от a CFO but an “Assistant CEO” of his company. 
e E s Kishan Mitra (Delhî), Rahul Sachtanand (Bangalore) The study on which this special issue of the magazine 
g loo Supriya Shrinate (Delhi), is based was not an easy task to accomplish. We were 
4. Seed . faced with the challenge of appra- 

; Mokesh Bhattacharyya, Payal Sethi (Chief Sub-Editor), 275 ee : 

3 “чу cdam Indrani Rajkhowa ising India’s top CFOs not only 


: Vivan Mehra (Chief icf Photographer), Shamik Banerjee, in terms of their tangible achieve- ОТЕ caires En 
aha soie Decii v a ments (key financial ratios like В 


: Safia Zahid (Chief of Design), Ananda Banerjee, ROCE, RONW, etc.) but also intan- 
Chakravarthy, Vikes Gips, Ашна Jaisinghani B ) 


dap : ibles like transparency of finan- 

apil Kashyap (Chief Infographist), Kuldeep Bhardwaj, Pinaki Paul В . 
arime Né ets (Chief of Production), Narendra Singh cial transactions, good gover- 
ey eer nance, adherence to accounting 


Exec Director: HEE standards as well as deals like 
pe M&As and financial restructuring 
Publishing Director: Pavan Varshnei of their companies. You can read 
۰ about our methodology in detail 
a Nu : Fe Pos ман on Page 62. The finale of the 
study, which was driven by 
Narendra Nathan, &r's Mumbai- 
based Chief Analyst and an ace 
dissector of balance-sheets, was a 
three-member outside panel that 
was invited to go through the 
merits of the 14 short-listed (from 
among an original list of 50) and 
select the first among equals. 
Chances are that keen readers 
: of Br will have heard of some, if not all, of the 14 Best 
i „жыш 14/2005 Ree on Ar 11,2005. CFOs that topped our study. Interestingly, they represent 
wk ed companies from a range of industries—manufacturing, 
on REN. A eg Ache TR Pes rye consumer products, infotech and services. That goes to 
Trade Centre, 2nd Floor, Kamala City, Senapati show that top class CFOs are to be found in any business. 
Шел hoes teg Yet I will be remiss if Pm not a bit of a party-pooper 
here. True, Indian CFOs have come into their own in the 
past few years and have played crucial roles in shaping 
their companies. But globally, particularly in the us, 
some CFOs, like proverbial bad apples, along with their 
bosses, have been charged with practices that are not only 
illegal but also grossly unfair to stakeholders in their 
companies (think Enron, think MCI). Till date, corporate 
India has been spared such cases. We hope our best 
CFOs will set an example to keep it that way. 
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SANJOY NARAYAN 


Straining to see ? 


It's not your eyes that are to be blamed. It is what is in front 
of them - your lenses! Only the right lens ensures right 
vision. 


Carl Zeiss, the leader in optical technology, with a 
150 year old heritage, is now in India. Carl Zeiss' legendary 
German precision has made them the most sought after 
lens manufacturers in the world. In fact, the camera which 
captured Neil Armstrong's first steps on the moon, was 


It’s not your eyes. It's your lens. 


fitted with a Carl Zeiss 

Choose from a range of plastic, glass, photo chromatic 
polycarbonate, polarized, progressive and personalized 
lenses. Each Carl Zeiss lens undergoes stringent tests 
before it reaches you. And Carl Zeiss is the 

India that can guarantee 99.9% visibility st 

can get to the normal eye. Just so that you can see the world 
without the frown 


When it's your eyes, ask for Carl Zeiss. 


Each Carl Zeiss lens is laser engraved with '73' - the Carl Zeiss mark of quality, assuring you that the lens prescribed is the lens 


you get. 


Now available in India for the first time at ZEISS Exclusive Showrooms - 
(MUMBAI: Mahalakshmi - Bhulabhai Desai Road Ph: 39553675. Bandra - Turner Road Ph: 39545342. 


GOA: Panjim - Mapusa Highway, Alto Porvorim Ph: 3090986.) 
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BSNL On Top 

The operation to create an integrated state- 
owned pan-Indian telecom could end with 
MTNL being taken over by its bigger brother. 


Carbon Currency 
There’s money in environmental soundness, 
as Gujarat Flourochemicals is discovering. 


Corporate Colours 


A Mumbai gen-nexter launches a unique 
décor initiative. 


Oil At $100 
A what-if hypothesis. 


The BT 50 Index 


We're #2. Now What? 
Getting Shaw Wallace was the easy part. 
Now for Act II. 


The Risk-Return Equation 
Dr. Reddy's Labs ropes in a partner to 
fund R&D. 


Q&A: Andrew Sotiropolous 
IBM's VP (Personal Systems Group in 
Asia-Pacific) on life after Lenovo. 


Lame Duck 
Indian Airlines is planning an IPO; who 
will buy into it? 


Tech & Beauty 
India's code jocks discover a streak of vanity 
and a preference for beauty clinics. 


Policy Watch: VAT's The Problem? 
Even an imperfect value-added tax is an 
improvement over state sales tax. 


The Good Company 
PepsiCo parlays CFO Indra Nooyi's Indianness 
into a show of its corporate goodness. 


Dilbert 


Serial Enterprise 
A self-styled tech visionary reinvents himself 
and his company, yet again. 


Free Trade, RIP 
With an elusive consensus, the Hong Kong 
meet may be headed for another failure. 
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If his Managing Director 
calls him Mahindra & 
Mahindra’s Assistant CEO, 
it's because Bharat Doshi 
has played a key role in 
reversing the auto major’s 
declining trend. 


Well, you'll still catch them in 
good old pinstripes, but they 
aren’t content just counting 
their bosses’ beans any more. 
India’s Best CFOs 
The 13 other CFOs who 
made it to the final stage of 
the Business Today study. 
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Manufacturing’s 
Next Export Wave 


A CII-McKinsey study 
talks of Rs 13,20,000 crore 
potential in manufactured 
exports by 2015. What 
are these sectors and just 
where do they stand to- 
day? A reality check. 





ABB's R. Uppal 


Yet Another Makeover 


A new office, contemporary logo and high-profile 
CEO are all in place. But all of Subhash Chandra's 
formidable business acumen will be tested as he 
plans to take on Star India and The Times of India 
simultaneously. Has Chandra bitten off more 

than he can chew? 


60 Minutes 


James S. Turley, 
Chairman and CEO of 
Ernst & Young, speaks to 
BT on life after Sarbanes- 
Oxley and the future of 
accounting. 


E&Y's James S. Turley 
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/ \ PERSONAL FINANCE 


102 Five For The New Year 
For the new financial year, that is. Here are 
five personal finance resolutions that should 
stand you in good stead through 2005-06. 


106 Slick Future 


Crude oil futures is an opportunity you don’t 
want slipping out of your hands. 
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112 Druids Of Drool 
They make mouths water. They are chased by 
clients. They are food consultants. [ 


114 Help, Tarun! 


117 For That Gush Rush 
117 Refinement Margins 


MANAGING 


122 Frame By Frame 
Corporate film producers have repeat- 
edly failed in Bollywood. But Applause 
Entertainment, an Aditya Birla Group 
company and producer of hit movie 
Black, thinks it will more than just survive. 


PUTES PTUS 
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In a city where real ise c Es BOOKEND 
a: = 126 Busting Bounds 


Staring down obstacles Sandy Weill style. Plus: 
branding, fame and peace. 


BACK OF THE BOOK 


128 Quicki Wiki 
Just how did a website with a quaint 
sounding prefix establish the concept of 
an online democracy? And why did a 
Phoenix Mills multi-millionaire one-time derivatives 


estate returns more 
money than any other 
industry, nearly 600 
acres of prime land 
waiting for develop- 
ment is a magnet for 
opportunists who will 
do just about anything 
to get their hands on it. 
Welcome to Mumbai's 
controversial Great 





Mill Land Sale. trader become its benevolent dictator? 
90 An Idea Before Its Time 131 Treadmill 

A Free Trade Agreement with China without an 134 People 

accompanying services treaty will hardly serve : 

Seu Starring Zorawar Kalra of the Royal 

Parantha Company, Amul’s Verghese 

96 Top Talent Meets Top Dollar Kurien, S. Ramadorai of TCS, high-flyer 

The graduating class of 2005 at the Vijaypat Singhania, Sun TV’s Kalanithi 

leading B-schools saw foreign recruiters make Maran and Prathap C. Reddy of the 

record offers and, surprise, an equally Apollo Hospitals Group. 

record number of students spurning them in 

favour of local jobs. Salaries, of ca! COLUMNS 

continued to head north. A Business Today- 136 Leadership Secrets 

Coolavenues.com study. By Hans-Michael Huber 
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Formula Racin 


Now, get a hot new management tip for the 
through 


TO RECEIVE BT'S TIP OF THE DAY 
1. Goto "Write messages" on your mobile 
phone. 


2. Type "BTTIP" on the message screen. 


3. Send the message tothe number “2424”, 


4. You will receive the hot management 
tip for the day in a return message. 


[Web Exclusives | Exclusives 


First, it was motoring enthusiasts. Then, it was 

| advertisers. And now, all of a sudden, it seems to 
be just about everyone around. Formula 1 racing is 
attracting interest in a country that's yet to get its 
first track. And it is altering expectations—of 
motoring infrastructure, to begin with. 


every day, and participate in opinion polls 
SMS on your mobi үс Rag pente. 


TO ANSWER THE BT-ON-THE-MOVE QUESTION 
Should India order F-16s from the US? 


1. Go to "Write messages" on your mobile phone. 
2. Type "BTPOLL Y" for Yes. 

Type "BTPOLL N" for No. 

3. Send the message to the number "2424", 


Readers can also participate in the poll at www.business-today.com 


NOTE: Not available with all cellular 
operators. Regular SMS charges apply. 
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` bt letters 
5 
Mallya’s Personal Play Not Only About Money 
This refers to your cover story All Apropos the editorial on Sania 
` Work And No Play? (вт, April 10, Mirza Smash Success Of Sania 
/ 2005). Acquiring Shaw Wallace ful- Mania (BT, March 27, 2005), I feel 
? fils Vijay Mallya’s long-time ambi- that corporates are corrupting young 
tion, nothing else. The players by offering crores of rupees 
profit margins of his for endorsing their products. Sania, 
companies are low com- who was charging Rs 1 lakh some- 
pared to industry peers. time back, is now asking for Rs 1 
crore. Does this craze for money 
Best letter wins in the hearts of young players bode 
a FEDERE HAVEL Dag well for their talent in their respec- 
(ion tive fields? Let us, therefore, not 
Ө, divert this young player’s mind from 
j id her game to money. 
1 JK PAPER LTD. PRABHAKAR S. HARSOLE, Indore 
eating lasting impressions 
; Corrections 
His scrips, which are currently ruling latest one of a co-relation between It was incorrectly stated in Pre-Paid 





high, will affect the investing class 
once the market undergoes a cor- 
rection. There is another angle too. 
The market share of 60 per cent 
in spirits and 37.5 per cent in beer is 
a monopoly. Shouldn't the Compe- 
tition Commission of India step in 
to safeguard the interests of con- 
sumers and investors? 

BEFNA GUPTA, through e-mail 


Apropos your cover story All Work 
And No Play? (вт, April 10, 2005), 
Vijay Mallya, once thought of as a 
flamboyant liquor baron, has sur- 
prised India Inc. by taking to serious 
business. Acquiring Shaw Wallace 
and venturing into the aviation 


cellphones and GDP growth (The 
Economy's Mobile Engine, BT, April 
10, 2005). This sounds familiar 
to a study by Edward Prescott 
(Economics Nobel winner in 2004) 
that had tried to explain GDP growth 
to differences in TFP (total factor 
productivity), which in turn depen- 
ded upon a mix of factors like remo- 
val of policy barriers and efficient 
use of tech. Here, one has a strong 
case for a truly unified licence regime 
in telecom, at least for the sake of 
double-digit economic growth! 
CHINMAYEE GOPAL, through e-mail 


Meters (BT, March 13, 2005) that 
pre-paid electricity meters offered by 
NDPL are manufactured by Havell’s 
Private Ltd. The metering solution is 
provided by Secure Meters Limited. 


Welspun is doubling capacity to 
23,200 МТРА (towels), and is putting 
up a sheeting facility of 100,000 
metres per day, and not doubling 
capacity to 100,000 towels a day 
and building a $110-million bed 
linen factory as published in Going 
Shopping With Wal-Mart (вт, April 
10, 2005). The errors are regretted. 


HOW TO CONTACT BUSINESS TODAY 





industry is in sync with Mallya's The Editor, Business Tod , Videocc Tower, Sth Floor. E-1, Jhandewalan ; 
thirst for the numero uno title, be it . New Delhi—1 xem к. 0 on 
playing hard or working hard. ` Unsolicited not be returned or acknowledged. 


VAIBHAV MISRA, through e-mail 


Crazy Theories 
Economists have a prodigious 
capacity to churn out theories, the 
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sophisticated data encryption software. No one offers a higher level of security as a standard Microsoft® Windows* XP Professional 
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" х 1 TOUT - i intel” 865G Chipse 
users have the added benefit of running security applications while working on other programs aah "D x Е. T 
at the same time with even greater efficiency. It's a powerful package to keep your data safe. 48X CD ROM Drive 
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опу Wolfowitz 


WHE JITTERS WERE FOR REAL. ALL THE MORE 
because it was widely assumed that the replace- 
- ment for Jim Wolfensohn at the head of the 
World Bank, that funder of do-gooder projects, would 
be someone skilled in diplomacy and respected in 
places far away from America. So it was that people 
across the globe sputtered over beverages almost in uni- 
son on hearing America's choice: Paul Wolfowitz. 

The most neo-connist of neo-cons, wily player of oil 

brash advocate of us hegemony, formulator 
of the Iraq War, demolition derby champion of demo- 
cracy... Wolfowitz has a reputation nobody would 
envy outside the most conservative confines of America. 
Yet, the man has promised to direct his ammunition at 
poverty, and the global horror at the announcement of 
his name has gone, more or less, even if the snide asides 
haven’ t; expect to hear more about democracy defined 
as two wolves and a lamb voting on what's for lunch. 

Has Wolfowitz turned into a woolly hear-your- 
voice-feel-your-pain winner of hearts? 

Unlikely. But not out of the question. 

After all, neo-cons have always seen 
themselves as doing everyone a good 
turn for the long term, even if done 
harshly. And don't misunderestimate the 
guilt of a flaming accident. It can push one 
towards formulating a real case for global 
unity, instead of playing the rubber stamp 
for the cynical interests of a few. 

— Ts Wolfowitz up to it? 

On rebuilding Iraq, expect barrel-loads 
of action. Under Wolfensohn, the World 
Bank wanted a UN nod before going ahead with funds. 
Wolfowitz would go right ahead. But the actual test 
would not be any such ‘generosity’. It would be 
whether the World Bank behaves as a bank of the 
world, with priorities set by what the people of the 
world think, independently, not by a bunch of pointy 
heads pencilling maps in Washington DC. 

The good part is that the gaze of global scrutiny will 
be especially sharp—and focussed. People have wisened 

up. Even on the tail-end of remote archipelagos, peo- 
Be un d reward and punishment only too well, 
no matter how cleverly disguised. Wolfowitz’ taking 
over make suspicion the default attitude towards 
the bank. This has its perils. All it would take is a 
blueprint that uses devious means to claim the high 
ground for an all-round eruption of rock concert noise 
proportions, or worse. Throw in the sceptical voices 
from academia into the cauldron, and the grandest of 
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superhuman saviour stories would have no takers. 

In short, Wolfowitz would have to prove himself a 
worthy world citizen just to avoid instant dismissal as 
a stooge of special interests. 

India, of course, has its own reason to hold the 
World Bank to its principle of honest neutrality. Not 
that the money matters all that much. It’s just over $2 
billion (Rs 8,800 crore) a year, which is less than the 
country’s private investment inflows. Still, the bank 
funds several projects running into a few hundred 
million dollars every year, delivering healthcare, buil- 
ding roads, saving forests, channelling water resources 
and much else. It is especially active in the poorer 
parts of the country. In specific focus these days: the 
poverty-stricken states of Uttar Pradesh, Bihar, 
Jharkhand and Orissa. 

Now, while the bank routinely faces allegations of 
fund leakage and rural-life distortion, most of the 

heat it has generated in recent times is for a 
policy shift. After having all but renounced 
big dams in the early 1990s, when they 

were under assault for their ecological and 
human costs, the World Bank has signal- 
led a return to pumping big bucks into 
hydroelectric power projects. This is inte- 
resting because it need not be a return to 
its old posture, actually. The bank would 
not want to be seen as a force multiplier 
for ‘settlers’ driving ‘the natives’ off their 
land. Dam designs are of various kinds, 
and can conceivably be win-win too, if 
done intelligently. In fact, if the early 
signs are any indication of what is to come, the policy 
shift could actually mark the beginning of an intense 
involvement with what is often termed ‘integrated 
water resource management’. 

The World Bank is not alien to this sort of thing. 
It has been involved in detailed water planning in 
the past in several parts of the world, and has studied 
the sub-Himalayan water scenario in quite some detail 
too. So, just as the word suggests, ‘integrated’ could 
well mean a programme that thinks global in the 
conception of ideas, and acts local in the implemen- 
tation of the same. 

Wolfowitz, to be sure, is a man devoted to big pic- 
ture strategy, and may never really become a woolly 
do-gooder type. But perhaps there’s wisdom in 
waiting to see what he has in mind. Which is why a 
Wolfowitz under the world’s watch warrants a wel- 
come. Even if it’s a wobbly welcome. @ 
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It may be more an acquisition than a merger, but the long-drawn synergy 
operation to create an integrated state-owned pan-Indian telco could end 
with MTNL being taken over by its bigger brother. BY KUMARKAUSHALAM 


U PROBABLY DIDN'T NEED 
an investment banker to 
tell you this, but some- 
body's got to do the job: 

ICICI Securities (I-Sec)—saddled with 
the onerous responsibility of 
“synergy consultant”—has tabled 
two options for the merger of 
Mahanagar Telephone Nigam Ltd. 
(MTNL) and Bharat Sanchar Nigam 
Ltd. (BSNL). Either BSNL buys out 
MTNL or MTNL picks up 51 per cent 
of BSNL, if not all of it. That, of 
course, is the simpler part—making 
the recommendations. Getting 
somebody to make the decision is 
turning out to be the tougher part— 
a meeting scheduled last fortnight to 
thrash out the options was post- х 
poned, with the outgoing Depart- 
ment of Telecommunications (DoT) 
secretary Nripendra Mishra pre- 
ferring to let his successor do the 
honours (till that successor is 
appointed, iT secretary Brijesh 
Kumar will fill in). 


King Kong? BSNL is Indian 
telecom's 800-pound gorilla 


FHOTOGRAPH SHOME BASU; ILLUSTRATION RAJAT BARAN 
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HOW THE MEGA-MONOLITH COMPARES 


BSNL/MTNL combine** 37,769 7,211.12 50.74 
Bharti Tele-Ventures** 4,930.78 584.91 11.44 
Hutch 2518.32 375.2* 7.6 


Reliance Infocomm 1,708 -212 11.25 


9.45 41.29 ей, Cellular, Broadband, NLD, ILD 
10.6 0.84 Fixed, Cellular, Broadband, NLD, ILD 
7.6 МА. Cellular 

9.86 1.38 Fixed, Cellular, Broadband, ILD, NLD 


Reliance Infocomm revenues and profits are for nine months ended December 31, 2003: BSNL/MTNL & Bharti's are for 2003-04; Hutch's аге for the calendar year 2003 


*Operating profit **Income from services N.A.: Not applicable 
On paper, it would appear logical for BSNL to buy 
into MTNL (the government owns all of BSNL and 56.25 
per cent in MTNL, which is listed domestically as well as 
on the New York Stock Exchange). Whilst MTNL is con- 
fined to Delhi and Mumbai, BSNL already has a pan- 
Indian footprint, with a presence in 5,200 cities and 5.4 
lakh villages. Naturally, BsNL would have more subs- 
cribers too: 46 million, as against MTNL’s 4.84 mil- 
lion. As far as investments go too, BSNL is stepping on the 
gas, with a proposed capital expenditure of Rs 25,000 
crore a year for the next three years—and this comes in 
the wake of the Rs 32,000 crore-plus spent over the past 
three years. The short point: BSNL can simply go ahead 
and acquire the government's stake in MTNL. 
Government sources point out that the intricacies 
and modalities of various options, valuations and 
swap ratios will come up only later. *Right now, 
opinion is being sought from key stakeholders (BSNL and 
MINL).” R.S.P. Sinha, Chairman & Managing Director, 


AMBUSHD 


The Perils Of A Long Teaser 


O PROMOTE THEIR DAILY, SLATED FOR A SEPTEMBER RELEASE, THE ZEE-DAINIK 

Bhaskar combine retained Rediffusion to develop a teaser cam- 
paign. The agency did one with potential readers with duct tape over their 
mouth and the punchline, “Speak up, it's in your DNA", and blitzed it across 
some 150 hoardings in Mumbai. In just a few days, Bennett, Coleman's 
(publisher of The Times of India) agency Enterprise Nexus piggy-backed 
on the curiosity created with its own version showing the tape peeled off. 
The ads were for Maharashtra Times. Zee has taken вссі to court for 
Rs 100 crore in damages; the court has asked the company to hold its rip- 
off; but the damage is done. Moral: the perils associated with a long teaser 
are almost the same as that of launching a competitor to тогіп Mumbai. 


Number of subscribers are as on Feb. 28, 2005 


MTNL, appears to have his problems with MTNL being 
acquired. “Is BSNL’s acquisition of the government's 
stake in MTNL to be called a merger?" is his favourite 
question these days. “A merger should be the route— 
I am okay with a straight or reverse merger.” 

You could argue that the hairsplitting about 
whether the marriage will be a merger or an acquisi- 
tion is secondary (though MrNU's 53,000 employees 
and BSNL’s 3.5 lakh workforce may disagree); after all, 
the purpose of the amalgamation is to create a bigger, 
more efficient giant that can dance. “The two PSUs have 
not performed well—in the last four years, their 
share of expansions has been only 20 per cent, with 80 
per cent coming from private players, of a total of 50 
million lines,” points out Dayanidhi Maran, Union 
Minister for Communications & rr. “I want MTNL and 
BSNL to achieve a target of 50 per cent (80 million 
lines) in the next three years.” That’s great, but will 
somebody bring them together first? 


SANJIT SEN 


ABIR PAL 
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Carbon Currency 


There's money in environmental soundness, as Gujarat Fluorochemicals i is discovering. 


BY ROSHNI JAYAKAR 


[HERE'S MONEY IN CARBON. 

. Just ask Gujarat Fluoro- 
chemicals (GFL) that stands to 
make anything upwards of $21 
million (Rs 92.4 crore) a year 
(its own capacity and market 
dynamics arc the only constraints 
in a euro 10-billion-by-2008, 
Rs 56,000-crore, market) from it. 
The carbon in question is car- 
bon credits that companies can 
earn by reducing emissions of 
greenhouse gases. Companies 
can trade in these as a commodity 
under the United Nation's 
Framework Convention for 
Climate Change (UNFCC). 

Vadodara-based refrigerant- 
gas manufacturer GFL has become 
the first Indian company, and 
the third in the world to have 
an emission-reduction project 
certified as a Clean Development 
Mechanism (CDM) by the Executive Board of the CDM 
established under the Kyoto Protocol. GFL makes HCFC 
22. also known as Green Gas or Top Gas, a coolant 
widely used in air-conditioning and refrigeration 
applications. In the process, it generates HFC 23, another 
fluorochemical, as a by-product. HFC 23 is a potent 
greenhouse gas with a global warming potential of 
11,700 (the global warming potential, measured as 
the ratio of the warming or “radiative forcing’ that 
would result from the emission of one kilogram of the 
greenhouse gas to that from the emission of one kg of 
СО» over a period of say, 100 years). GFL’s CDM initia- 
tive involves the thermal destruction of HFC 23. With 
the CDM certification, GFL will be able to sell its carbon 
emission reductions (CERs, popularly referred to as 
carbon credits; one CER is the reduction of a tonne of 
C05) to companies in developed economies that can 
offset it against the greenhouse gases they produce 
(the Kyoto Protocol places a legally binding cap on such 
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emissions by industries in developed countries). GEL м 
likely generate three million CERs a year, and the nui 
ber could increase as the company scales up. producti 
of HCFC 22. The CDM initiative, according to Deep. 
Asher, Vice President (Corporate Finance), GFL, w 
“add a new healthy revenue stream". 

There are differing estimates on the value of a CE 
The National Commission on Energy Policy in tl 
US recommends a ceiling price of $7 (Rs 308), while tl 
high-profile McCain-Lieberman bill in the us Senate 
missed being passed narrowly) mentioned the band $ 
17 (Rs 264-748). Estimates suggest that, were the Us 
sign the Kyoto Protocol, the cost for American firms | 
2010 would be $51 (Rs 2,244). And as previous 
mentioned in this article, the trade іп CERs is expect 
to grow into a euro 10 billion a year industry by 200 

If the trend catches on, the fluctuating price of a ca 
bon credit may soon compete with that of commoditi 
such as gold and cotton for the attention of speculator 


the human mind. 
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a workspace for life. 


Located in the EPIP zone, Whitefield, Bangalore, SJR iPark is a next generation tech park built around 
people. With 1 million sq. ft. of workspace in three towers, SJR iPark offers the finest state-of-the-art facilities 
maintenance, and all the other benefits that drive productivity & profitability. We offer unique occupancy scalabilit 
options to organisations, along with some uncommon amenities, such as a meditation centre & a gym, an arcade 
restaurants, a soothing, landscaped environment & cafeterias on each terrace. All with one distinct understanding: tha 


when the infrastructure’s perfect, you need to focus on one thing - your people 


3 independent towers of workspace . 1 Leisure Well for the pleasures of life . 2 level car park & transport system . 1 million sq.ft 


SJR iPark is a project of the SJR Group. Interested in finding space at SJR iPark? Tower] is ready for occupation 
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F APARNA PIRAMAL HAS HER WAY, 

the term corporate colours would 
soon have an entirely different (and 
a far more significant) meaning. In 
December 2002, the 29-year-old 
daughter of Dilip and Gita Piramal 
took charge as executive director 
of BP Ergo, the Rs 130-crore office 
furniture and interiors division of 
family-flagship Blow Plast. An MBA 
from Harvard Business School, 
Piramal was convinced that the 
workplace was a strategic tool for 
organisational change and that 
the colours used in it had an 
impact on employees’ moods and 
motivation levels. She embarked 
on a journey to find out what 
colours work, and in which work- 


places. Her research took her 
across the country; she met archi- 
tects, designers, CEOs, managers; 
she also spent a lot of time with 
colour consultants from Freedom 
Tree Design, a global firm. 
Now, Piramal has come up with 
three themes, and associated 
colours, for three types of firms. 
Story telling is her theme for big 
brand manufacturers, television 


connectivity for companies that 
work across time zones; and com- 
munity for companies that like to 
position the workplace as a home 
away from home. There are sub- 
themes and colours for them as 
well: transparent material, special- 
effect paint and ephemeral blues 
for progressive brands; blue, beige 
and grey, the colours of respec- 
tability for software firms. 


channels and music firms; “It will take some time to get 


BORDERLINE P 


If Only... 


HAT IF THE GOVERNMENT WERE TO BE TREATED LIKE ANY OTHER EMPLOYER 

and ves like employees? For starters, Finance Minister P. Chidamba- 

ram may have re-thought his Fringe Benefits Tax (FBT). Here's why. MPs eam 
Rs 30.6 lakh every year as salary and perquisites. They paid Rs 62,854.44 
as tax on this amount last year. This year, they stand to pay far less as tax 
on salary (Rs 31,840). However, under the FBT regime, their employer, that 
is the Government of India, will have to pay Rs 1,73,349 as tax on 
perquisites (on constituency allowance of Rs 1,20,000 a year, on 20 per cent 
of their daily travel allowance of Rs 2,00,000 a year, on 10 per cent of tele- 
phone allowance of Rs 2,00,000 a year, and so on). Ah, to have had the 
pleasure of having the shoe on the other foot, even if it is only hypothetical. 
ASHISH GUPTA 
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Corporate Colours 


A Mumbai gen-nexter launches a unique décor initiative. 





BP Ergo's Piramal: Now what does the colour of this workspace signify? 


corporates to use colours in ideal 
combinations," says Piramal who 
will, over the next two months, 
hold workshops to explain her 
theory. Still, companies such as IBM, 
Nilkamal Plastics and Airtel have 
bought into the colour-themes, and 
bought furniture from BP Ergo. As 
they do teach you at Harvard, if it is 
helping move stock it is probably a 
good sales and marketing strategy. 

ROSHNI JAYAKAR 





Win-win for all: It pays to be an MP 
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TV Nation 


The Indian Readership Survey 2005 shows a 
2.4 per cent increase in the number of peo- 
ple, close to 51 crore now, touched by any 
media, with television (C&S plus terrestrial) 


alone adding 1.5 crore in the past two years. 


Multi-media Reach 


Press --TV-- Cinema 


Press + TV + Radio 
+Cinema 


All media 


Print Reach 
English publications 
Hindi publications 
Gujarati publications 


Tamil publications 


English +Local language 
dailies 

Any daily 

Any magazine 


Any publication 
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Oil At $100 


A what-if hypothesis. 


Who is saying this? 

Investment bank Goldman Sachs is. In a recent 
report, it says: ^Crude prices might have entered 
a super-spike period that can push them up to an 
astronomical $105 (Rs 4,620) a barrel." 


Is this possible? 

Very much, says Subir Raha, Chairman and 
Managing Director, ONGC. He adds that prices 
came close to $100 (Rs 4,400) a barrel during 
the Iranian revolution of 1979. Over the past 
two years, prices have nearly doubled. Analysts 
warn that a large supply dislocation from a 
major oil producer is all it will take for prices to 
cross the $100 barrier. 


What will be the macro-economic impact of 
this on India? 

India imports nearly 70 per cent of its crude 
requirements. Last year, 2004-05, its crude 
import bill was around Rs 1,25,000 crore. If the 
price of crude touches $105 a barrel, this could 
exceed Rs 3,00,000 crore. Inflation, too, will sky- 
rocket, and GDP growth rates could plummet. 


And the micro-economic? 

Petrol at Rs 80 a litre and diesel at Rs 60 a 

litre. Maybe it's time to take up cycling. 
ASHISH GUPTA 
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The market is in a stable mood, but oil worries continue. 
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FTER AN ALL-TOO-BRIEF CORRECTION, THE BT 

50 has moved up to 250 levels. With the 
options and futures settlement (this hap- 
pens on the last Thursday of every month 
and was one trigger for the correction) over, 
the market is back in a stable mode. The 
main worry now is the escalating price of 
crude; it has already reached $58 (Rs 2,552) 
levels and threatens to go even higher. 
Anyone wishing to understand long-term 
trends in the stock market would do well to try 
and comprehend the oil market. 

Our flagship free float methodology-based 
іпаех—вт 50—has completed two years 
now. The free float methodology has several 
advantages: first, it considers only the value 
of stocks freely available in the market (after 
excluding the part held by promoters and 
other strategic investors) and the weightage 
assigned to individual shares is more rep- 
resentative than the market capitalisation- 
based methodology; second, it takes care of 
the perpetual selection dilemma regarding 
closely-held companies. For instance, the 
inclusion of these companies may distort 
the index based on total market capitalisation 
methodology, but dropping them altogether 
may reduce its representative character. 
The free float methodology facilitates inclu- 
sion of large closely-held companies but 
assigns them a lesser weightage. After the 
success of our broad market free float index 
(that the Sensex subsequently decided to 
adopt this is testimony to the efficacy of the 
free float method), we decided to launch 
sector indices using the same method. While 
the general index captures the overall move- 
ments (covering several sectors), sector 
indices capture the movements in individual 
sectors. All these indices have a common 
base period (January 1, 2002). The weigh- 
tages are reassigned every quarter after 
companies declare their ownership details. 
The base value of all вт indices is 100. 


NARENDRA NATHAN 


E’VE BUILT 
ROUND YOUR 
BUSINESS. 


LAWNS, 6 LANE EXPRESSWAYS, 


PLUG AND PLAY INFRASTRUCTURE, 
A SPECIAL ECONOMIC ZONE, 


AN ENTIRE CITY. 


Mahindra World City is what happened when businessmen were busy 
making other plans. An international-standard fully integrated 
business city has taken shape at the threshold of tomorrow. Located 
just 30 minutes from Chennai airport, it is a businessman's dream 
come true. Sylvan surroundings, an onsite railway station, 
well networked transport & communications systems, six lane 
expressways, captive power and abundant water are all part of this 
1400 acre mega reality. It even accommodates Corporate India's 
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first SEZ. Benefits here include income tax holidays, exemptions on | 
duties and taxes, onsite customs, single window clearance and 
hassle-free operations. There is no reason to step out of here for 
business or otherwise. The walk-to-home residential township will be 
replete with all social and recreational facilities. No wonder, discerning 
business leaders have already decided on Mahindra World City. 
Come discover the vor’ a) MahindraWorid City 


your business needs. New Chennai 


A Mahindra-TIDCO (Tamil Nadu Industrial Development Corporation Ltd) Initiative. 


hindra Industrial Park Ltd., Arjay Apex Centre, 24, College Road, Chennai-600 008. Tamil Nadu. India. Ph: 91-44-28212893/4 Fax: 91-44-28212895 Email: info? 





ahindrawortdcity.com 
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Were #2. Now what? 


Getting Shaw Wallace was the easy part. Now for Act Il. BY SAHAD P.V. 





OMPANIES THAT COME 

out on top of a brui- 
sing acquisition-play 
often lose focus soon 
after, the very act of win- 
ning making them ignore 
the truism about integ- 
ration being far more dif- 
ficult than acquisition. 
The UB Group, then, 
seems off to a start with 
its acquisition of Shaw 
Wallace & Co. (SWC) for 
some Rs 1,300 crore. 
Reason? Although Chair- 
man Vijay Mallya (right) 
partied hard on his yacht, 
Indian Princess, moored 
a few nautical miles off 
Mumbai's Gateway of 
India on the night of March 21 (the day the acquisition Demographics are on the company's side as well: 
was announced; and truth be told, the man actually According to Nedungadi, about a third of the 500 
doesn't need a reason to party), neither he nor his million people currently below age 18 in India will 
A-team had lost sight of the work that needed to done. move into the company’s market ambit over the 

Mallya has reason to be chuffed about the acqui- next six years. 
sition: on a personal front, he finally got his hands on One of the first things Mallya did after the acqui- 
a company he has been after since 1985; on a profes- sition was to announce his desire to consolidate the 
sional front, the carefully negotiated financial backing spirits businesses of the merged entity under one com- 
for the deal ($300 million or Rs 1,320 crore, from pany. Thus, McDowell, Herbertsons, Triumph and swc 
ICICI Bank), and the terms of the settlement with will together become United Spirits. Over the next 18- 
the Chhabria family showcased his ability as a deal-. 20 months, he hopes to be able to rope in a financial 
maker; on a competitive front he outplayed deal-meis- investor in United Spirits. “We will be creating so 
ter Ramesh Vangal and Newbridge Capital, Kyndal, ^ much value as a leader in the market that in two 
even Komal Chhabria; and from the point of view of year’s time somebody will be willing to write a fat 
hubris, the acquisition makes UB the second-largest cheque for a slice of the company," says Nedungadi 
spirits company in the world (in terms of number of explaining the timing. He adds that he has already been 











Rs 300 crore: Savings in marketing 
costs as UB and SWC cease to be rivals 





60 per cent: Combined market share of 
. UB іп ће Indian spirits market 







Rs 15,000 crore: Tax and excise that 
will be paid by merged entity every year 





UMESH GOSWAMI 


cases sold) after Diageo. inundated with calls from investment bankers on 
“The deal is timely,” says Ravi Nedungadi, Presi- behalf of companies willing to do this. 
dent & cro, us Group. “From a macro-economic The timing is also significant because repayment for 


view-point, we are well placed." His reference is to the ICICI bank loan starts around then. Mallya, who is 
plateauing liquor consumption in the First World, and launching his airline venture Kingfisher Airlines in 
the emerging importance of markets in Asia, largely May this year, seems to have worked out his numbers. 
India and China. Expect more yacht-parties then. 
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It is the 
customer's vote 
which determines 


how big a company 
truly is. 


Looks like CIOs know we try harder! 


The Dataquest-IDC India Customer Satisfaction Audit rates Ramco as the No.l Enterprise Apps Provider . 





nterprise Apps Scorecard 2005—The year CIOs made an important discovery—the 
Enterprise Solution that many of them started to implement 2 


years ago, was now, only ready to handle the business environment 


87.4 





86.3 that existed 2 years ago! 
I E 85.3 Industry Average 85.0 So, when DataQuest—IDC India asked them to vote for the most 
^ i 84.5 critical factors for Enterprise Applications, they rated ‘quick 
delivery and installation’ as extremely important factors for 
8 satisfaction. This dramatically altered the ERP Scorecard and we 
Ll 80.9 shot right up to the No.1* position. 
=й We won their confidence because we were perceptive enough to 
| 7 i realize that CIOs head companies which are constantly evolving 
т i 3 and servicing demanding customers on a 24 x 7 basis. They all want 
Ex i 7 a solution which equips them with the adaptability and agility to 
Ё ў = Е 8 exploit every business opportunity that comes their way. 
1 + Е We have proved it and we have won laurels. Try us out—because 
we'll really try hard and win your confidence too. 
*Dataquest-IDC India: Customer Satisfaction Audit 2005 e-mail us at info@rsi.rameo.com 
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www.ramco.com 


Where enterprise solutions meet business reality 


HAF 


amco Systems - Part of the $300 Million+ Ramco Group * 1000+ Customer locations in 40 countries * 1,00,000+ users 
Р Dencanna- HCA . TIM o Raemanw © Gwitvarland © TIAR è India è Malaweia è Cinwanare + Canth Afrina 





| 
i 





The Risk-Return 
Equation 


Dr. Reddy's Labs ropes in a partner to fund R&D. 


INL THEY SAY, IS 
the mother of inven- 
tion. Dr. Reddy's Labora- 
tories (DRL) couldn't agree 
more. In a pathbreaking 
deal late last month, the 
NYSE-listed drug major 
roped in ICICI Venture to 
bankroll its R&D. The pri- 
vate equity firm will fund 
the development, registra- 
tion and legal costs related 
to commercialisation of 
ANDAs (abbreviated new 
drug applications, or permissions to launch generic copies of 
branded drugs) filed or to be filed in 2004-05 and 2005-06. 
DRL is expected to file 30 ANDAs, of which, some analysts assume, 
12 could involve challenging patents held by innovator companies. 

Once the generic drugs hit the market, DRL will pay ICICI 
Venture royalty on net sales for a period of five years. The private 
equity firm, reputed for doing innovative deals in sectors shunned 
by traditional venture funds (think biotechnology, retail, real 
estate), is bringing in $22.5 million (Rs 99 crore) in the first 
phase, with an option to invest an additional $33.5 million 
(Rs 147.4 crore) in phase two. “This model will enable us to share 
the product development costs while leveraging our global scale 
and infrastructure,” says G.V. Prasad, Executive Vice Chairman 
and CEO of DRL. “We saw an opportunity and did not want to miss 
it because a structure did not exist,” adds a top official of ICICI 
Venture, which is already considering more such deals. 

For the embattled drug-maker, which has seen its stock halve 
since January last year due to falling sales and profits, the deal is 
a virtual lifeline. Filing an ANDA costs an estimated $1-2 million 
(Rs 4.4-8.8 crore) and those that involve patent challenges (called 
Para iv filings), significantly more. By agreeing to share DRL’s 
research risks (and hence returns), ICICI Venture has put DRL on a 
stronger footing. So why isn't the stock market enthused? *There 
are still uncertainties relating to growth," says an analyst. In 
other words, there are no big generic drugs in DRU's pipeline 
this year. Then, there are three blockbuster patent challenges 
(for Eli Lilly’s psychotic disorder management drug, Zyprexa; GSK’s 
Zofran, an anti-nausea drug; and Sanofi's antherosclerosis drug 
Plavix) where a DRL win isn't guaranteed. It would be a pity if the 
deal were to prove merely novel, not life-saving. 

E. KUMAR SHARMA 


Lifesaver: ICICI Venture's CEO R. Ramnath 
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Openera's Ayaz: Do you see what | see? 


NIFTY» 


Two-way 36 
MAGINE YOU ARE IN TIFFANY'S IN NEW 
York and suddenly spot a diamond 

ring that you think your wife will 

fancy. Instead of e-mailing her a pic- 
ture of the ring, you simply call your 
wife, switch on the video camera 
on your mobile phone and "beam" 
the picture across to her handset. 

Sci-fi circa 2050? Hardly. As early as 

second quarter this year, NEC in 

Japan and AT&T Cingular in the us 

could be rolling out this See What I 

See (swis) technology as part of 

their 3G-based mobile telephony 

services. And one of the developers 

of such "two-way" software is a 

Bangalore-based company called 

Openera, earlier known as 

IndTelesoft. Although barely 200- 

employee-strong, Openera claims 

to be a leading player in the 3G iP 

Multimedia System (ims) client soft- 

ware, with clients like Vodafone, 

Nortel and Lucent. Among its soft- 

ware: interactive mobile gaming 

that'll allow mobile phone users 
anywhere in the world to game real 
time, and an active phone book, 
much like the Yahoo! Messenger, 
with status indicator and control 
options. Says Jawad Ayaz, мо and 
cTO of Openera: "For the first time, 
with IMS, service providers can cus- 
tomise and differentiate their ser- 
vices from one another." Let the 
game begin. 

VENKATESHA BABU 
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“The New Relationship is a Win Win" 


i- E LAST YEAR, WHEN IBM 
announced that it had signed 
a deal with Lenovo of China to 
sell its pc business for $1.75 bil- 
lion (Rs 7,700 crore), there were 
two points of view. One, that 
IBM had managed to sell a clunker 
at a very good price and exit a 
commodity business. The other, 
that a Chinese company, hardly 
known outside its own country, 
was suddenly handed over the 
mantle of becoming the third- 
largest pc player in the world. 
The unstated fear: China's manu- 
facturing prowess and the IBM 
brand would give Lenovo enough 
muscle to conquer the global pc 
business. Andrew Sotiropolous, 
Vice President for IBM Personal 
Systems Group in Asia Pacific , 
who has been designated as the 
new head of Lenovo (where 1BM 
will hold 18.6 per cent) for the 
region, was in India to reassure 
customers and employees. BT’s 
Venkatesha Babu caught up with 
him to get an overview of the 
roadmap ahead. Excerpts: 


Why has the integration taken so long? 

There were regulatory hurdles to be cleared. Only 
recently did the Committee on Foreign Investement 
in the US give the necessary clearances. We are on 
track as announced and it will be through by the 


second quarter. 





“For the first time, IBM is 


allowing another company to 


use its brand name” 


5 муза 


VAVA 


Did IBM get out of the PC business 
because it was increasingly getting 
commoditised? 

No, no. It was a question of 
strategic fit. IBM has always been 
in the value-add rather than the 
commodity space of the busi 

ness. That is why our focus was 
on business and enterprise rather 
than the consumer space. Also, 
we have always stressed on inno- 
vation. With this deal, Lenovo 
becomes the third-largest player 
in the pc market, gains a highly 
regarded partner and a respected 
brand. It is a strategic business 
alliance and the new relation- 
ship is a win-win all around. 


Are there any misgivings from cus- 
tomers that IBM's personal com- 
puter business is now part of a 
Chinese company? 

That is exactly what we want to 
convey. Simply put, there will 
be no change. Customers will 
continue to enjoy the same qua 
lity of service and support from 
the same set of people as they 
did with IBM. Even the cus- 


tomer-facing people don’t change. The confidence IBM 


has (in the deal) can be indicated by the fact that for 
the first time in its history it is allowing another 
company to use its brand name which it has assidu- 
ously built. Do you think IBM would have done that 


if it did not have confidence? 





BRUSH YOUR TEETH 


9600 TIMES PER MINUTE. 
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TI's McCreary: Picked your brains; now for your cash 


Brains To Wallets 


ТІ now sees India as a big market. 


EXAS INSTRUMENTS (TI) PIONEERED THE GLOBAL IT 

gold rush in Bangalore in 1984 when it set up a 
research and development centre in the city. Other 
Us giants followed its lead and the rest, as they say, 
is history. *It's probably safe to say that all our 
products have at least one Indian component in 
them," says TI's Worldwide Sales and Marketing 
Head Jeffrey McCreary. 

But it's not only Indian brains (it employs 1,300 
people in Bangalore) that this $12.58-billion 
(Rs 55,300-crore) semiconductor chip giant is in- 
terested in. It wants a piece of Indian wallets, too. And 
the country's growing appetite for mobile phones, 
digital entertainment systems and broadband (all of 
which use Т1 products) have whetted its appetite. 

“We sell when our customers do. So when Elcoteq 
talks of putting up a mobile manufacturing plant (for 
Nokia) or Solectron or LG or Samsung do so, we 
want to be on the ground from day one," McCreary 
says, adding: “If a customer wants to build a phone for 
the Indian market, we want to work with him on it." 

Two decades back, тї made the right call on 
India’s IT capabilities. Lots of people are hoping 
that its second call is as prescient. 

VENKATESHA BABU 
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Investors’ Darlings 


Which stocks do fund managers like most? 


TOP 10 STOCKS IN TERMS OF VALUE 


Company Value (Rs crore) 
State Bank Of India 1,214.79 
Infosys Technologies — 1 11 781.87 
Reliance Industries 641.04 





Grasim Industries 608.59. 
Associated Cement Cos. 550.72 


Satyam Computer Services __ 543.26 
Tata Iron & Steel Co. . 522.39 
Oil & Natural Gas Corp. 478.01 

Bharat Heavy Electricals _ 460.55 
Hindalco Industries 453.58 


TOP 10 STOCKS IN TERMS OF PRESENCE 


Company No. of funds 
State Bank Of India 68 
Bharat Heavy Electricals | 63 
Infosys Technologies 63 
Oil & Natural Gas Corp. 58 
Associated Cement Cos. 7 
Tata Consultancy Services 56 
Reliance Industries 55 
Satyam Computer Services — 1 1 155 
Tata Iron & Steel Co. 54 
Tata Motors 99 


Data as оп February 28, 2005 

All open-ended diversified equity funds and aic 
funds have been considered 

Source: Valueresearchonline.com 






HICH STOCK DO FUND MANAGERS LOVE MOST? IT'S 
India's largest bank, State Bank of India (shi)! 
A perusal of 120 diversified equity and tax planning 
funds shows that 68 have SBI in their portfolios; a 
third of them have it as their top holding. SBI also 
leads in terms of amounts invested. Of a total corpus 
of Rs 27,000 crore as on February 28, 2005, sbi alone 
accounted for Rs 1,214.8 crore (see tables). Infosys 
Technologies, Reliance and Grasim follow in that 
order. The data shows that though more MFs own 
shares in BHEL and ONGC, their shareholding in 
Reliance and Grasim is much higher. Infosys, which 
is the top holding in 41 funds, finds a place in 63 
portfolios. It also pips SBI on average allocation: 
Funds allocated an average of 5.40 per cent of their 
assets to Infosys compared to 5.12 per cent to SBI. 
ROSHNI JAYAKAR 
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In Safe Mode? 


Indian firms aren't spending enough to fortify IT networks. 
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The lock's there: Still, stronger security systems are required 


VERY DAY, AN ESTIMATED 20 COMPUTER VIRUSES ATTACK NETWORKS 

around the world, causing as much as $411 billion 
(Rs 18,084,000 crore) in real and notional losses. In early 2003, 
when IT networks in India got hit by Slammer (a.k.a. Sapphire, it 
generates a deluge of network packets, overloading servers and 
slowing down internet traffic), it is reckoned to have caused Rs 30 
crore in losses. Yet, despite the growing incidence of virus attacks 
on the internet, Indian companies aren't spending enough to 
protect their computer networks. Or at least that's what, unsur- 
prisingly, vendors of internet gear and virus protection software are 
saying. According to Rangu Salgame, President (India and SAARC), 
Cisco Systems, Indian companies spend just 1 per cent of their reve- 
nues on IT, compared to an average 8 per cent for companies in the 
more developed parts of the world. Again, only 1 per cent of over- 
all IT spend is reserved for security. 

As Indian companies integrate with the virtual global eco- 
nomy, they will be obliged to make their computer networks as 
secure as those of their customers in, say, the Us or the UK. Says 
Anil Menon, Senior Vice President (Operations) at Sec- 
ureSynergy, a Mumbai-based IT security solutions company: 
*(India) has to be perceived as a ‘trusted sourcing destination’, 
and that means not just ‘quality capability’ but also ‘security capa- 
bility’.” Besides, the traditional approach to network security, 
argues Kartik Shahani, McAfee India’s Country Manager, 
won't do. “Companies have to keep pace with latest advances 
like intrusion prevention systems, which are replacing the intru- 
sion detection systems currently in use," he says. 

CTOs in India are beginning to listen to Shahani & Friends. 
According to research firm Frost & Sullivan, the Indian market for 
security software was $29.9 million (Rs 131.56 crore) in 2004, and 
will grow at 25 per cent per year. Clearly, in this battle between 
viruses and computer networks, it's the McAfees of the world who 
are laughing all the way to the bank. 

RAHUL SACHITANAND 
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Joyous 50: Actor Alter (C) conducts the quiz 


RD» 


Timeless Appeal 


OW DO YOU CELEBRATE THE BIRTH- 
day of a product that never 
seems to age? Why, of course, with 
pomp and style. So when Reader's 
Digest (India edition) turned 50 
recently, its new publishers, the India 
Today Group (also publishers of 
Business Today) threw a stimulating 
and entertaining party at Mumbai's 
пс Grand Central Sheraton & Towers. 
In his welcome speech, Aroon Purie, 
Editor in Chief and ceo of the Group, 
said that although a lot of people 
didn't like admitting to reading RD, it 
still was the most widely-sold English 
language publication. "Just like despite 
a proliferation of fast food joints peo- 
ple like to go back to old restaurants 
that serve wholesome food, so is the 
case with Reader's Digest," Purie 
said. Indeed, in India alone it sells 
some 600,000 copies every month. 
The celebrations comprised an act 
"Laughter, the Best Medicine", by 
stand-up comic Vir Das, and a 
celebrity Word Power quiz hosted by 
actor Tom Alter that featured con- 
testants ranging from Rahul Singh, a 
former editor of RD, to singer Rabbi, 
who eventually won. Among the 
audience were luminaries from the 
worlds of business and enter- 
tainment, including M&M's Anand 
Mahindra and film-maker Shyam 

Benegal, among others. 
PRIYANKA SANGANI 
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Lame Duck 


The Indian Airlines IPO may not fly. 





TS BEEN BLINKING ON THE DISINVESTMENT RADAR 
ever since the government kicked off its sell-off 
programme. But successive Civil Aviation ministers 
scuttled these plans on every single occasion. The 
current occupant of Rajiv Gandhi Bhawan (the 
seat of the Ministry of Civil Aviation) Praful Patel is 
different, though. He wants the government to 
wash its hands off the nationalised carriers. Right on 
cue, the Indian Airlines (14) board recently approved 
an Initial Public Offering (РО). The plan is to offer 
a certain percentage of the company (still to be 
decided) to the general public and to employees. 
But 14’s finances are іп a mess. The company has 
a negative net worth of Rs 399 crore (2003-04), 
which precludes it from listing on either the 
Bombay Stock Exchange or the National Stock 
Exchange—companies with a negative net worth 
cannot launch 1pos—and even if the government 
were to seek and receive an exemption from stock 
market regulator SEBI (Securities and Exchange 
Board of India), buying into a company with a 
negative net worth would be nothing short of 
stupid. On a more positive note, IA expects to 
end the current fiscal with an (unaudited) net 
profit of Rs 17.5 crore (Rs 48.17 crore in 2003-04). 
But given its poor track record (see A Mixed Bag), 
this achievement (if it can qualify as one) hardly ins- 
pires confidence. But if people paid back what 
they owed 1A, the situation might change alto- 
gether. Various government departments, other air- 
lines, travel agents and others owe 1А over Rs 732 
crore (as of 2003-04). If only... 
KUSHAN MITRA 
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Difficult Times 


Foreign law firms will be hard to beat. 





AZB Partners' Bahl: Gearing up for the GATS regime 


B yes CLOISTERED WORLD OF INDIAN LAWYERS IS 
about to come to an end. The General Agre- 
ement on Trade in Services (GATS) obliges the gov- 
ernment to open up the country's services sector, 
which includes the legal industry, to foreign com- 
petition. The only question is: When? *Union 
Commerce Minister Kamal Nath is under tremen- 
dous pressure to allow foreign law firms to practise 
in India," says Lalit Bhasin, senior lawyer and 
President, Society of Indian Law Firms. 

Whenever that happens, most Indian firms will 
have little option but to either merge or sell out. It 
happened in accounting; big domestic audit firms like 
Ferguson & Co. and S.R. Batliboi & Co. either 
lost market share or merged with MNCs. Will history 
repeat itself? Already, the Delhi-based Luthra & 
Luthra is talking to global majors like White & 
Case and Skadden Arps for a tie-up, informs Rajiv 
Luthra, its managing partner. Others are joining 
hands. For instance, Ajay Bahl, Zia Mody and 
Behram Vakil have come together to form AZB 
Partners. Domestic firms also want a level playing 
field. The Indian Advocates Act of 1961 does not 
allow Indian firms to have more than 20 partners or 
put up websites and advertise, they inform. This will 
place them at a massive disadvantage when taking on 
foreign firms with deep pockets and 1,000-plus 
lawyers on their rolls. 

Nath is keen to open up the sector this year itself. 
But it will be a difficult balancing act for him. 

SAHAD P.V. 
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Accenture 


Delivering high performance in 
India and around the world. 


As one of the world's leading 
management consulting, technology 
services and outsourcing companies, 
Accenture is committed to delivering 
the innovation that helps our clients 
become high-performance businesses. 
With over 100,000 people and offices 
in 48 countries around the world, 
few organisations are able to match 
our industry knowledge and process 
expertise, our global resources or our 
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Tech & Beauty 


India's code jocks discover a streak of vanity and a preference for beauty clinics. 


ES GEEKS AND THE 
nerds, it would seem, 
want it all. First, they got 
ro travel. Then, they inhe- 
rited the earth (OK, they 
got stock options). Now, 
they are burning money 
(God knows, they have 
enough of that commo- 
dity) in an effort to look 
good and keep fit. Rakesh 
Pandey, for one, is not 
complaining. As CEO of 
Kaya Skin Clinic, a chain 
of skincare salons pro- 
moted by Marico, he is 
all for men spending 
money in his outlets, espe- 
cially when the amount 
involved is, on an ave- 
rage, Rs 5,000 for a 
four- to six-session pack- 
age. Sometime back, 
Pandey noticed that 
almost 40 per cent of 
the customers in Kaya's 
Bangalore outlet were 
men (the national ave- 
rage, across eight cities 
and 30 outlets, is close 
to 20 per cent). The 
corresponding figure for 
Chennai is 30 per cent; Pandey further claims that 
in some months, over half the customers at Kaya 
clinics in tony boroughs such as Koramangala in 
Bangalore and Anna Nagar in Chennai are men, and 
that some 60 per cent of this is IT pros. 

The anecdotal-heavy analysis put forth by Pandey 
is backed by more such evidence from other quarters: 
three out of every four regulars at the gym attached to 
the International Tech Park at Whitefield on the 
outskirts of Bangalore are men, and Satya Sinha, 
Director, Medfit Ventures, which runs the city’s 
popular Chisel gym and 34 others across IT cam- 
puses all over India, says that a good portion of the 
clientele is men out to get a “toned, supple look". 

One reason for this could be the fact that most 
techies have travelled overseas, with some having 
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High-brow stuff? Maybe it helps impress clients 


spent substantial time in 
California, the heart of 
both the American tech- 
nology industry and the 
Indian diaspora in that 
country. In sunny 
California, the men are 
(invariably) bronzed and 
fit, and the women, 
elegantly skinny, and 
everything, even the store 
windows, speak subtly of 
good grooming. That, 
and the importance 
attached by Americans 
to appearance—the 
Europeans are not as par- 
ticular— makes it neces- 
sary for anyone hoping 
to make a good impres- 
sion to look fit and 
groomed. “In the IT sec- 
tor, people tend to travel 
abroad, and interact and 
socialise with colleagues 
and clients onsite,” 
explains Kaya’s Pandey. 
And although most male 
customers start with what 
he terms “problem-solu- 
tion” treatments related 
to acne scars and pig- 
mentation splotches, they rapidly graduate to more 
evolved (and expensive) procedures such as “botox 
treatment and fillers to eliminate wrinkles and laugh 
lines”. One favourite is a beard softening service that 
promises to do away with the five o' clock shadow. 
The phenomenon of male techies really getting 
into beauty treatments has not gone unnoticed. 
Over the past 18 months, the Delhi-based vicc has 
enjoyed considerable success with its first VLCC-for- 
men outlet in Delhi, says Sandeep Ahuja, the firm’s 
head of personal care. Bangalore, he lets on, is a 
prime target for the chain’s second such centre. 
And that is in addition to the three unisex VLCC 
salons that have sprung up in the city over the past 
12 months. The geeks, like we said it, want it all. 
RAHUL SACHITANAND 
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Y THE TIME YOU READ THIS ARTI- 

cle, the value-added tax (VAT) 
regime—the most comprehensive 
tax reform in the country’s hist- 
ory—would have been implemented 
in 21 states and the ongoing traders 
strike (hopefully) resolved. This 
means, it’s finally goodbye (at least 
in most parts of the country) to the 
plethora of state-level surcharges, 
special additional taxes, purchase 
taxes and turnover taxes. The new 
system will resolve the problem of 
cascading taxes adding to the price 
of goods—by offering full-tax credit 
on inputs. More importantly, it is 
self-policing: The benefits are avai- 
lable only if proper documentation 
is maintained and full disclosures 
made. This will curb tax evasion, bring more revenues 
to state exchequers and replace the existing inspector- 
raj system with a system of self assessment by traders. 
The 4 per cent Central Sales Tax (CST) will also be 
phased out gradually. 

Under vat, which covers 550 goods, there will be 
two basic rates: 4 per cent for more than 270 items and 
12.5 per cent for the rest. There is a special category of 
tax-exempted goods (medicines) and a 1 per cent tax on 
gold and silver ornaments. Yet, for all its pluses, putting 
VAT on track has not been easy. And this is not merely 
because seven states still remain outside its purview... the 
Indian avatar is very different from the one that is 
practised in nearly 130 other countries, including our 
neighbours, China and Sri Lanka. 

The Indian brand of var covers only goods and not 
services, unlike the Goods and Services Tax (GST) that 
is levied in other nations. Also, unlike in other countries, 
the GST, octroi and entry tax have not been incorporated 
into VAT. There is only a promise to phase them out. 
And we all know how good the government is at 
redeeming its fiscal pledges! 

So what does this truncated and imperfect VAT 
regime mean for Indian business and trade? Most 
experts believe that the situation is not as bleak as it 
looks. *The pricing of products on an all-India basis, and 
fixing dealer and distribution margins will be the 
main problem areas," says S. Madhavan, Executive 
Director and Head (Indirect Tax Practice), 


VAT's The Problem? 


Even an imperfect value-added tax is an improvement over state sales tax. 
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Switchover time: She is unlikely to notice the change to VAT 


PricewaterhouseCoopers. Moreover, the cost of com- 
pliance in vAT-enabled states will be much higher than 
in the other states since every registered dealer will have 
to maintain extensive documentation of invoices, cash 
memos and bills in order to get tax credits. It’s little 
wonder then that traders, long used to issuing hand- 
written bills, are spending sleepless nights worrying 
about the fate of their *No. 2" books. 

The introduction of a truncated VAT is unlikely to 
make any difference to India Inc.'s bottom lines, 
though it may involve some logistical re-arrangement. 
At Dabur India, for instance, CFO Rajan Varma has had 
to make some changes to his accounting system to 
take care of VAT-compliant states and others that are not. 
The company also had to change the selling prices of 
some of its products in the two categories of states. But 
it's the absence of notifications that's getting his goat. 
“Most of us are still pretty lost without proper notifi- 
cations," he adds. 

Yet, experts say, even an emasculated var is a step 
in the right direction. It is obviously much better than 
the previous sales regime, which has led to an unhealthy 
"tax rate war" among states to attract investments. 
And the shortfalls—the phasing out of CST over time, 
integrating all state-level taxes into VAT and the intro- 
duction of a comprehensive goods and services tax— 
will probably be addressed in the months ahead. It's just 
a matter of time. 

ASHISH GUPTA 
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The Good Company 


PepsiCo parlays CFO Indra Nooyi's Indian-ness into a show of its corporate goodness. 


AST JUNE, WHEN COCA COLA CHAIRMAN AND CEO 

Neville Isdell visited India, the company's Indian 
subsidiary went into a he-is-not-coming-is-he-com- 
ing?-it’s-not-a-public-visit-sorry-no-comments routine 
that finally left its flak catchers red in the face and the 
media fuming (“We can't write about Coke? Great, 
we'll write about pesticides."). In contrast, PepsiCo's 
local arm, which must have learnt something from the 
other guy's discomfiture, celebrated the visit of 
President & cro Indra Nooyi, helped in no small 
measure by the lady's Indianness and the fact that she 
is the product of two legendary academic institu- 
tions, the Madras Christian College and the Indian 
Institute of Management, Calcutta. 

The visit gave the company an opportunity to pub- 
licise the fact that India was its fastest-growing market 
after China, the fastest-growing market for snack 
foods in the world, and an incubator for managers for 
the PepsiCo global system. Nooyi announced a $500- 
million (Rs 2,200-crore) investment into India (the 
company already has invested $700 million, Rs 3,080 
crore), the decision to take Kurkure, a product launched 
by the local arm, global, several launches, and the fact 
that Pepsi had wrested leadership of the Indian market 
from *the other company". Nothing wrong with that; 
these are important milestones in the life of any busi- 
ness, and understandably both Nooyi and the Pepsi 
team in India must be justifiably proud of them. 

More importantly, Nooyi struck a close-to-sub- 
liminal blow for the company, trying to establish its 
innate goodness. She did not duck any questions: 
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Indra and India: Made for each other 


pesticides, obesity and snack foods, it was OK to ask her 
anything. “If you look at our products, there is no ques- 
tion that people will talk about health and wellness, and 
obesity," she said as a response to a question from this 
writer about Big Food being the next Big Tobacco. “1 
am never going to deny that; our goal as a company is 
to provide a range of choices and let consumers select 
what they want to eat." Maybe Coca Cola could do 
with an Indian in its higher echelons. 

SHAILESH DOBHAL 


rakash Jindal: 1 930-2005 - 


Are pese min roma tag or. mon, mo oo maei 
copter crash on March 31, 2005, established a business empire that was the fourth 
largest in the country last year, with revenues in excess of Rs 12,000 crore. At the age _ 
of 22, Jindal set ир a plant to manufacture steel pipes near Kolkata; 1: sce et 
founded a steel plant in hometown Hissar. Then followed two decades of intense activity — 
in steel, steel products, and power. In 1991, Jindal put his four sons in ‹ harge of va 
companies of the group (effecting an informal division, although he Apel ( 
untangle a web of cross-holdings that could come back to haunt the sons) and entered - 
politics. He had just been appointed Power Minister for the state of Haryana. Given that 
India's politicians are late bloomers, his career was cruelly cut short. - 
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WALLY, MAY 
I ASK YOU 
FOR ADVICE? 


THEN I PLAN TO 

USE MY RETIREMENT 
MONEY TO START А 
BUSINESS THAT 
MAKES KITES OUT 
OF WAFFLES! 


YOU THINK? 
I VALUE YOUR 
OPINION. 


ALICE SAID IT 
REMINDED HER OF 
THE QUALITY OF 
YOUR... IDEAS. 
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MY NAME IS TED. 
I’M PLANNING TO 


TAKE THE VOLUNTARY 


LAYOFF PACKAGE. 


IN FIVE YEARS I 
HOPE TO BE THE 
WORLD'S LARGEST 
MAKER OF EDIBLE 


TED, WHO TOLD YOU 
THAT I'D BEA 

GOOD PERSON TO 
ASK FOR AN OPIN- 
ION ON YOUR IDEA? 
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OR THOSE PEOPLE WHO 

wondered where they 
could hire a chauffeur like the 
one who appears in an ad for 
M&M's Scorpio (above), Diwan 
Rahul Nanda may have an 
answer. The head of security 
firm Topsgrup—not just any 
other security firm; it boasts an 
ISO certification, proposes to 
start a security training insti- 
tute near Mumbai by 2006; 
and an Initial Public Offering of 
stock is in the works—is put- 
ting 50 women body guards, 
some of whom could be emp- 
loyed as chauffeur for the rich 
and famous, through their 
paces. ^We already have 500 
lady guards," clarifies Nanda, 
"but these will be combat offi- 
cers who will be differently 
trained." Most of them, he is 
confident, will be snapped 
up by women celebs and 
celeb-wives who are not too 
comfortable with male 
guards. The uniforms for the 
50 are still being designed 
and, for the record, this writer 
has no idea whether they will 
be like the one worn by the 
chauffeur in the ad. 


PRIYANKA SANGANI 


“Whirlpool | <=> е 
Whirlpool 


America's No. HOME JA. APPLIANCES 
Home Appliance Co. 














th 
Presenting the new Whirlpool MagiCool with Sense” technology 


6th Sense Quick Cool 
Instant relief from heat at the press of a button. 


6th Sense Super Tropicalised Rotary Compressor 
1.6 ton tropicalised compressor for peak summer performance. 


6th Sense Wonder Cooling System - | 
A revolutionary cooling system for powerful cooling. - Ll 


Wid pool 


6th Sense Hexa Inject 
6 circuit multi-injection system for a multiple cooling effect. 








Some unique features in your MagiCool * Smart Sleep * Smart Flo * Smart Saver + Smart Refresh 





You and Whirlpool. The world's best homemakers. 


“Features vary from model to model 


“Available in 4 cities: Delhi (011-51666333), Mumbai (022-56950695), Chennai (044-55850000), Hyderabad (040-55276205) 











HREE YEARS AGO, THIS MAGAZINE 

ran a profile of Pradeep Kar, 
now 45, the Founder, Chairman, 
and Managing Director of 
Microland, marvelling at his ability 
to ride waves (bubbles, some unkind 
tongues may label them), managing 
to exit at the right time at the right 
price in a text-book style demons- 
tration of putting the greater fool 
theory to work. Since then, Kar, 
who, in 15 years founded seven 
companies only to sell five and 
merge the rest with flagship 
Microland, has remained fairly 
low-profile, even in Bangalore 
where the man is definitely part 
of the smart set. 

Now, Kar is back, armed with a 
war-chest of $7.3 million (Rs 32.12 
crore) that came, in equal parts 
from his own money, JP Morgan, 
and ICICI Venture, to exploit what 
he is confident is the next big thing: 
infrastructure management services, 
or IMS, which involves remotely 
managing the hardware and net- 
work infrastructure of companies. 
“We have the potential to be #1 in 
this space,” he says. “We have 
always been leaders, not followers.” 
He claims that the company already 
does some work in the area for a 
Fortune 5 firm and others such as 
Standard Chartered, Bharat 
Petroleum and Blue Dart. 

This, presumably, is what has 
occupied the man for the past few 
years. “We have had 16 consecutive 
profitable quarters," boasts Kar. 
"We are gaining momentum and 
the new investments will help in 
building up facilities as we scale." 
He reckons that 2007 will be when 
IMS goes mainstream, implying that 
the same year could see Microland 
regain some of its former glory. 
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PAWAR 


DEEPAK G 


This, after all, is the company 
that, as a hardware distributor and 
marketer, was larger than Infosys in 
1997 (according to a listing by 
Dataquest magazine). That, coinci- 
dentally, was the year the man 
founded Planetasia.com. *Others 
might now scoff at us for getting out 
of the hardware and networking busi- 
ness," he says, “but it was the right 
decision; margins were razor thin." 

There's no denying that, just as 
there is no arguing the fact that 
the end of the dotcom boom put 
paid to Microland's second com- 
ing. “It was the implosion of the 
dotcom boom that did us in the 
second time," rues Kar. *When 
firms like Goldman Sachs, that 
made rosy projections, can go 


wrong...,"; Kar trails off, perhaps 


Serial Enterprise 


A self-styled tech visionary reinvents himself and his company, yet again. 





thinking of what might have been. 

Actually, he insists, as if reading 
this writer's mind, all his ventures 
were successes and his investors 
made money. *My critics and the 
people who have left Microland 
may say anything, but at the end of 
the day, the piper calls the tune," 
he says. “You cannot call a Jp 
Morgan or ICICI Venture green- 
horn investors.” Neither was avai- 
lable for comment. 

Given that, there may actually be 
something to Kar's claim that 1Ms is 
the next big thing and that he can 
"spot inflection points". Maybe, 
just maybe, things will come toge- 
ther for the silver-tongued sales- 
man. Oops, this writer forgot that, 
in Kar's opinion, they always have. 

VENKATESHA BABU 
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Free trade fizzle: Indian Commerce and Industry Minist 


Free Trade, RIP 
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er Kamal Nath (fifth from right) poses with ministers of the G-20 alliance 


With a consensus still elusive, the Hong Kong ministerial meet may be headed for another failure. 


Г, HAD ITS FIRST BRUSH WITH DEATH ON A COLD CHILLY 
morning in Seattle on November 30, 1999, when 
more than 50,000 workers thronged the streets to 
say “No” to the so-called “corporate agenda” of the 
World Trade Organisation (WTO). It met with the 
same fate four years later at the Cancun Ministerial 
Summit when the G-20, a group of 20 developing 
countries led by Brazil, India and China, virtually 
walked out of the meeting in protest against unfair agri- 
cultural practices of the West and attempts by the 
developed nations to initiate talks on front-loaded 
investment and trade facilitation measures, which 
came to be known as the Singapore issues. 

Finally, the wro's General Council Meeting, held in 
Geneva on July 31, 2004, thrashed out the July 
Framework Agreement, a broad framework for nego- 
tiations on all contentious issues. The new deadline: 
2006. The idea was to arrive at a consensus on most of 
the issues at the sixth wro Ministerial Meeting in 
Hong Kong in December 2005. Thereafter, various 
governments could begin to reduce industrial tariffs and 
bring down agricultural subsidies. 

The urgency to conclude the round by 2006 arises 
partly from the fact that the “Trade Promotion 
Authority", granted by the us Congress to President 
George W. Bush, expires on June 1, 2007. After that, 
the Us government will no longer be able to submit the 
Doha Round deal to the us Congress for a yes-or-no 
vote without the possibility of an amendment. 

But till date, negotiators have been unable to even 
work out the "first approximations" of the final package 
that is scheduled to be adopted by the end of July. 
"That's not surprising considering the agenda: A reduction 
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in industrial tariffs; a formula for reductions in export sub- 
sidies; and a timeline for opening up the services sector 
worldwide. In short, too many cross-currents! 

Non-agricultural market access, or NAMA in WTO 
parlance, is one of the major points of divergence. 
The us is pushing for a Swiss formula with two co-effi- 
cients—one for the developed world and another for 
the developing nations—for bringing down industrial 
tariffs. The snag: this formula does not allow countries 
to keep a few sensitive products unbound or levy high 
tariffs on select items. The European Union (EU), on the 
other hand, wants sufficient flexibility to provide for the 
specific and different needs of developing countries, 
thereby drawing a distinction between “rich” developing 
countries and the poorer ones. The developing nations, 
expectedly, have rejected these proposals. 

Agricultural negotiations, too, are at a standstill. The 
ticklish issue here is the stand-off between the EU and the 
*Non-Group of Five”—which includes Australia, the us 
and Brazil—on the framework to calculate the exact 
amount of subsidy paid on an agricultural item. This 
information is necessary to proceed with the negotia- 
tions on market access in agriculture. The talks on a 
timetable for liberalising the services sector—where 
India is pushing for an increase in the H1B quota for pro- 
fessionals—also don't seem to be going anywhere. 

So what will another failure at Hong Kong mean for 
free trade? Simple, say experts; multilateralism will suf- 
fer a body blow, and regional trade blocs will become 
the order of the day. It will also clearly prove that the 
world is not ready for a system of give and take, so 
necessary for any negotiations to succeed. 

ASHISH GUPTA 
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If his Managing Director 
calls him Mahindra & 
Mahindra's Assistant 
CEO, it’s because Bharat 
Doshi has played a key 
role in reversing the 

auto major's declining 
trend. ву NARENDRA NATHAN 


ETWEEN 2001 AND 2003, ON AT 
least three occasions, the lights 
at Mahindra & Mahindra's 
(M&M's) Kandivili unit, deep in 
suburban Mumbai, would go 
out only a few hours before the sun 
showed up on the metropolis' horizon. 
On these nights, the top management of 
M&M would get into a huddle by 8 p.m., 
and begin brainstorming strategies to 
improve productivity and reduce cost. 
Dubbed *The Midnight Meetings", they 
would go on till well beyond the 


DOSHI'S 
WINNING MOVES 


Key role in M&M's profits trebling 
in two years 


Improved labour productivity 


Sold off non-core businesses at 
the right price 


Created value for shareholders 
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Anand Mahindra/ Vice Chairman & Managing Director/ Mahindra & Mahindra 
“Bharat Doshi’s contribution to the Mahindra group 
goes well beyond the conventional role of a CFO. 
Through the experience and skills he brings to the job, 
he functions, in effect, as an assistant chief executive” 


technique has worked well on the 
supplier side as well. “Since we are 
in the middle, our suppliers got 
loans at lower rates from the banks 
and they in turn passed on a part of 
that by reducing the price of the 
products.” Such efforts have 
resulted in the net working capital 
cycle collapsing from 28.49 days 
in 2001 to a negative 4.15 days by 
2004. Doshi predictably isn’t satis- 
fied. “There is still scope for 
improvement,” he says. 

Cost control is a common 
mantra these days, but cost con- 
trol in times of highly volatile com- 
modity prices—steel prices for ins- 
tance have almost doubled over 
the past year—is an art in itself. 
Doshi for his part believes in “navi- 
gating with zero trauma”. Simple 
translation? Minimise the impact 
of the gyrations by entering into 
long-term contracts with steel com- 
panies. “This has helped us cushion 
the increase in prices,” says Doshi. 

In a similar vein, the M&M CFO 
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has also carefully timed his money- 
raising market visits. Doshi hit the 
foreign markets with a foreign cur- 
rency convertible bond (FCCB) issue 
20 days before the election (after 
which share prices as well as the 
rupee fell against the dollar), that 
too with a yield to maturity of just 
3.25 per cent (as against the pre- 
vailing rate of around 4 per cent). 
End result: The FCCB got a con- 
version premium of 37 per cent to 
the then market price. Doshi has 
made similar moves in the past 
as well. “We had incentivised the 
early conversion for a one month 
period (in September 1999) by 
offering a slightly lower conver- 
sion price, anticipating a sharp 
fall in the rupee." 

Indeed, after watching Doshi 
in action, you're tempted to con- 
clude that nothing is as important to 
the CFO as timing. It applies for di- 
vestments too. Over the years, M&M 
has sold a number of its non-core 
businesses and holdings, including 


497.15 
510.70 














Mar. 31, 
2005 


BT 50 and BT Auto figures have been indexed to the M&M price on the starting day 





a stake in Otis and oil drilling 
activities. “It’s not just getting out; 
what’s important is getting out at 
the right price. And the right time,” 
says Doshi. Last fortnight M&M 
divested its stake from its Ford Jv, 
once a strategic investment, which 
later became a portfolio holding. 
The original call to scale back on 
the JV was taken when the Scorpio 
project needed funds. Doshi should 
be happy because he's succeeded 
in recovered his original invest- 
ment of Rs 135 crore. Here too, the 
timing couldn't be better: Exit Ford, 
enter Renault. 

The acid test for the CFO of a 
conglomerate—don't forget M&M 
has interests in automobiles, tractor, 
auto components, rural financing, 
real estate development and infor- 
mation technology—is when he 
has to allocate funds between com- 
peting businesses. “We usually pro- 
vide the seed capital and let them 
generate the additional capital,” 
says Doshi. But that doesn’t mean 
he’s liberally doling out the dough. 
As a thumb rule, he insists that the 
maximum break-even level should 
be 50 per cent of the capacity 
planned. That way it will have a 
high margin of safety and will be 
able to make money even if the 
actual volume is below target 
(which typically happens when the 
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THE TEAM DOSHI BUILT 
HAVE AN ABLE FINANCE TEAM THAT SUPPORTS ME,” SAYS BHARAT DOSHI. 
| If you think that's an understatement, hear out the senior- 
most of his colleagues, the 54-year-old Uday Y. Phadke, 
Executive vp (Finance, Accounts and Legal Affairs), who joined M&M 
roughly the same time Doshi did. “I have a nice and long working 
experience with Doshi," he says. Clearly, understatements coupled 
with longish designations—Phadke is also responsible for the tax and 
investor relation functions—are pretty common at m&m's finance hot- 
shop. Others in the team include S. Venkatraman, 53, Controller of 
. Accounts, who is responsible for the normal accounting functions 
like budgeting, Mis, Sebi reporting, preparation of annual reports and 
quarterly results. Prabal Banerji, 48, Treasurer, takes care of all the 
treasury. operations like banking, investments and forex transactions. 
S. Durgashankar, Vice President (Corporate Strategy), is in charge 
of M&A activities. V.S. Parthasarathy, 42, Vice President (farm 
equipment sector) and Ajay M. Choksey, 52, vp (automotive sector) 


are the secondary cros for their respective sectors. 


"THE CFO SHOULD NEVER 


BE A NO-MAN” 


BEST CAREER MOVE: “Based on my father’s 
analysis, | decided to join M&M. So | settled 
for the Rs 1,000 offer, letting go of another 


offer for Rs 1,200” 


UNLIKELY TO FORGET: Operation Blue 
Chip, involving major restructuring and 
cost-cutting. “Out of the 6,600 workers 





there, 2,200 availed of the VRS at that time” 
UPBEAT ON: M&M Finance. “It will be playing a strategic role 


in our growth Strategy" 


WISDOM, DOSHI-STYLE: “It’s not just about getting out (of non-core 
businesses), but at the right price and at the right time” 


MOST LIKELY TO BE HEARD SAYING: “There is still scope for improvement” 


industry cycle turns bad). In 
other words, cost competitiveness 
should be such that there is enough 
room even at the lower end of the 
cycle. Each business is accountable 
for its strategy and bottom line, 
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even as it operates within the 
directions and disciplines set by 
the corporate centre. “The unen- 
viable task of maintaining an 
effective balance between control 
and autonomy rests with the CFO. 
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M&M's Phadke: Part of Doshi’s A-team 


Bharat is outstanding in this role,” 
says Mahindra. 

What often goes unnoticed is 
the progress made by subsidiary 
M&M Finance, which has quietly 
grown from 30 to 250 branches 
in the past five years, and which 
boasts a balance sheet size of 
Rs 3,300 crore. “It will be playing 
a strategic role in our growth 
strategy,” says Doshi, who catches 
up on chess, swimming, teaching 
and reading when he’s not dic- 
tating strategy or making criti- 
cal decisions. He avers that “a 
CFO should never be a ‘no’ man 
and must act as a partner with the 
operating management—both 
supportive and productive”. The 
finance chief swears by team 
spirit, and his team members 
swear by him. Doshi leads a “fun 
forum”, an informal quarterly 
meeting of the finance honchos, 
where they discuss anything but 
finance. That should be easy for 
Doshi. He’s the assistant chief 
executive after all. El 
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THE CFO'S 





Well, you'll still catch them in good old pinstripes, but they aren't 
content just counting their bosses’ beans any more. sy PRIYANKA saNGANI 


FROM 
BEANCOUNTER 
TO STRATEGIST 


How the CFO's role has 
changed. 


m He (along with his team) is 
at the forefront of M&A activity, 
often conceiving and 
concluding transactions 
without investment bankers 


m Tighter domestic regulations 
coupled with international 
listings are compelling him 

to focus on transparency and 
stronger disclosure norms 


m He is the bridge between 
the board of directors and 
investors, and often the 
public face of the company 


m He has to raise funds 

(both domestically and 
internationally) and allocate 
capital efficiently to different 
business units, and for various 
business initiatives. Whilst he’s 
at this, he’s got to ensure that 
debt is at manageable levels 


PHOTOGRAPHS BY UMESH GOSWAMI 


ш He's also responsible 
for the company's risk 
mitigation policy 
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WO LARGE LCD MONITORS 
behind his head flash the 
latest stock prices and index 
values. His table is brimming 
with research papers, which 
detail the status of and the prospects 
for the Indian economy and the two- 
wheeler industry, including pro- 
duct launches, market shares and 


technology. Proposals from various 
local governments making a case for 
his company to set up its third manu- 
facturing plant in their respective 
states also adorn the desk. You might 
have guessed the company by now: 
Yes, it’s Hero Honda Motors, India's 
#1 motorcycle company. But whose 
office could this be: If you had to 





PRAVEEN P. KADLE/ Executive Director (Finance & Corporate Affairs)/ Tata Motors 


"The CFO is in the best position to know the strength of the 
organisation. It is up to him to set benchmarks and determine 
the company's unique positioning and strength, or weakness" 


D.D. RATHI/ Whole Time Director and CFO/ Grasim Industries 


“We would tend to attach a lot of emotions to the 
business, but we have to learn to be detached 

if we want to move forward... (yet) we don’t 
hive off or retain businesses for the heck of it” 


choose between CEO, head of mar- 
keting and head of finance, you'd 
more likely opt for either one of 
the first two mentioned. It couldn’t 
be head of finance—after all, his 
task is just to tally numbers, and 
not to take major decisions on plant 
locations or to negotiate with state 
governments, right? 

Wrong. Let the man himself, 
Ravi Sud, Vice President (Finance), 
Hero Honda Motors, dispel any 
antiquated notions you harboured 
about beancounting, scorekeeping 
financial controllers. “We aren’t 
just number crunchers any more; 
the role of the finance head has 
evolved tremendously. I have to 
get involved in every major deci- 
sion the company makes because 
there is a cost issue involved, be it 
marketing or product launches. It is 
my job to advise the company 
about the financial implications of 
decisions,” explains Sud. 


To be sure, the rechristening of 
finance chiefs to the rather officious 
title of CFO isn’t a superficial change. 
If yesterday he was a mere accoun- 
tant or auditor, supporting the deci- 
sion-making CEO, today the CFO is 
the one making the decisions, blue- 
printing strategy, conceiving and 
concluding mergers and acquisi- 
tions (M&As), managing risk, build- 
ing bridges with investors and focus- 
sing on raising cost-effective capital, 
both domestic and international. 
“With relatively less capital compe- 
ting among different businesses, 
the CFO becomes pivotal in ensuring 
that the capital comes to his com- 
pany or bank as the case may be,” 
says N.S. Kannan, CFO and Treasu- 
rer, ICICI Bank. Besides, he also has 
to ensure that resource allocation 
among different business units is 
done profitably so as to ensure opti- 
mal returns for the company. 

“The CFO is in the best position 





RAVI SUD/ Vice President (Finance)/ Hero Honda Motors 


"We aren't just number-crunchers any more... 
| have to get involved in every major decision 
the company makes because there is a cost 
issue involved" 


to know the strength of the organi 
sation. It is up to him to set bench 
marks and determine what is the 
company's unique positioning and 
strength—or weakness—and then 
leverage that. He is the most active 
player in improving the profitability 
of the company," says Praveen P 
Kadle, Executive Director (Finance 
& Corporate Affairs) for Tata 
Motors. Kadle would know. Over 
the last four years, he has been at 
the forefront of the spectacular 
turnaround at Tata Motors, from a 
company saddled with losses of 
Rs 500 crore in 2001 to one that is 
debt free today and has enough 
cash surplus to launch new products 
(cars, trucks and buses). The strategy 
of Kadle and his core team revolved 
around getting Tata Motors back in 
black in the first two years, and 
then growing it over the next three. 
So far, he is bang on target 

At Tata Motors—as at most of 





N.S. KANNAN/ CFO and Treasurer/ ICICI Bank 


“With several of the organisation’s business units 
competing for capital, the role of the CFO becomes 
pivotal in ensuring that capital gets allocated in 
the most optimal manner across business units” 


India Inc. that matters—inorganic 
growth via cross-border M&A has 
also become a mantra. There have 
been two major acquisitions over 
the last 15 months (Daewoo 
Commercial Vehicles Company in 
Korea, and a minority stake in 
Hispano Bus Company, which may 
eventually be converted into a Tata 
Motors subsidiary). In both cases, 
the finance team played a crucial 
role, right from the initial analysis as 
to how the acquisitions would be 
profitable for the company, to the 
due diligence and negotiations. Post 
acquisition too, it’s up to the CFO to 
make sure that the integration 
process passes smoothly, At Gujarat 
Ambuja Cements, ED Anil Singhvi 
was involved in the recent $800- 
million (Rs 3,520-crore) transac- 
tion with Swiss cement giant 
Holcim from start to end, and rem- 
arkably he concluded the deal with- 
out any assistance from investment 
bankers. Small wonder then that 
Singhvi remarks: “The CFO today 
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ANIL SINGHVI/ Executive Director/ Gujarat Ambuja Cements 


has transformed into one who is 
setting the rules of the game.” 
The bottom line of course is 
that all such activity should result in 
value creation, and that goal may 
call for significant amounts of 
restructuring, and divestments. D.D. 
Rathi, Whole Time Director and 
CFO, Grasim Industries, knows what 
he is talking about when he says it's 
up to the finance head to maintain 
cost competitiveness and profita- 
bility. From a diverse conglomerate, 
Grasim today has come to be focus- 
sed on cement and fibre—an exer- 
cise that involved some heavy-duty 
debt restructuring and hiving off 
of unprofitable units. *We tend to 
attach a lot of emotions to the busi- 
ness, but we have to learn to be 
detached if we want to move for- 
ward," advises Rathi. Moving for- 
ward for Rathi also means acquisi- 
tions; he was one of the key Grasim 
personnel at the core of the takeover 
of L&T's cement business, now 
christened UltraTech Cement. Yet, 


"The CFO is now setting the rules of the 
game... (but) though the responsibilities have 
increased, so have the risks. If you cut corners, 
you are more exposed than the CEO" 


the Grasim CFO is acutely aware of 
many head honchos' temptation 
to overdo M&As, perhaps lured by 
the glamour and driven by ego. 
"We don't hive off or retain busines- 
ses just for the heck of it," he says. 
Another word of caution: While 
the CFO is at the forefront of many 
decisions, recent global corporate 
scandals have resulted in the spot- 
light being trained directly on the 
CFO to ensure that information 
released by him is indeed correct. 
Once Clause 49 comes into effect— 
a clause in the listing agreement of 
stock exchanges that lays down 
stringent provisions of corporate 
governance for listed companies— 
the CFO will be required to sign 
the balance sheet along with the 
CEO. “It cuts both ways,” states 
Singhvi. “Though the respon- 
sibilities have increased, so have 
the risks. If you cut corners, you are 
more exposed than the СЕО.” E 
ADDITIONAL REPORTING BY 
KUSHAN MITRA 
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INDIAS BEST The 13 other CFOs 


Sanjiv Bajaj, EXECUTIVE DIRECTOR (FINANCE)/ BAJAJ AUTO 





T ISN'T EASY MANAGING THE FINANCES OF A COMPANY THAT HAS ITS BALANCE SHEET WEIGHED DOWN 

by cash but Sanjiv Bajaj, the 35-year-old Executive Director (Finance) of Bajaj Auto 
is not affected by that at all. “We make sure our operations are run tightly and are not 
affected by this cash," says the MBA from Harvard Business School. Well, there is a lot 
of that (cash), over Rs 5,000 crore at current market prices actually, and it returns a 
mere 9-10 per cent, pulling down Bajaj Auto's Return on Capital Employed (excluding 
cash, this is a rosy 75 per cent) to 20 per cent. The company can redress this by 
returning cash to shareholders; then, as Bajaj points out, much of it will be used up "in 
the next 3-5 years for our expansion in foreign markets". 





Robin Banerjee; executive DIRECTOR (Finance)/ THOMAS COOK (INDIA) 


E INHERITED A CASH-RICH COMPANY, BUT THAT HASN'T STOPPED 48-YEAR-OLD ROBIN 

Banerjee, who signed on as Executive Director (Finance) at Thomas Cook on April 
1, 2004, from trying to do one better. For instance, the chartered accountant is using 
his past experience with a steel company to drive home the necessity of focussing on 
cost of capital, including own funds. “That is why we decided to give the detailed EvA 
(economic value added) analysis this time in our balance sheet,” says Banerjee. 
Then, he has taken several steps to contro! overall costs, improve collections, increase 
returns from treasury operations, even train middle managers on the basis of finance 
by travelling to Thomas Cook's offices across the country. 





Koushik Chatterjee, VICE PRESIDENT (FINANCE)/ TATA STEEL 


FTER A 10-YEAR RESTRUCTURING PROGRAMME (HEADCOUNT REDUCED FROM 77,000 TO 

41,000, and raw-material consumption per saleable tonne from 4.52 tonnes to 
3.08 tonnes), Tata Steel is on the threshold of a major explosion (by increasing capacity 
from 4 million tonnes now to 15 million tonnes by 2010). "The cro's job is to make sure 
that this is profitable growth," says Koushik Chatterjee, the company's 36-year-old Vice 
President (Finance). Chatterjee was also directly involved with the company's acquisition 
of NatSteel, Singapore. And he got Tisco rated two notches above the sovereign rating (for 
local currency borrowings) by S&P. “Tisco is the only company іп the country that can boast 
of a rating two notches above the sovereign ratings," he says. The man belongs here. 
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who made it to the final stage of the Business Today study. 





H.G. GeliS, executive DIRECTOR( FINANCE)/ SIEMENS | 


T ISN'T JUST THIS LISTING THAT IDENTIFIES Н.б. GELIS, THE 46-YEAR-OLD EXECUTIVE DIRECTOR OF 
Siemens as an outperformer. Siemens India ranks first among all Siemens com- { 
panies (there are 190 in all) worldwide, in terms of return on capital employed (ROCE). 
“And we have got an award for that too,” he says proudly. Clearly, Gelis' efforts to 
make everyone in the organisation, including engineers, aware of basic financial 
parameters such as shareholder value and eva have yielded the desired results. 
Significantly, most members of his finance team boast an engineering background. | 
“cFos have to move from the traditional role of financial management to strategic mana- 
Ф gement,” says the man. 








S.G. Joglekar, VICE PRESIDENT (FINANCE)/ BHARAT FORGE 


T HAS BEEN AN ACTIVE FOUR YEARS FOR 48-YEAR-OLD S.G. JOGLEKAR, VICE PRESIDENT (FINANCE), 

Bharat Forge. In 2001, the company's Return On Net Worth was 8.83 per cent; 
in 2004, it was 60.6 per cent. And its net working capital cycle fell from 34.82 days 
to a negative 22.99 days in the same period. “We have focussed on inventory,” is 
all the chartered accountant who has been with Bharat Forge since 1985 will say. 
“Since we export quite a bit, we utilise pre-shipment and post-shipment finance to 
our advantage,” he adds. Another major move was the dollar-isation of the balance 
sheet, a move that should help Bharat Forge beat volatility in the foreign- 
exchange market. ~. 





Praveen Р Kadle, executive DIRECTOR (FINANCE & CORPORATE AFFAIRS)/ TATA MOTORS 


RAVEEN P. KADLE, THE 48-YEAR OLD EXECUTIVE DIRECTOR (FINANCE & CORPORATE AFFAIRS) 
at Tata Motors should get a major share of the credit for turning things around 
at the company. "Our board had taken a long-term (five-year) vision in 2001 to turn 
around the company first (in the first two years) and then to grow fast later (for the 
next three years)," he says, implying that everything he effected—financial 
restructuring, reduction in borrowings, improvements in working capital management— 
was based on this. "We have not just became a debt-free company; but have enough 
cash now," says Kadle, who has also been actively involved in the company's 
global M&A play. r M 





Mehernosh B. Kapadia; senior execurive oirector/ GLAXOSMITHKLINE PHARMACEUTICALS 


N A MARKET THAT HAS NOT ALWAYS BEEN KIND TO MULTINATIONAL PHARMA FIRMS, GSK 

Pharma's operating margins have moved steadily from 13.22 per cent in 2001 to 
28.92 per cent in 2004. How did Mehernosh B. Kapadia, the company’s 50-year-old 
Senior Executive Director, achieve this? First, by redesigning the product portfolio and 
moving to higher-margin products; second, by consolidating manufacturing (the num- 
ber of plants came down to two from nine previously); and finally by integrating six dif- 
ferent entities into one and reducing headcount from 7,500 to 4,100. “For the last three 
to four years, we delivered more than we promised to our investors,” says the chartered 
accountant who has served on the board of the company since 1996. 





PK. Mukherjee, DIRECTOR (FINANCE)/ SESA GOA 


T ARE IMPROVING FAST AT SESA GOA (FOR INSTANCE, RETURN ON CAPITAL EMPLOYED HAS 
rocketed from 11.65 per cent in 2001 to 78.75 per cent in 2004), as indeed they 
have at most steel companies, although 49-year-old P.K. Mukherjee, Director 
(Finance), insists that this isn't just because of the upturn in the steel cycle. "We have 
reduced our cost of debt," says the chartered accountant, adding that Sesa has 
made some improvements on the working capital front. "Our strong hedging mecha- 
nism helped us to make money from our forex transactions as well," says Mukherjee. 
With mining leases not available at will, the ore major is sitting on a huge pile of cash. 
"Now it is a problem of abundance," laughs Mukherjee. 





TV. Mohandas Раі, oirector (FINANCE & ADMINISTRATION) AND CFO/ INFOSYS TECHNOLOGIES 


N MARCH 1999, T.V. MOHANDAS PAI, THE 47-YEAR-OLD CFO OF INFOSYS WAS PART OF THE CORE 

team that worked on the first listing of an Indian company on an American stock 
exchange (NASDAQ). Even before this listing (which resulted in higher transparency), and 
today, six years later, Infosys has always been very clear, and still is, on what it wants 
to be. "Our aim is to be among the best companies and also become the most respected 
company in the world," says Pai. It only follows that Infosys finalises its accounts very 
fast, conducts its annual general meeting at the earliest possible date, and boasts one 
of the most transparent balance sheets in India. Fund managers, brokers and investors 
can't have enough of it. 





$. Rajagopalan, CFO/ MONSANTO INDIA 


ONSANTO INDIA'S GAINS ON THE GROWTH FRONT CAN LARGELY BE ATTRIBUTED TO ITS SEEDS 

business (acquired in 1999). Believe it or not, S. Rajagopalan, the 40-year-old 
cro of the company, has had a role to play in this. As has astute working capital manage- 
ment. “In the seed business, if you don’t manage your inventory, you are dead,” says 
Rajagopalan. So, Monsanto works with the least possible inventory, all the while pursu- 
ing its pricing-for-value (educate farmers on how they can get the most out of a good 
quality product, then encourage him to pay more for it) strategy. Rajagopalan has also 
had to work on the company's collection mechanism (again, critical in the business) and 
1 says that improvements on this front will see “our cash position growing year after year". 
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| safe’ ёсопотіса! 
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As emission norms are getting stricter, Bosch is busy painting the world green. Bosch has pioneered the 
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That’s The power of We-giving you the best of both worlds. So when Mother Nature expresses its gratitude, 
you can feel it around you. 


MICO The power of We BOSCH 











HE CFO OF A CONGLOMERATE (SUCH AS GRASIM) HAS A TOTALLY DIFFERENT WORK PROFILE FROM 

that of a cro of a single-division company. In Grasim's case, each division has a head 
reporting to the board. “My job is to act as a link between the board and operational 
management,” says D.D. Rathi, the 58-year-old cro of Grasim. It isn’t that Rathi, a char- 
tered accountant (he was one before he turned 21) doesn’t deal with matters financial. 
Over the past six years (he was with Indian Rayon before that), he has focussed on 
financial and debt restructuring, and been involved in the company's acquisition of L&T's 
cement division. That leaves little time for anything else, and Rathi likes it that way. "I 
am a workaholic and work is my hobby,” he laughs. 


Ravi Sud, VICE PRESIDENT (FINANCE)/ HERO HONDA MOTORS 


HE THING ABOUT RAVI SUD, THE 50-YEAR-OLD VICE PRESIDENT (FINANCE) OF HERO HONDA 

Motors is that he is a manager in a domain filled with accountants. That could 
explain how the им Ahmedabad alum increased the company's Return On Net 
Worth from an already-high 47.52 per cent three years ago to 61.44 per cent today. 
Sud effected this by getting tough with costs and reducing the working capital cycle 
(it is now negative), and keeping shareholder funds low by issuing liberal divi- 
dends. “We follow the dividend theory in spirit and when we have excess money we 
return it to its real owners (investors)," he says. 





К. Vaidyanatly executive oirectory тс 
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HE 55-YEAR-OLD K. VAIDYANATH, EXECUTIVE DIRECTOR, ITC ISN'T JUST A CFO; HE IS A SUPER CFO. 

Reason? irc is a conglomerate with 12 businesses (across fast moving consumer 
goods, hotels, paper, paperboards and packaging, and agri-business) and each of these 
has its own cro. "The Divisional cros have a direct reporting line to the respective 
Divisional ceos and a dotted line reporting to me,” says Vaidyanath, an MBA from XLRI, 
Jamshedpur, who has been with irc for the past 28 years. There's more: At тс, the IT 
function is led by the cro (that is something; irc, you see, has an extensive virtual pri- 
vate network connecting almost 400 locations and supporting shared services through 
integrated data centres). "This structure enables the company to carry finance and tech- 
nology as a common theme across businesses," says Vaidyanath. E 
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HOW WE DID 





N LATE 2004, WHEN BUSINESS TODAY DECIDED TO 
undertake a study to identify India’s best Chief 
Financial Officers (CFOs) and then, the best 
Chief Financial Officer, it faced the challenge 
of marrying the objective and the subjective, the 
tangible and the intangible, and the purely numeri- 
cal with the largely perceptual. That is because only 
a part of a CFO’s job is about numbers; the ultimate 
responsibility for issues such as governance, trans- 
parency, and adherence to accounting standards 
may lie with the board, but the buck invariably 
stops with the cro. Then, there is the role the CFO 
plays in structuring complex acquisitions. To address 
all these issues, Business Today decided to follow a 
three-stage process to identify India’s best CFOs. 


Sample and time period 

We started with companies common to BSE 500 
and NSE 500. To ensure that some CFOs, and com- 
panies, did not gain entry into subsequent stages 
of the survey on the strength of a recent turnaround 
in their industry, we decided to consider long-term 
(three-year trends) financial performance. That 
meant that we could only evaluate companies for 
which data for the four most recent years was avai- 
lable. And because it is difficult to separate the role 
of the CEO from that of the CFO in the financial sec- 
tor, we decided to exclude all banking and financial 
services firms from the exercise. The corrected uni- 
verse numbered 339 companies. 


Stage |. Data Analysis 
To ensure that CFOs across sectors can be compared, 
we decided to focus on four significant areas. 


Long Term Capital Management 

A CFO's main responsibility is to generate return on 
capital (measured by Return on Capital Employed, 
ROCE, and Return on Net Worth, RONW). He or 


The method behind Business 
Today's Best CFOs study. 


THE FINALISTS 


E SANJIV BAJAJ 
Executive Director (Finance), Bajaj Auto 


E ROBIN BANERJEE 
Executive Director (Finance), Thomas Cook (India) 


E KOUSHIK CHATTERJEE 
Vice President (Finance), Tata Steel 


E BHARAT DOSHI 
Executive Director (Finance & Corporate Affairs), Mahindra & Mahindra 


I H.G. GELIS 
Executive Director (Finance), Siemens 


IB S.G. JOGLEKAR 
Vice President (Finance), Bharat Forge 


E PRAVEEN P. KADLE 
Executive Director (Finance & Corporate Affairs), Tata Motors 


E MEHERNOSH B. KAPADIA 
Senior Executive Director, GlaxoSmithKline Pharmaceuticals 


W P.K. MUKHERJEE, 
Director (Finance), Sesa Goa 


W T.V. MOHANDAS PAI 
Director (Finance & Administration) and CFO, Infosys Technologies 


E S. RAJAGOPALAN 
CFO, Monsanto India 


Bi D.D. RATHI 
Whole Time Director & CFO, Grasim Industries 


W RAVI SUD 
Vice President (Finance), Hero Honda Motors 


ик. VAIDYANATH 
Executive Director, ITC 


she should also be able to show consistent impro- 
vements on both parameters. The survey consid- 
ered the latest year's ROCE and RONW as well as 
improvements on each over the past three years. 


000 companies; three stages; 14 finalists 
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The adventures of yellow. 

The artist mixed a very particular yellow: the colour of 
the sun, of happiness, of madness. Time dulled it 
down. The National Gallery uses HP digital imaging 
technology and large-format prints to examine the 
painting and guide conservation work—to ensure van 
Gogh's yellow lives on, to mean whatever you 


national ga | lery, london у think it means. www.hp.com/in/plus_nationalgallery 





= everything is possible 





©2005 Hewlett-Packard Development Company, L.P © The National Gallery, London 


UMESH GOSWAMI 





Working Capital Management 

A cro should be able to keep inventories under 
check and extract more from creditors than he 
or she concedes to debtors. The net working capi- 
tal cycle effectively captures this. Again, the survey 
considered the latest year’s net working capital 
cycle as well as improvements over the past three 
years. In cases where this parameter is not relevant 
(it isn’t, for instance, for software firms), it was not 
considered, and weightages of the other parameters 
were increased. 





The panel for the Best CFOs study: (Left to right) Motilal Oswal, Chairman and 
Managing Director, Motilal Oswal Securities; Nilesh Shah, ClO, ICICI Prudential; 
and Shitin Desai, Executive Vice Chairman, DSP Merrill Lynch 


Cost Reduction 

CFOs also advise the top management on efforts that 
could reduce overall cost, thereby improving the 
margins (especially at the operating profit level). 
The survey considers the latest operating profit mar- 
gin and improvements over the past three years. 


Accounting Efficiency and Transparency 
This is an important role of the CFO and one proxy 
for this is the speed at which companies finalise 
their accounts and conduct the annual general meet- 
ing. Again, the survey considers the past three years. 
To ensure that the 50 cros shortlisted for Stage II 
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1005 


are worthy of promotion to that stage, we imposed 
two sanity checks. First, all 50 must work for com- 
panies that have a positive bottom line. Second, the 
companies must have posted an increase, in both top 
line and bottom line, over the past three years. CFOs 
working for companies that did not satisfy either cri- 
teria were dropped (due exception was made for 
cases relating to de-mergers, or sales of divisions). 


Stage 11. Market Survey 
In stage II, Business Today appointed research firm 
Synovate to survey three 
classes of investors across 
the country on issues rela- 
ted to the companies the 
50 cFos work for. The 
three were: fund managers, 
brokers and retail investors. 
Questionnaires for each tar- 
get group were different 
and issues such as investor 
friendliness, transparency, 
speed of addressing grie- 
vances and quality of mana- 
gement were covered. 
Companies were assi- 
gned an indexed score bet- 
ween 1 and 5 depending 
on their performance (5 is 
the maximum score possi- 
ble). The average scores on 
each parameter were assi- 
gned weightages while cal- 
culating the overall score 
under each target group. 
As the very purpose of 
this survey is to identify 
excellence, we eliminated 
companies that scored 
below the average in any one of the three categories. 
14 companies, and 14 CFOs made the cut. 


Stage 111. Panel Discussion 

A panel comprising Shitin Desai, Executive Vice 
Chairman, psP Merrill Lynch, Motilal Oswal, 
Chairman & Managing Director, Motilal Oswal 
Securities, and Nilesh Shah, cio, ICICI Prudential, 
met in Mumbai to go through the merits of the 14 
CFOs who had made it to the final stage and identify 
a winner. The panel considered both objective and 
subjective criteria before identifying M&M's Bharat 
Doshi as India's Best СРО. Ell 
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Manufacturing’s Next 


Export Wave 





A new CII-McKinsey study talks of $300 billion, or Rs 13,20,000 crore, potential in 
manufactured exports by 2015. What are these sectors and just where do they stand today? 
A reality check. By ROSHNI JAYAKAR 


house in another 10 years? At 

the moment, it sounds like just 
what it is: a flight of fancy of some 
management consultants. With 
manufactured exports of just $40 
billion (Rs 1,76,000 crore), India has 
a measly 0.8 per cent share of world 
trade. China, the 800-pound gorilla 
of world trade, has a lion’s share in 
a range of export items. Toys, 
footwear and jewellery are some 
industries where the Asian dragon 
made use of its low labour costs 
and huge manufacturing capacities 
to emerge as the preferred sourcing 
base in Round I of offshoring. More 
importantly, infrastructure such as 


|: A MANUFACTURING POWER- 


Electricals & Electronics 
$12 EXPORTS (BILLION) | 





POTENTIAL EXPORTS" (BILLION) 
$15-18 __ | 
GLOBAL SHARE" | 


25-3% 


STRENGTHS 
| Design and engineering skills, 
and vendor base 


WEAKNESSES 
Lack of scale and low domestic 
demand 


*By 2015 
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power and transportation is woe- 
fully inadequate in India. Add a 
corrupt bureaucracy, and the cost of 
doing business in India is too high to 
be globally competitive. 

That said, the cll-McKinsey blue 
sky visioning might not be all that 
fantastic. For one, as the Firm makes 
it clear in its 84-page report, the 
$300-billion (Rs 13,20,000-crore) 
manufactured export figure is not a 
projection. Rather, it’s an estimate of 
the potential, which will be realised 
provided a number of things fall 
into place. Neither is it betting on 
the existing crop of exporters in 
labour-intensive industries like toys 
and footwear catching up with 
China. Instead, its hopes are pinned 
on growth accelerating in a crop 
of skill-intensive industries such as 
auto components, electrical and 
electronic products, and speciality 
chemicals, Interestingly enough, the 
consulting firm does think that the 
dismantling of export quotas in 
apparel and textiles (which are rela- 
tively less skill-intensive than the 
other three) will help India’s case. 

What will turn the tide in India’s 
favour? McKinsey points to a variety 
of factors. One, buyers around the 


world are looking for an alterna- 
tive to China, not just to derisk sour- 
cing, but also to drive bargains har- 
der. Two, since the 90s, large Indian 
manufacturers have spent a consi- 
derable amount of money and time 
getting their act together. Three, 
foreign manufacturers have steadily 
scaled up production in the country, 
and in the process have brought in 
their own best practices that have 
spread across their local vendors. 
Finally, and perhaps most impor- 
tantly, price pressures on manufac- 
turers in developed markets con- 
tinue to grow. Therefore, they have 
no choice but to offshore production 
to the most cost effective locations. 
Says Shirish Sankhe, Partner, 
McKinsey: “Where гт offshoring 
was in the late 80s and early 90s, 
manufacturing offshoring is now.” 

Perhaps, but the industries aren’t 
comparable. irr does not have a 
complex supply chain like manu- 
facturing does, and hence is rela- 
tively unaffected by infrastructure 
bottlenecks. Therefore, if the in- 
flexion has to happen in manufac- 
tured exports, the government must 
first address the hurdles in the way. 
For example, the report points out, 
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STRENGTHS 
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and design skills 

WEAKNESSES 

Lack of scale and operational 
expertise 


“By 2015 





the government must remove trade 
barriers, lower indirect taxes, up- 
grade ports, accelerate power re- 
forms, encourage the creation of 
manufacturing clusters and accel- 
erate skill development. And a good 
time to start doing that would be 
now. Says Jamshyd Godrej, 
Chairman of Godrej & Boyce and 
ci’s Competitiveness Council: “If 
the real demand from overseas does 
come, then the problem will be the 
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Toyota Kirloskar’s Toyoshima: 
t In ndor 


absence of scale.” 

Happily for India, though, a 
handful of companies—Indian and 
foreign—has taken the lead to leve- 
rage India’s strengths and address its 
weaknesses. Here’s a detailed look 
at how things are shaping up in the 
four sectors (electricals and elec- 
tronics, auto components, speciality 
chemicals, and apparel) identified by 
McKinsey as the drivers of the next 
wave of manufactured exports. 


Auto Components: Potent Mix 
of Low Cost and Skills 

With exports of $1.1 billion (Rs 
4,840 crore), the Indian auto com- 
ponents industry today is a virtual 
non-entity globally. Yet, there are 
indications that things could soon 
change dramatically. Lured by engi- 
neering and continuous improve- 
ment of skills, and not just low costs, 
component manufacturing is moving 
to India. That’s happening via two 
routes. One, big Indian tier-I sup- 
pliers are acquiring beachheads in 
key markets. Bharat Forge, Sundram 
Fasteners and Sona Koyo Steering 
are some of the vendors who've 
adopted that route. Two, global 
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Engineering and continuous 
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vehicle manufacturers and vendors 
are developing their India opera- 
tions as a supply base for plants and 
customers elsewhere in the world. 
Toyota, Ford’s Visteon and General 
Motors’ Delphi count among those. 

No matter what the strategy, 
the fact is cars around the world 
will sport an increasing number 
of made-in-India parts. Chennai- 
based Fasteners’ acquisition of the 





precision forgings business of Dana 
Spicer Europe in the UK gives it acc- 
ess to big customers like MAN and 
Scania, while its newly set up plant 
in China for high tensile fasteners 
puts the Rs 689-crore company 
smack in the middle of a fast gro- 
wing market. Says Sampathkumar 
Moorthy, the company's President: 
"The idea is to either acquire or 
move back-end manufacturing to 
India and expand customer base." 

Similar logic is at work at Bharat 
Forge, the world's second-largest 
forgings company, and the Sona 
Group, which late last year acquired 
a 21 per cent stake in Fuji Autotech 
of France and will supply steering 
parts to it. Another Chennai-based 
vendor, Rane TRW Steering Systems, 
has adopted a slightly different tack. 
Apart from supplying to interna- 
tional customers, it contract manu- 
factures in collaboration with other 
higher tier suppliers. For example, 
Rane supplies some sub-systems of 
the steering system to TRW, which 
later assembles them for supply to 
Chrysler. Says L. Ganesh, Vice 
Chairman, Rane Group: “Indian 
companies could look to setting 
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When you make a living selling fruits and vegetables from a small stall, owning a home usually 
seems like a dream too far: But the hope just doesn't go away. 
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up dedicated production lines for 
their collaborators.” 

But the biggest compliment to 
India’s competitive advantage in 
auto components comes from 
Toyota Motors, In a majority- 
owned joint venture (90:10) with 
the Kirloskars, it has set up a 100 
per cent export-oriented unit (EOU) 
to make transmission—arguably the 
most complicated part that goes 
into a vehicle. The Rs 500-crore 
venture will produce 1.6 lakh units 
and export to more than 100 coun- 
tries. Says Atsushi Toyoshima, 
Managing Director, Toyota 
Kirloskar Motors: “Our vendors 
have achieved quality, cost and deli- 
very targets, and are now compa- 
rable with their Asian counterparts.” 


Apparel: Integrated Play 

Think apparel, and China is what 
comes to mind. Understandably so. 
It lords over a fifth of the $200- 
billion (Rs 8,80,000-crore) world 
trade in apparel. India, in contrast, 
has a 3 per cent share with revenues 
of $3 billion (Rs 13,200 crore). 
Now, with the quota regime getting 
dismantled starting this year, India 
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is likely to emerge as a major bene- 
ficiary. To seize the opportunity, 
the McKinsey report says, Indian 
exporters will have to choose bet- 
ween operational excellence, and 
design and innovation. Alterna- 
tively, some players may choose to 
become aggregators or buying 
agents, while small players could 
remain contract manufacturers. 
Irrespective of the strategy, 
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leading exporters are expanding 
capacities and focussing on design 
development. For instance, 
Gokaldas Exports, which supplies to 
Nike, GAP and Tommy Hilfiger, 
among others, plans to spend 
Rs 90 crore in expanding capacities 
either on its own or by acquiring 
smaller manufacturers that have a 
well-settled apparel line. 

Ditto Welspun, which is dou- 
bling its terry towel capacity to 
23,200 metric tonnes per annum 
(MTPA) and increasing its (bed) sheet- 
ing capacity to 100,000 metres per 
day at a cost of Rs 575 crore. Says 
Dinesh Hinduja, Executive Director 
of Gokaldas, India's largest apparel 
exporter: "We are gearing up to 
cater to a surge in demand following 
the dismantling of quotas." Adds 
B.K. Goenka, Vice Chairman and 
Managing Director, Welspun: *The 
entry of more players, reduction in 
export incentives and a strong rupee 
make (exports) challenging." 


Electrical and Electronic 

Products: Engineering Edge 
As the McKinsey report points out, 
it is popularly believed that with 


Ta Organo 7 

Тага: Cashing in on 

&D and low-cost play 
в, 


ISVS IWOHS 


76% FASTER 


BECAUSE WERE 
100% COMMITTED 


TO BUILDING 
BUSINESS SYSTEMS. 


(NOT CUTE MP3 PLAYERS, PRINTERS, AND CAMERAS) 


SUN FIRE" SERVERS WITH AMD OPTERON™ PROCESSORS. 
UP TO 76% FASTER' THAN THE COMPETITION 


Sun delivers extreme performance at an unbeatable price. Choose the 2-way Sun Fire™ V20z server 
or the 4-way Sun Fire V40z server, and you'll get the advanced power and flexibility of the AMD 
Opteron™ 800 or 200 series processor, plus the ability to run your choice of operating systems, 
including Solaris™ OS and Red Hat Linux, in either 32-bit or 64-bit mode. Add world-class Sun 
service and support, and you have the competition-crushing server solution your business demands. 
Learn more at sun.com/amd 


microsystems 
The Network is the Computer» 


Get trained on Sun technologies now - register at 
http://www.sesfocus.com/javalearning/in/ 
or send an email to anuja.jacob@sun.com Un. 


SALES OFFICE: SUN MICROSYSTEMS INDIA PVT. LTD., 6TH FLOOR, PRESTIGE OBELISK, 3 KASTURBA ROAD, BANGALORE 560 001, INDIA. TEL: (91) 80 5693 0600, FAX: (91) 80 5693 0655 
REGD. OFFICE: 6TH FLOOR, DIVYASHREE CHAMBERS, OFF LANGFORD ROAD, BANGALORE 560 027, INDIA. TEL: (81) 80 2229 8989, FAX- (81) 80 2223 1794 


©2005 SUN MICROSYSTEMS. INC. RESERVED. SUN, SUN MICROSYSTEMS. THE SUN LOGO, AA. THE JAVA LOGO AND THE NETWORK I$ THE COMPUTER TAGLINE ARE TRADEMARKS OR REGISTERED TRADEMARKS OF 
WICROSTSTEMS, INC IN THE UNTED STATES AND OMEA COUNTIES AMO, THE AMD ARROW LOGO, AMD OPTERON AND COMIMMATIONS THEREOF. ARE TRADEMARKS OF ADVANCED MICRO DEVICES. IN: 

compareon presented above іа based on the IBM eSornver conca 365 (44 3 © a SP 
12390904 SPEC and tha benchmark name SPECwebo9. SSL are regatermd tradu: 





DG OW ar Ng ¥ 


bt manufacturing 


just $1.2 billion (Rs 5,280 crore) 
in electrical and electronic exports, 
India is a poor also-ran to Taiwan 
and China, which boast of exports 
in excess of $50 billion (Rs 2,20,000 
crore) each. “This need not be so,” 
says the report. "Despite a late start, 
India can leverage its advantages in 
custom-made and non-electronic 
segments to capture $15-18 billion 
(Rs 66,000-79,200 crore) a year in 
exports by 2015." How? By making 
the most of its low-cost labour, 
highly developed engineering capa- 
bilities and high quality vendors. 

Already, several MNCs are 
increasingly manufacturing and 
sourcing from India. Swedish power 
and automation giant ABB has desig- 
nated two plants in India as its glo- 
bal factories. The one in Vadodara 
makes high voltage circuit breakers 
and the other in Nashik, medium 
range outdoor circuit breakers. ABB 
refers to operations like India not as 
low-cost, but as high-productivity 
countries. For good reason. ABB’s 
India facility was the first to manu- 
facture outdoor circuit breakers 
with local talent, and cut costs and 
delivery period by half in the 
process. Says Ravi Uppal, head of 
ABB India: “India’s intrinsic strengths 
and competitiveness include a high 
level of technical competence and 
domain expertise.” 

Tecumseh, a global compressor 
giant, Moser Baer (a home-grown 
optical media powerhouse with 18 
per cent share globally) and 
Celetronix are some others who 
have beat the odds to become 
world-class producers out of India. 
What worked for these companies? 
As the report points out, smart 
choice of segments. They operate in 
custom-based and non-electronic 
segments. Celetronix, for example, 
designs and manufactures power 
assemblies for leading computer 
hardware brands, including Apple. 
Explains Sandeep Tandon, Director, 
Celetronix, which logged Rs 850 
crore in exports last year: “As a 
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“Where IT offshoring was 
in the late 80s and early 
90s, manufacturing 
offshoring is now” 

Shirish Sankhe/ Partner/ McKinsey 


group, we have focussed on pro- 
ducts that are on the leading edge 
of technology, but require subs- 
tantial human interaction for design 
and manufacture.” 


Speciality Chemicals: 
Superlative Process Skills 
So far, big manufacturers and buyers 
of chemicals have resisted off- 
shoring—at least in any significant 
way—to low cost countries like 
India. But with profits coming under 
pressure, the trend has started. 
Rohm & Haas set up a $300-mil- 
lion (Rs 1,320-crore) plant in China 
in 2002, and a much smaller $20 
million (Rs 88-crore) facility in 
Taloja (Maharashtra) for adhesives 
and coatings. It is a sourcing hub for 
Asia. Germany’s third-largest chemi- 
cals manufacturer, Degussa, has 
plants in India for fumed silica and 
construction chemicals. 

If the country has to make fur- 
ther inroads into a market domi- 
nated by China, the report says, it 


needs to become either a low-cost 
producer or applications developer. 
Surprisingly, a few companies have 
already made significant progress 
as applications developers. A promi- 
nent case: Micro Inks, one of the 
lowest-cost producers in Asia and 
the 11th largest ink marketer in the 
US, grew to Rs 930 crore in revenues 
at last count by investing in research 
and development. With the result, it 
has developed proprietary products 
and integrated backwards into most 
raw materials. Says Anjum Bilakhia, 
the company’s CEO: “Ink consti- 
tutes just 5 to 7 per cent of a total 
printer’s cost, hence it is quality 
and not cost that drives the pro- 
curement decision.” 

The ability to manufacture at 
20 to 30 per cent lower costs while 
adhering to exact specifications is 
what sets low-cost producers apart. 
Ask Jubilant Organosys. By develo- 
ping low-cost, non-patent-infringing 
processes and manufacturing its 
own raw materials, Jubilant has 
become the world’s #2 manufac- 
turer of chemical pyridine (used in 
medical drugs) and its derivatives, 
with a capacity of 24,000 TPA (by 
May this year). In the next two to 
three years, Jubilant hopes to 
become the #1 manufacturer. Says 
Shyam Bhartia, the Rs 947-crore 
company’s Chairman & Managing 
Director: “R&D has been one of our 
key enablers. Last year, for example, 
we filed for 16 new patents.” 

Will India touch the magical fig- 
ure of $300 billion by 2015? Highly 
unlikely. The hurdles that stand in 
the way of an export take-off are 
many and severe. Even if the gover- 
nment started addressing them start- 
ing now, it will be several years be- 
fore its impact is felt on exports. But 
getting started is important. Let’s 
hope the promise of $300 billion in 
earnings is incentive enough. BJ 
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GRAPHICS BY PINAKI PAUL 


YET ANOTHER 
MAKEOVER 





A new office, contemporary logo and high-profile CEO are all in place. But all of Subhash 
Chandra's formidable business acumen will be tested as he plans to take on Star India and The Times 
of India simultaneously. Has Chandra bitten off more than he can chew? BY ABIR PAL 


@ Changes at the top with 
Pradeep Guha coming in 
as CEO and hiring a crack 
A-team 


@ New programming with a 


balance of more-of-the-same 
and niche-specific software 


@ Emphasis on regional 
language channels, especially 
in the south, to attract 
advertising 

© Continuing efforts in areas 
such as lotteries and Direct 





To Home (DTH) television 


@ On the print front, with 
ally Dainik Bhaskar, taking on 
The Times of India in Mumbai 


NSCONCED IN HIS FIRST- 

floor office in Continental 

Building in Mumbai’s Worli, 

an office he moved into just a 

year ago, Subhash Chandra is 

a picture of composure. In starched 
white collarless shirt, black trousers, 
trademark white tuft neatly brushed 
back, he’s reclining in an oversized 
leather chair and gazing intently at a 
plasma screen mounted next to his desk. 
The large leather-topped desk is excep- 
tionally tidy, apart from five compli- 
cated looking remotes, all neatly lined up. 
It has been three days since Zee un- 
veiled its new network logo at the Zee 
Cine Awards ceremony in London, the 
first salvo in a three-year campaign to 
make Zee Telefilms #1. Or rather, as 
the Chairman of the Essel Group sees it, 
making its flagship channel Zee, the 


#3 In The One That Counts... 


Zee's flagshi 








p channel lags behind Star Plus and Sony in the Hindi mass entertainment category. 








market leader. “We're already on top as 
far as profits amongst all the media 
companies go,” says Chandra, ever the 
contrarian. Zee may be third in line, 
behind Rupert Murdoch's Star Tv and 
Sony Entertainment Channel but 
Chandra sees no reason why, three 
years down the line, Zee should not be 
able to corner half the profits of the 
total media and entertainment market 
(estimated currently at Rs 2,500 crore) 
and a 35 per cent market share. What 
about the indifferent response to its 
shows with TVRs (television viewership 
ratings) of even its top shows (see Way 
Behind) lagging far behind the two mar- 
ket leaders? “Sure, there are certain 
gaps in our sales and marketing efforts, 
but those are now being addressed,” 
asserts Chandra confidently. 

Part of this ebullience might spring 





TVR TR TR TVR TVR TVR 
13% 15% 9 419 
Star Plus 174 0.04 ЕТС Punjab Zee Music 0.05 042 M Zee A 0.55 
13% e. 
0.04 ETC 





, 5% 
19% Sahare One 0.17 0.01 B4U Music | | 
. | 
LEM 21% | | 33% 
"Entertainment TV | SABTV 007 0:06 ChannelV | | му 01 
Target Group: C&S 4 yrs+ Target Group: C&S 15-24 yrs + 
Figures in per cent are market shares TVR: Television viewership ratings Markets: Hindi-speaking market 








74 BUSINESS TODAY APRIL 24 2005 





27 
0.35 Star e 


Target Group: C&S 4 yrs+ 
Period: Jan. 30 to Feb. 26, 2005 


Source: TAM Media Research 





See =e س‎ 


=з CARI TA ORO DA Om T 


ч» ~ 


Zee's Chandra: He is plotting yet another makeover and readying to battle The Times of India 


from the recent appointment of 
seasoned marketer Pradeep Guha as 
Zee Telefilm’s CEO. Since he came 
aboard earlier this year, Guha has 
already persuaded two highly- 
regarded marketing professionals, 
Joy Chakravarty from Star Tv’s Ad 
Sales and Suresh Balakrishnan from 
the Hindustan Times, to sign on. 
Comments Guha—widely regarded 
as being the brain behind making 
Bennett, Coleman & Co. (BCCL) the 
marketing success it is today— on 
the brief he’s been entrusted with: 
“To strengthen Zee Network and 
enable it to lead news and enter- 
tainment into new and hitherto 
uncharted horizons.” 

Guha and his team are the key 
to Chandra’s pet project, probably 
one of the most challenging the 
rice-trader-turned-media-mogul has 
ever embarked on: taking on the 
formidable The Times of India 
head-on, that too in its home turf, 
Mumbai. Zee, in collaboration with 
the Dainik Bhaskar Group, plans 
to launch a national newspaper 
based in the city. 

"We're gearing up to take on 
the market leader," states Chandra, 
who, along with the Dainik Bhaskar 
Group is pumping in between 


Rs 800 crore and Rs 1,000 crore 
into the venture. The project, barely 
in its research phase, has already 
run into controversy. Zee, which 
has set aside Rs 25 crore for the 
launch, is accusing BCCL of plagia- 
rising its teaser campaign for its 
publication, Mabarasbtra Times. 


Vox Populi 

Television, clearly, is where the big 
bucks are. A recent report by the 
Confederation of Indian Industry 


..And #4 In Hindi News 


Aaj Tak leads the way in the Hindi News 
Channels category. 


TVR TVR 


0, 0 
014 2a 2 018 


£ 







0 0 
0 o 

0.04 India | Star News 0.11 
5% 
16% Sahara Samay 

0.01 Zee News National 0.08 


Figures in per cent are market shares 
TVR: Television viewership ratings Period: Jan. 30 to Feb. 26, 05 
Market: Hindi-speaking market 


Target Group: C&S 15 yrs + Source: TAM Media Research 


(Сп), an industry lobby, and audit 
firm KPMG values the television 
industry at Rs 13,900 crore and 
expects it to touch Rs 37,100 crore 
by 2010 as additional distribution 
platforms proliferate and offerings 
in niche genres grow. The question 
everyone’s asking is how does Zee’s 
flagship mass-entertainment channe 
plan to revive its lacklustre prime- 
time slot. The perception amongst 
most media planners is that Zee is a 
cost-effective “support” channel 
“It’s definitely number three, though 
it still figures on most media plans, 
if you want to reach a wider audi 
ence base, especially upcountry,” 
says Mona Jain, Vice President 
(Media) of Delhi-based Cheil 
Communications. Zee realises the 
necessity of reviving its prime-time 
slot if it wants to be taken seriously 
by audiences and advertisers alike. 

Guha, reluctant to disclose the 
strategic marketing plan being 
worked out, retorts with a cryptic, 
“It’s too early for me to discuss this 
in detail.” Zee Tv, launched in 1992, 
has faithfully stuck to its mass-gene- 
ral-entertainment positioning. That 
will continue, says Abhijit Saxena, 
the channel’s President, but there 
will be efforts to target niches such 


bt media 


as women, children, and the like. 
“The staple diet will continue to 
be soaps and movies, with new for- 
mats like game and reality shows 
adding the spice,” says Saxena, who 
looks much younger than his 36 
years. Zee, he adds, will continue 
with its practice of outsourcing 90 
per cent of its programming, con- 
sidering that this helps keep a tight 
check on costs. As if to emphasise 
that this practice no way affects qua- 
lity or the creative process, Saxena 


WAY BEHIND 


reels off a long list of new innovative 
programmes in the pipeline. 
Business Baazigar, with its tagline 
of “ideas lao paise le jao” (come 
with ideas and walk away with 
money) is being positioned as a rea- 
lity show about creating entrepre- 
neurs; evergreen singalongs 
Antakshari and Sa Re Ga Ma Pa are 
being repackaged; and new frothy 
soaps like Sindoor and Sarkar are in 
the works. Films shall also be a key 
differentiator with Zee having 


Zee's top shows are way behind the top 10 television shows. 


Top 10 programmes on Hindi Mass Entertainment Channels 


Channel Programme Dur Genre TVR 
{min.} 
Star Plus KYUNKI SAAS ВНІ KABHI... 32 Serials 17.3 
Star Plus KAHAANI GHAR GHAR KI 31 Serials 15.77 
Star Plus KASAUTII ZINDAGII KAY 31 Serials 15.61 
Star Plus SAARA AKAASH 31 Serials 11.87 
Sony Entertainment ТУ INDIAN IDOL 7] Talent Search 1149 
Star Plus KKAVYANJALI 32 Serials 1143 
Star Plus KAHIIN TO HOGA 31 Serials 11.3 
Star Plus DES MEIN NIKLA HOGA CHAND 31 Serials 10.77 
Star Plus KEHTA HAI DIL 31 Serials 10.77 
Star Plus SANJIVANI 31 Serials 9.04 


Source: TAM Media Research 
Markets: Hindi Speaking Markets 





ZEE's Shows 


March 13-19, 2005 
Astitva 

Kareena Kareena 
Tumhari Disha 

Sa Re Ga Ma Pa 


Antakshari 
Source: Zee TV 
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TVR: Television viewership ratings 


Period: Jan, 30 to Feb. 26, 2005 





March 6-12, 2005 TVR 
Astitva 1.16 
Kareena Kareena 0:94 
Tumhari Disha 1.27 
Sa Re Ga Ma Pa 1,72 
Antakshari 14 


TVR: Television viewership ratings 


commissioned 52 feature films by 
multiplex-directors such as Sudhir 
Mishra, Kundan Shah and Saurav 
Shukla. “Regular innovations from 
our side and catering purely to the 
viewers’ taste help in maintaining, 
the channel’s popularity,” says Bharat 
Ranga, Business Head, Zee Cinema. 


A Long Way Ahead 
Perceptions are hard to change 
overnight. Especially when they are 
based on the fact that this isn’t Zee’s 
first attempt at a makeover (its last 
big one, soon after advertising 
industry veteran Sandeep Goyal 
took charge as CEO in May, 2001— 
the man quit in October 2002— 
saw it launch 20 new programmes). 
Loyalty to the Star platform is still 
very high, thanks to the *fat and 
rich" programming the channel has 
created in the critical 1-3 p.m. and 
9-11:30 p.m. slots. And ironically, 
even when Zee gets the formula 
right, as with Astitva Ek Prem 
Kahani—the story of Dr. Simran, 
a woman of substance that has come 
in for consistent praise from media 
planners and audiences alike—it 
does not manage to quite achieve the 
same television ratings as any of 
Star's shows. Evidently, the channel 
needs more winners to keep audi- 
ences interested. “Good viewer 
pullers that keep the fickle Tv 
watcher hooked,” is the prescrip- 
tion from Meenakshi Bhalla, Vice 
President, O&M. 

All this has an impact on adver- 
tising. Ad revenues—which make up 
half of Zee Telefilms’ total reve- 
nues—grew only marginally from 
Rs 626.5 crore in 2003 to Rs 635.5 
crore in 2004. In contrast, two- 
thirds of Star India’s revenues come 
from ads, and this component is 
growing at over 25 per cent a year. 
This, despite Zee’s rates being 
among the lowest. Effective rates 
for a 10-second ad on the prime- 
time television slot are between 
Rs 12,000 to Rs 15,000 for Sony, 
Rs 5,500 to Rs 6,500 for Zee and 
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In The Same Place 
Zee's numbers have not changed much since 2004. 


Operating 
profit 


Net 
profit 


All figures in Rs crore mol mo? 


Rs 1,40,000 to Rs 1,60,000 for 
Star Plus according to Ranajit Ghosh, 
Group Manager, Madison Media. 
Zee's response is a marketing 
blitzkrieg currently on the anvil. *We 
have already put a team for network 
sales in place with clear-cut sales 
objectives. This should help put our 
growth curve in line with that of the 
industry's," promises Guha. 

A lot of this growth will come 
from regional channels. Currently 
accounting for 38 per cent of all 
TV viewership and second only to 
general entertainment, this genre 
is expected to notch high double- 
digit rates, primarily due to the 
direct connect this platform has 
with local and regional advertisers. 
Zee already has five regional lan- 
guage channels and two more will 
be launched in the next few months. 
Two of these are targeted at the 
southern market. Star has only one, 
Star Vijay in Tamil, but CEO Peter 
Mukerjea insists that ^we have a 
view on other south Indian lan- 
guage channels that I am not in a 
position to discuss". 

Direct To Home (DTH) is ano- 
ther area where Zee will lock horns 
with Star. While the Star Tv-Tata 
combine is awaiting final clearances 
for its DTH foray dubbed Space Tv, 
Zee claims to have over 200,000 
subscribers for its Dish Tv offering 
that beams over a 100 channels to 
each (it is eyeing 10 million cus- 
tomers by 2010). Zee's plans 
recently received a boost with 
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Telecom Regulatory Authority of 
India's (TRAI) non-discriminatory 
directive forcing Star and Sony to 
provide its services on Zee's DTH 
platform. “With competition, serv- 
ice levels and quality standards will 
only get better, and this in turn will 
lead to a new and different con- 
sumer behaviour pattern when it 
comes to the consumption of media 
and entertainment,” says Mukerjea. 

Media and entertainment will 
continue to be focus areas for the 
Rs 4,000-odd crore Essel Group. 
Play Tv, billed as Asia’s first online 
interactive gaming channel, is to 
be launched in a few weeks. Play Tv 
is inspired by the group's earlier 
online lottery venture, Playwin, 
which was launched in March 
2001, and boasts over 400 terminals 
and a turnover in excess of Rs 800 
crore. “It’s a completely new con- 
cept; put simply, the power of your 
remote control is replaced by your 





Zee's Guha: The new CEO is ready 
for the challenge 





Source: Zee TV 


mobile phone,” says Ashish Kaul, vr 
(Corporate Brand Development). 
And, internally, efforts are on to 
remove the perception that Zee is a 
one-man show by launching a per- 
formance incentive scheme for the 
company's 1,200 employees. “In 
some cases, these can be as high as 
50 per cent of an employee's base 
salary," says Sanghamitra Ghosh, 
Executive Vice President (HR). 
Iron-willed Chandra—he gave 
up smoking his trademark 501 
beedis almost overnight—has never 
been known to shy away from a 
fight. Currently, he has just taken 
the powerful Board for Control of 
Cricket India (BCCI) to court for 
Rs 1,630 crore in damages after it 
cancelled telecast rights—$308 mil- 
lion (Rs 1,355.2 crore)—for four 
years of all cricket played in India, 
after first awarding it to Zee (that, 
and the proposed launch of a sports 
channel would have helped Chandra 
even the score with Star, but it 
wasn't to be). Sometimes, this entre- 
preneurial resolve can cut both ways, 
especially while dealing with pro- 
fessionals. Zee has had eight CEOs 
since its inception. Shriniwas Rao, a 
media analyst at Mumbai-based bro- 
kerage firm Enam Securities, sums 
up the popular perception about 
Zee. “Sure, content costs have been 
cut down to the bone, there’s a 
strong distribution backbone and 
margins are being maintained, but 
blockbusters are a must.” Chandra is 
searching for them too. Efl 
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N 2007, JAMES S. TURLEY WILL 
complete 30 years in Ernst 

& Young (E&Y), а $14.5-bil- 

lion (Rs 63,800-crore) firm 

he joined right after a mas- 

ter’s from Rice University. Just 49 
“today, Turley basn't done too badly, 
He became its Global Chairman in 
© July 2001 and, two years later, its 
© CEO: Among Turley’s key achieve- 
-ments has been the tricky integration 
of Andersen with Ec. Indeed, 
Turley calls managing the firm's 
100,000 employees in 140 coun- 
tries bis job one—sometbing that 
forces bim to spend more time on 
board his private jet than bis plush 
New York office. Recently in India 
on his fourth visit (a three-day whirl- 
wind tour of Delhi, Mumbai and 
Bangalore), Turley took time off to 
speak with BT’s Sahad P.V. on life 


xs after Sarbanes-Oxley and the future 


of accounting. Excerpts: 


~The past few years have been tough for 


-< accounting professionals, with scandals 


like Enron and WorldCom shaking inves- 
“tor confidence. Has the financial world 
come out of that shock? 
The financial world is focussing on 
bringing the confidence back. It's 
doing everything possible to restore 
that confidence. Because there has 
been so much confidence lost in 
companies and in boards. So we all 
are trying to strengthen every process 
to meet market expectations. 


oe How have the audit firms responded to 


the challenges? 


а multiple ways. The most 


“Accounting 
standards are 
converging rapid 








important thing is that each of the 
firms has placed an emphasis and 
focus on quality and integrity. I can 
tell you that at E&Y, when every 
one of the hundred thousand emp- 
loyees wakes up every morning, 
for him no client—whether it’s the 
biggest in the country or even the 
biggest in the world—is more 
important than any one of our emp- 
loyees’ integrity. That’s why I spend 
quite a bit of my time travelling. 
Because you can’t infuse that culture 
by sitting in an ivory tower. You 
need to talk to people. This mor- 
ning I spent time with hundreds of 
E&Y employees in India. 


There is an interesting trend of “board- 
room activism" globally. Many CEOs like 
Michael Eisner (Disney), Nobuyuki Idei 
(Sony), Harry Stonecipher (Boeing), 
and Carly Fiorina (HP) have had to go 
because of their boards. 

What has happened is that investors 
are in charge. Investors in the com- 
panies are holding both directors 
and management accountable. This 
is because either a company is not 
taking the right direction or there 
are indications that an executive 
has not lived up to the very, very 


high standards of the post he holds, 


I think it's positive. It, in many 
ways, shows that the system is 
working. And the directors are 
doing their job to enhance bene- 
fits of the organisation. 


We don't see that kind of activism in 
India... 
I don't think India is behind in 





activism (laughs). It's just that the 
cultures are different. The more 
developed an economy gets, the 
more we will see owners and share- 
holders getting active. I guess some 
of that will grow over time, 


Where do we stand on the global 
debate on regulatory and corporate 
governance standards? 

We are seeing a convergence of 
regulatory viewpoints around the 
world. In many ways, the European 
Union Auditing Directive, Sarbanes- 
Oxley Ox) Act, or Clause 49 in 
India, all have similar intent (to 
improve corporate governance stan- 
dards). So 1 think regulatory con- 
vergence is possible. But we are 
seeing accounting standards con- 
verging very rapidly now. For 
instance; International Financial 
Reporting Standards (IFRS) are being 
adopted by 100 countries in 2005. 


The Sarbanes-Oxley Act came into 
effect in the US in 2002. But some say 
that it has to go a long way before it can 
create shareholder value. What are 
your views on that? —— 

I think it's a difficult job. But I per- 
sonally think sox has been more 
than efficient in terms of overall 
impact. Having said that, some of 
the aspects of SOx are only being 
implemented now. (For instance) 
SOX Section 404 {it asks for a state- 
ment from the management on the 
company's internal control over 
financial reporting) is under a lot of 
discussion now, It takes ait extended 
period of time for any kind of 
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sweeping reforms to have an impact 
in a major way. But, on balance, 
there is a very strong commitment 
on the part of companies around 
the world to enhance standards of 
governance and transparency. 


What are your views on Clause 49? 
What Clause 49 is trying to do in 
India is to bring in more globally 
accepted standards of governance. !t 
asks for a more active role of inde- 
pendent directors, requires CEOs 
and CFOs certifying accounts and 
so on. I think it's positive for the 
country, though hard on the com- 
pany to ensure such standards. It 
will help foreign direct investors 
look at India, which is a stable 
democracy, a nation of great work- 
force and a great place to do 
business. And standards of gover- 
nance are already in place. 


Clause 49 has borrowed from SOX 
(which is based on stringent rules) 
and also other models based on prin- 
ciples like voluntary disclosures and 
transparency. Will this “in-between” 
model work? 

In many parts of the world, gover- 
nance standards are principle-based. 
Over time, we get to see how they 
all work. What is important is to see 
the intent of Clause 49, the intent of 
SOX, and the intent of the European 
directive. All have the same direc- 
tion—to provide greater trans- 
parency, greater quality, greater 
integrity and greater visibility to 
shareholders. I am focussing on the 
outcome and the intent, and Clause 
49 helps India get closer to that 
objective. Indian companies are 
focussing globally, making acquisi- 
tions, accessing capital and making 
expansion plans overseas. I think 
it (Clause 49) will help Indian 


“Clause 49 will help foreign investors 


companies become global leaders. 


Indian businesses are more promoter- 
run than professional-run. Then how 
do you ensure corporate governance 
practices are followed in letter and 
spirit? For instance, Clause 49 asks 
for a certificate from the CEO/CFO, 
who could be less important than the 
actual promoter, say, in a small or a 
medium- sized company. 

Over time, companies will be not 
just run by promoters. My guess is 
that companies around the world 
will end up being professionally- 
managed, When a company accesses 
financial markets, accesses public 
shareholder money, it will be the 
responsibility of the shareholders 
to ensure that there is governance, 
and to maximise shareholder value. 
So I don’t think it’s a big issue. 


The rules can be followed in letter and 
not in spirit. How do we tackle that 
issue? 

Independent directors play a role 
here. They will be focussing exactly 
on that question. They will be 
focussing on creativity (where 





accounting is so creative that it 
doesn’t comply with rules in spirit, 
but with the letter of the law). They 
(independent directors) should be 
really drilling into those questions. 
It is an important role of the inde- 
pendent directors. 


There can also be qualitative diffe- 
rences in information given by the 
management to the board. For instance, 
the management of company X can 
give high quality information to its 
board, which will not be true for a less 
efficient company Y. 

In large parts of the world, it’s less 
driven by what management pro- 
vides the board, but more by what 
the board is seeking from the mana- 
gement. The board again represents 
shareholders or the owners of the 
business. So what is important is 
whether the board does the 
appropriate diligence in terms of 
the information it seeks as opposed 
to the information it’s simply given. 
None of the governance (initia- 
tives) succeeds without a reaso- 
nably active and independent 
board. Because they provide the 
necessary checks and balances. 


Where are we in terms of converging or 
unifying accounting standards? 

Accounting standards are conver- 
ging more quickly than the gover- 
ning standards. The IFRS are being 
adopted in 100 countries this year. 


Just as important is that the IFRS 


and US GAAP are converging very 
rapidly. So you are seeing the stan- 
dards-making bodies, such as the 
International Accounting Standards 
Board (IASB) and the Financial 
Accounting Standards Board (FAsB) 
in the Us, working together. I think 
it’s positive. We have to have the 
same rules everywhere. A good 


look at India, which is a great place to do 


And standards of governance are already in place” 
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“Standards-making bodies such as the IASB and FASB 
in the US are 


I think it's positive. 
We have to have the same rules everywhere” 





analogy is that of an international 
soccer tournament...if every coun- 
try plays with a particular set of 
rules, there will be utter chaos. 


When do you see the unification (of 
accounting standards) to be complete? 
The IFRS will be in effect from 2005 
in 100 countries. I think in a two- 
to-four-year period you will see 
much more rapid convergence of 
international standards and the 
domestic standards of the us. I don’t 
think we will get to a global GAAP 
that fast, but the differences bet- 
ween various standards will be elimi- 
nated very rapidly. 


How do you see India converging with 
global standards? 

The Indian standards are very simi- 
lar to the IFRS. That's positive. When- 
ever a foreign direct investor looks 
at a country they would like to know 
if it is embracing global standards of 
accounting and governance. The 
fact that India is quite consistent 
(on that front) is positive. 


Yours is one of the first firms to sell its 
consulting arm to Cap Gemini in 2000, 
to focus on the core accounting practice. 
What are the major trends in the audit 
industry? | 

Most of the accounting firms sold 
their information technology con- 
sulting businesses. Because we had 
realised that we couldn’t be world 
class at that (rr consulting) and also 
the best in tax advisory, transac- 
tion and risk advisory services. It 
took too much capital, manage- 
ment attention and other things to 
be best at both. E&Y is now very 
focussed on audit, risk and tran- 
saction advisory services. 


You do a lot of transaction advisory 





businesses in India. 

We do, and in India, we are on top 
in the Bloomberg League Tables 
for the third year in running. 


Are you trying to compete with invest- 
ment banks? 

We typically provide advice on deal 
size, which is different from how 
major investment banks operate. 
At one level we compete with them. 
But on another level, we work 
alongsidé them on various transac- 
tions. E&Y is known globally as a 
leader in transactions advisory, 
whether it's an acquisition or a pri- 
vate equity deal. 


What has been your experience in 
integrating Andersen with E&Y? 

After Andersen dissolved and its 
58 offices joined E&Y (in 2002), the 
integration has been by and large 
very smooth. The integration has 
been successful because the former 
Andersen partners had looked at 
each of the firms before merger 
and those 58 countries that joined 
us, liked our focus on quality and 
our focus on people. Some of the 
former Andersen partners are no 


more with us at E&Y in India. But 
you should understand that the 
integration has been very positive as 
(still) hundreds of Andersen partners 
are with us at E&Y in India as well as 
in the rest of the world. 


Some Andersen partners left last year at 
E&Y India... 

There was quite a bit of speculation 
in the press about it. | don't want to 
get into the details. We are market 
leaders and have confidence in the 
leadership here. 


Do you think that integration of 
Andersen in India was not successful? 
I would say that it was very suc- 
cessful. I spoke this morning to E&Y 
employees and there were several 
former Andersen people. They are 
part of E&Y. It's true that some of 
the former Andersen partners are no 
longer here. I wish them all the best 
in what they are doing. The fact 
that we have a very united organi- 
sation does not at all talk about the 
legacy of Andersen. I think it's a 
very successful integration. 


What are your views on India? 

I don't go to every one of the coun- 
tries we operate every year. But the 
fact that I come here every year 
says a lot. Because India is incredibly 
important and I want to make sure 
that our global organisation is doing 
everything we can to support our 
practice here in terms of know- 
ledge, industry strengths, resource 
and best practices. Also, a lot of 
great ideas are born in India, which 
will help E&y globally. India and 
China are going to be the biggest 
economies in the world. So we want 
to make sure that we are leaders 
here and keep that position for the 
next five, 10, or 20 years. 


BHASKAR PAUL 
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Phoenix Mills 
Mumbai's High Street, Phoenix Mills, was born in 1998 when the mill management sought the 
government’s permission to add recreational facilities such as “bowling alleys” for its workers and the 
workers of other firms based on its premises. Soon, Phoenix Towers (seen in background), two lux- 
ury high-rise apartment blocks, appeared, using up the entire Floor Space Index of the mill, and ac- 
cording to & case study entitled The Murder of The Mills by the Girangaon Bachao Andolan, foretelling 
the demolition of the mill to create vacant land to keep the FSI at the level allowed 
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Landgrabbers Inc. 


In a city where real estate returns 
more money than any other 
industry, nearly 600 acres of prime 
land waiting for development is a 
magnet for opportunists who will 
do just about anything to get their 
hands on it. Welcome to Mumbai's 
controversial Great Mill Land Sale. 
BY PRIYA SRINIVASAN 














IB NTC MILLS 270 acres 
WB PRIVATE MILLS 315 acres 
TOTAL MILL AREA 585 acres 

acres 


BPTLAND 5003 


Nvuvg rvfvar 


IGH STREET PHOENIX IS A PREFERRED DES- 

tination, one of several, for Mumbai’s 

smart set. It hosts brands such as 

Pantaloon and Lifestyle; boasts a bowling 

alley and a lounge-bar; and is seemingly 
guarded by two high-rise towers housing luxury apart- 
ments that rise, sentinel like into the sky. The view 
from the towers, especially at night, must be staggering: 
the curve of the sea-front with a view of the Haji Ali 
mosque and the Mahalaxmi Race Course across it on 
one side; the residential sprawl of North-Central 
Mumbai with the imposing ТС Grand Central Hotel 
amidst it all on another; and the glittering neon canopy 
of a retail mini-Mecca down below. In these self-indul- 
gent times, it is as if the atmosphere has been designed to 
help forget. Forget what? History, for instance. 

Had Phoenix Mills, the original tenant of the land 
where the retail and residential paradise stands, been 
around, it would have been 100 years old in 2005. 
The mill was one among the few tens that mushroomed 
in the Mumbai (it was Bombay then) of the late 19th and 
early 20th century. The mills, fuelled by the entrepre- 
neurial drive of their Gujarati, Marwari, Sindhi and 
Parsi owners, made fortunes and transformed Mumbai 
into India’s commercial capital and inspired countless 
Indians to move to the city in search of fame, fortune and 
a livelihood. The sub-human work practices at some mills 
also engendered a strong labour movement. 

While history is easily dismissed, the opportunity to 
make money, the eye on the main chance that distin- 
guishes every resident of Mumbai, isn’t. Which is why 
all Mumbai is talking about the ongoing sale of mill land, 
the auction of some 300 acres of land in central Mumbai 
(see The Great Sale Begins). That’s just the land associ- 
ated with the 26 mills that have hitherto received the 
go-ahead to develop or sell their land under the modified 


In land-strapped Mumbai, 600 acres that can be 
developed is actually a lot of land (almost 10 
times the size of Nariman Point). Then, there is ite 
location, in the strategic centre between Bandra, 
Navi Mumbai, and Nariman Point. Going by the 
India Bulls bid for Jupiter Mills’ land, these 600 
acres are worth over Rs 15,000 crore 
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THE GREAT SALE BEGINS 


Mill names & locations 
(Permission granted under the 2001 
amendment to DCR 58). 

Bombay Dyeing & Mfg. Company 
Bombay Dyeing (Spring Mills) 
Swan Mills, Parel Sewree 


- Piramal Mill, Lower Parel 


Mafatlal Mill, Unit No 3 
Matulya Mill, Lower Parel 
Modem Mill, Byculla 
Shreeram Mill, Lower Parel 


New Great Eastern Spinning & Weaving, Mazgaon 23,125 


Western India Spinning and Weaving 
Kohinoor Mill No 3 


© Jupiter Mill 
Elphinstone Mill 


Development Control Rule 58 (DCR 
58, and more on this later). On 
March 24, India Bulls Properties, a 
40:60 joint venture between India 
Bulls, a financial services firm and 
Farallon Capital, an American fund 
with an interest in real estate, paid 
Rs 277 crore for around 11 acres of 
this land (Jupiter Mills). Using that 
as a benchmark, the 300 acres 
should be worth around Rs 7,500 
crore and the nearly 300 more acres 
(almost 30 mills) waiting for per- 
mission, another Rs 7,500 crore. 
Whichever way you look at it, 
Rs 15,000 crore is a lot of money. 


his isn't just a story of mills 

(most are defunct) being 

allowed to sell land at their 
disposal in an effort to overcome 
their financial woes or increase 
returns to investors. Most mills 
are located on land leased from 
various government entities such 
as the BrihanMumbai Municipal 
Corporation (BMC) or the Collecto- 
rate of Mumbai at concessional 
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Plot Area (Sq. Ms.) 


100,000 
142,187.5 
` 61,250 
1158250 
21,250 
30,312.50 
53,429.89 
46,250 


31,406.25 


20,492 
44,164 
34,382 
56,308 


rates. For instance, Simplex Mills 
occupies around 8,000 sq. mts. of 
land and pays an annual rent of 
Rs 48 (according to the terms of a 
99-year lease that expired in 1983; 
see Whose Land Is It Anyway?, as to 
why these leases were never rene- 
wed). And Shree Shakti Mills pays 
Rs 1,873 a year for 25,000 sq. mts. 
(its 50-year lease expired in 1985). 

That’s wholly understandable: 
the phenomenon of cities leasing 
out or selling land to companies at 
concessional rates is universal (it is 
happening across the country today, 
with cities vying to woo IT and 
rr-enabled services companies). 

By the 1980s, most mills were 
floundering. The owners blame the 
government's policies and a stri- 
dent labour movement for their 
ills; others blame mill owners for 
not investing in technology; and 
still others accuse the owners of 
deliberately allowing their mills go 
to seed. By then, it was evident to 
most people that real estate was 
Mumbai's most profitable industry 


Jupiter Mills 
Capital paid Rs 277 crore for around 11 acres of 
Jupiter Mills’ land where India Bulls hopes to 
develop 900,000 sq. ft. of property —— 


UMESH GOSWAMI 





and land, the city’s most fungible 
currency, Several mills, supporters of 
the last theory insist, became unpro- 
fitable because their owners allowed 
them to, in the knowledge that they 
could arm-twist and sweet-talk the 
government into allowing them to 
sell the land they were on with part 
of the money raised being used to 
compensate workers. 

The only issue with this was 
that in most cases, the land didn’t 
belong to them and you can’t really 
sell something that you do not own. 
The ideal solution would have been 
for the city of Mumbai to take con- 
trol of the land, compensate owners 
for their assets that-stood on it 
(applying a discounting factor; after 
all, the owners were willing to exit 
the business altogether), and sell it to 
the highest bidder or lease it out, at 
concessional rates to companies 
operating in an industry that promi- 
sed to generate employment and 
invest more in the local economy. 

The Maharashtra government 
decided to take a more pragmatic 


approach and, in 1991, said the 
mill owners could sell the land as 
long as they adhered to a rule, DCR 
58. According to this, a third of 
the land would go to Brihan- 
Mumbai Municipal Corporation 
(BMC), another third to the Maha- 
rashtra Housing Area Development 
Authority (MHADA), and the remain- 
der to the mill owner for commer- 
cial development. 

Mill owners were horrified at 
the ratio that would have seen them 
kiss goodbye to two-third of their 
land and decided not developing 
the land was a better option. “Just 
four mills underwent any kind of 
development in the period between 
1991-1996, and that too it was more 
or less a refurbishing job,” says 
Rajeev Piramal, Director, Morarjee 
Realties, the real estate business of 
the Piramal Group. Given this stale- 
mate, in 1996 the Maharashtra 
government imposed a complete 
ban on the sale of mill land. 

In 2001, in his first stint as Chief 
Minister of Maharashtra, Vilasrao 
Deshmukh removed the ban and 
amended the law to exclude existing 
built-up area from the calculations; 
that allowed mill-owners to keep 
most, and in some cases, almost all 
the land (See The DCR 58 Imbroglio). 


“We were caught napping,” rues 


THE DCR 58 IMBROGLIO 


RAJEEV PIRAMAL 
Director/ Morarjee Realties 


“Morarjee Mills has 
liabilities of Rs 450 crore. 
All development 
(proceeds) are going into 
clearing financial dues” 


Jamshed Kanga, former Municipal 
Commissioner of Mumbai and 
former Managing Director of Tata 
Housing, who strongly opposes the 
2001 modification. “The city gets a 
fraction of what was promised 





Invd НУЯЅҮНЯ 


under the 1991 provision. Also tell 
me isn’t it surprising how approvals 
for development that normally take 
up to two years are happening in 
less than two months right now?” 

With a spurt in efforts to 
develop mill land, and Deshmukh 
back in power, a group of con- 
cerned citizens, under the aegis of 
the Bombay Environmental Action 
Group filed a Public Interest 
Litigation (PIL) in early 2005 con- 
tending that the city had got a raw 
deal, courtesy the amendment to 
DCR 58. As Business Today goes to 
press, the court has asked the 
government for a detailed list of 
all development permissions that 
have been granted to mill owners 
since 1991, and another of the 
leased and freehold land involved. 
The lists are to be provided by April 
20, 2005, till which time no sale 
of mill land can happen. 


umbai’s real estate deve- 
lopers are already licking 
their chops in anticipa- 


tion of all that mill land becoming 
available for development, their 
industry’s favourite fantasy in the 
1980s, even 1990s. Already, over 
the three years (since the amend- 
ment), some mill land have been 
developed and 2005 was begining 


By changing a key statute, the Maharashtra Government has made it possible for developers to exploit 
more land with fewer social obligations. This is what it means in the Jupiter Mills sale. In reality, even 
the reduced ratio was not maintained as NTC decided to adjust it with other mill land it controls. 


According to the original 58 | 


the distribution is: 






OWNER ^w. re 
18,023 Sq. mts." 


AMENITIES (BMC) 
14,869 Sq. mts. 


MHADA 
* 12,165 Sq. mts. | 


OWNER 





44,124 Sq. mt: 






But after 2001, according to the 
amended 58 the distribution is: 


AMENITIES (BM( 
Sq r ts 
11% 913 59. т 


AN 


87 0.8% MHADA 
x: 419 Sq. mts. 
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bt real estate 


Whose Land Is It Anyway? 


ACT IS INDEED STRANGER THAN FICTION. IN THE MIDST 

of a controversy over the sale of mill land in the 

- heart of Mumbai, it emerges that some of the 
mills are actually sitting on land that they no longer 
own, the lease already having expired. This renders 
any sale questionable. Invoking the Maharashtra 
Right To Information Act, 2002, Shailesh Gandhi, a 
businessman and Chairman of the IIT Bombay Alumni 
Association, has discovered six such cases. These 
include Simplex Mills, two outfits belonging to Prithvi 
Cotton Mills, Shree Laxmi Woollen Mills, Shree Shakti 
Mills and National Rayon. In the case of Phoenix Mill 
and Gokuldas Morarjee Mills (Unit No. 2), a letter 
from the Assistant Commissioner (Estates), Municipal 
Corporation of Greater Mumbai (formerly BMC), to 
Gandhi curiously states, “In respect of the plots allot- 


ted to Phoenix Mill and Gokuldas Morarjee Mills (Unit 


No. 2) lease deed not yet prepared and executed”. 
Rajeev Piramal, who spearheads Morarjee Realties, 


the real estate venture of the Piramal Group, and 
has developed the Morarjee Goculdas lands, com- 
pletely refutes the charge. “We have 999-year leases 
wherever we have leased BMC land; there is no ques- 
tion of the validity of the lease.” 

According to Ramanand Tiwari, Principal Secretary 
for Urban Planning, Government of Maharashtra, 
in the cases where leases have expired, it’s largely due 
to an impasse in the lease renewals given the stale- 
mate between the owners of the property and the 
government ever since the latter demanded. that 
2.5 per cent of the market value of the property be 
paid to the government for renewal of the lease. 
According to Tiwari, a total of about 15 ni 
under the ‘lease hold’ category. — 

Gandhi further questions the validity wi 3 
се mns 






tion proceedings have been. started on these lands. М 


to look like the year when it all 
comes together (until the bleeding 
hearts gatecrashed the party). 

Bombay Dyeing and Hindo- 
ostan Spinning & Weaving have 
founded real estate divisions in 
the past three months. The for- 
mer’s stock has risen smartly, by 
around 80 per cent, over the past 
month, just around the time it 
secured the permission to develop 
60 acres of mill land. 

And global real estate advi- 
sory, Knight Frank, is keeping an 
eye open on rates in the suburbs; 
the company’s head, Pranay Vakil 
anticipates a15-20 per cent fall 
in these and says the development 
of mill land will result in the avai- 
lability of 5 million sq. ft. of pro- 
perty. That's a conservative esti- 
mate. India Bulls hopes to deve- 
lop 900,000 sq. ft. of property 
on the 11-acre Jupiter campus. 
Going by that calculation, the 
300 acres of land awaiting deve- 
lopment could see the addition 
of 25 million sq. ft. of property. 

This may surprise people who 
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do not live in Mumbai, but this is 
a city where blood has been spilt 
over land. In 1994, Sunit Khatau, 
a mill owner was shot dead as he 
waited in his Mercedes at a traffic 





SUDHIR THACKERSEY 
Chairman & MD/ Hindoostan Spinning & Weaving 


"How can anybody 
usurp the land | own? | 
am not prepared to give 
up any of it.” 


light; it was alleged that he had 
ended up on the wrong end of a 
deal to use the city’s notorious 
underworld to get his workers to 
agree to the sale of the land the 
mill was located on. Three years 
later, Vallabhai Thakkar, owner 
of Raghuvanshi Mills, was shot 
dead, again in his car. 

There haven’t been any land- 
killings circa 2005, but the price 
of land in Mumbai, in money terms 
and otherwise, has only escalated 
since the 1980s. There is little land 
to develop schools, hospitals, parks, 
mass transit systems, and low-cost 
housing that can help the city make 
the journey from a part-shanty- 
town-part-first-world present to a 


z model city-of-the-21st-century. 


The mill land is especially crucial 
from the point of view of creating a 
mass transit network. The area 
already boasts three intersecting 
nodes or junctions involving Mum- 
bai’s Central and Western subur- 
ban rail lines. A road network with 
dedicated bus routes at these nodes, 
point out urban planners, could 


ease commuter agony. Then, there’s 
the thing about the land belonging 
to the Bombay Port Trust (ВРТ) that 
adjoins mill land; the proposed sea- 
link from Sewree to Nhava Sheva in 
Navi Mumbai (New Bombay) ren- 
ders this land even more valuable 
(see map on Mill Lands). It is likely 
that such considerations played a 
role in the drafting of the original 
DCR 58. In 1996, Charles Correa, a 
well-known architect and urban 
designer submitted an integrated 
plan on the city’s development to 
the government at its request. In it, 
he speaks of “a grid of horizontal 
east-west arteries that would for 
the first time in the history of the 
city connect the Western edge of 
the island to the Eastern water- 
front.” This project, if it ever sees 
light of day will involve extensive 
use of mill land. 


he Maharashtra Government 

denies that there is anything 

peculiar about the amend- 
ment to DCR 58 with Ramanand 
Tiwari, the Principal Secretary in 
the Urban Planning Department 
insisting that all notifications regar- 
ding this were giving on time and 
according to procedure. And 
Deshmukh has sought to clear the 
government’s name by setting up 
a committee, headed by HDFC 
Chairman, Deepak Parekh, to look 
into all commercial development 
on mill land. The government's 
official position is summed up by 
Tiwari who says, *People are 
pushing for the 1991 policy, but 
that wasn't the best in our opinion 
since it resulted in haphazard deve- 
lopment and no one wanted to sell." 
He adds that 30 mills have been 
given permission to sell land under 
the 2001 policy and is personally 
not in favour of approaching the 
courts for a solution. “If I have to be 
defensive on all my policies it takes 
away all flexibility,” he complains. 
Tiwari goes on to rubbish the view 
that the entire chunk of mill land 





Deshmukh is under fire for 
his original amendment 
that favoured the mills 


must be developed in an integrated 
way, calling it “impractical”. 

The Chief Minister’s moves are 
cutting no ice with the people behind 
the PIL and workers; the choice of 
Parekh, say reports in the media, is 
being questioned by Deshmukh's 
critics who allege that HDFC has 
loaned money to builders and deve- 
lopers involved in the affair. 

Meanwhile, the pit has attracted 
some of the best legal brains in the 
country with former Union Law 
Minister Arun Jaitley and former 
Attorney General Soli Sorabjee 
representing Bombay Dyeing and 
Morarjee Mills respectively and 
Iqbal Chagla, the Bombay Environ- 
mental Action Group. 

The mill owners are convinced 
that they are in the right. “How 
can anybody usurp the land I own?” 
thunders Sudhir Thackersey, 
Chairman and Managing Director, 
Hindoostan Spinning & Weaving, 
who recently signed a deal with 
real estate developer K. Raheja 
Corp. for the development of 
110,000 sq. mts. of property (on 
mill land). “I am not prepared to 
give up any of it.” 


JAVU AVMIN 


Thackersey believes the tex- 
tile industry is getting an unfair 
deal (the original pcr 58 was 
meant only for the textile indus- 
try; other industries do not have 
to follow the one-third-one-third- 
one-third formula) but architect 
Arvind Adarkar (he doubles up 
as an activist and has studied the 
mill land issue closely) points out 
that the industry had been allowed 
the privilege of continuing to 
occupy landin central Mumbai 
even when all other industries 
moved to the suburbs in keeping 
with the Industries Dispersal Policy 
of the 1970s.“They were happy 
then," he says. *Why are they 
questioning the exception now?" 

The mill owners paint a picture 
of penury—“We have total com- 
mitments of Rs 900 crore towards 
the textile business and every bit of 
this has to be met from the sale of 
land," says one—and insist that 
they will be unable to pay what 
they owe workers if they are not 
allowed to go ahead with their 
plans. “Please tell the people behind 
the PIL that the more they delay 
the process, (the more the delay) in 
workers getting paid," says 
Thackersey, adding that his total 
liabilities are to the tune of Rs 440 
crore. Piramal adds that the com- 
pany will, if it manages to sell the 
land, end up with a small margin 
with everything else going into 
wiping off its liabilities. 

Talk like this amuses Datta Isw- 
alkar, Secretary of the Girni Kamgar 
Sangharsh Samiti, a worker's union 
opposed to the sale of land under 
the amended pcr 58. His calcula- 
tion is that a mere 14 per cent of the 
proceeds from the sale of mill land 
will be adequate to pay worker- 
dues. *Let them not cite this 
(worker dues) to take over the 
land," he says. Then, with put-on 
incredulousness, *Do they actually 
expect people to believe they are 
earning no margin whatsoever on 
these deals?" Do they, indeed? 
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bt trade 


An Idea 


Before 


Its Time 


A Free Trade Agreement with China without an 
accompanying services treaty will hardly serve 
India’s Cause. By ASHISH GUPTA 


T'S A STORY THAT R.K. 
Dhawan, former Additional 
Director General in the 
Directorate General of 
Foreign Trade, likes to 
recount very often. The Chairman 
of the Federation of Indian Export 
Organisations (Northern Region) 
recently sought an appointment 


IMPACT ANALYSIS 


WINNERS 


SOFTWARE SERVICES 


m Access to the Chinese 
domestic industry, Easier to 
enter into joint ventures with 
local companies 


m Infosys, Wipro, Satyam 
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with the Chinese Ambassador, 
Sun Yuxi. On his wishlist were 
visas for a delegation of busi- 
nessmen who wanted to visit 
China. He was pleasantly 
surprised when the Ambassador 
not only granted him an audience 
the very next day, but also pro- 
mised to clear the visas within 








OIL AND GAS AUTO ANCILLARIES 


m Chances of bidding jointly æ China does not have much в Set up manufacturing 
for oil exploration activities in of an auto industry. India can bases in China to cater to 
Iran, Sudan, Iraq and other export and manufacture cars the needs of foreign car 


countries and commercial vehicles companies 
m ONGC, IOC, Reliance m Tata Motors, Maruti m Bharat Forge, Sundram 
Fasteners, Sona Koyo 


Toasting times ahead: 
| in PM Manmohan 
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two hours of the application. 

“Such a gesture would have 
been unthinkable even a year 
ago,” says a visibly impressed 
Dhawan. He should know; as a 
senior official in the commerce 
ministry, he has had many occa- 
sions to interact with Chinese 
officials. They weren’t this warm 
or courteous in the past. But 
they weren’t serenading India 
Inc. then, either! 

The dragon is dancing with a 
purpose... but more on that later. 
In the immediate context, it is 
Chinese Premier Wen Jiabao’s 
four-day visit to India, begin- 
ning April 9 (around the time 
this issue is released), which 
seems to have imparted a sense 
of urgency into these dealings. 
“The Chinese Premier is expec- 
ted to sign agreements on agri- 
culture and civil aviation, and 
also push for the early establish- 
ment of a Free Trade Agreement 
(FTA) with India,” says Yuxi. 

The FTA proposal (bringing 


customs duty levels on all goods 
down to zero) is, clearly, upper- 
most on the Chinese agenda and 
has been since former Prime 
Minister Atal Behari Vajpayee visi 
ted Beijing in June 2003 and 
signed the first-ever India-China 
Joint Declaration. Consequently, 
Rakesh Mohan, former Deputy 
Governor of the Reserve Bank of 
India, and Bo Xilai, Chinese 
Minister of Commerce, jointly 
chaired a Sino-Indian Joint Study 
Group (JSG) with officials and eco- 
nomic experts from both sides. 
The mandate: Study the feasibility 
of signing a bilateral ЕТА and a 
Comprehensive Economic Coope- 
ration Agreement (CECA) to cement 
the booming commercial ties bet- 
ween the two countries. The JSG 
has since submitted its report to 
the two governments. 

Though no one is willing to 
disclose the contents of the 
report, the moot question is: 
Should there be the mother of 
all Fras between India and China? 





POWER EQUIPMENT STEEL 


m Can swamp the Indian w Indian companies are less ш Competition will come m Once the Chinese economy 
PIS RENE industry because of lower competitive because of from Shanghai Electric and slows down, some of the 
costs, higher capacities higher costs and an inverted Chinese companies that are ^ excess steel will find its way 
and huge surplus duty structure already in India to India 
MUSES om Arvind Mills, Raymond, w Grasim Industries, SRF, m BHEL w SAIL, Tata Steel, 
ШИН Vardhaman Jubilant Organosys Jindal Steel 





An Indo-US 
FTA In Services? 


E COMMERCE MINISTRY WILL 
shortly seek an in-principle nod 
from the Cabinet for a Free Trade 
Agreement (FTA) with the US on 
services. Such a pact will allow 
American companies to freely enter 
the insurance, travel, hospitality, 
telecom and retail industries in this 
country, while Indian companies 
will be able to render unhindered 
services to US companies. 
Moreover, Indian software pros, 
accountants and doctors can take 
up jobs in the US without worrying 
about H1B visa quotas. 

But this is easier said than 
done. Rajesh Chadda, Chief 
Economist at the National Council 
of Applied Economic Research 
(NCAER), notes in his joint paper 
with Robert Z. Lawrence of the 
Brooking Institution (Should a US- 
India FTA Be Part of India’s Trade 
Strategy) that the US is likely to 
demand extremely low or zero tar- 
iffs on commodities and industrial 
goods exports to India as a quid pro 
quo. Moreover, adds С!!'$ Senior 
Director T.K. Bhaumik, the time 
has not yet come for a sweeping 
services agreement with the US. 
His logic: A world-class software 
industry does not make the whole 
Indian services sector competitive. 
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VENUGOPAL DHOOT/ CMD/ Videocon International 
"The quality of our consumer durables is much better. We are the largest 
manufacturer of glass shells in the world; this gives us an added edge" 


The Indian government has not 
yet taken a decision on this 
issue. Pointing out the necessity 
for such a move, N. Srinivasan, 
Director General, Cll, says, 
*People used to say it was 
China and not India, then it 
was China against India, but if 
you look at any number of sec- 
tors, the real story is more likely 
to be China and India." 
Arvind Virmani, CEO of 
Indian Council for Research on 
International Economic Rela- 
tions (ICRIER) and a member of 
the JSG, however, is categorical 
that India should adopt a graded 
approach to opening up trade 
(Rs 7,007 crore in 2003-04) 
with China. *First remove the 
barriers (visa and language cons- 
traints) that limit Sino-Indian 
commerce and reap an addi- 
tional $6 billion (Rs 26,400 
crore) in potential trade, then 
think of the next step," he says, 
adding: “Given the current costs 
of production in the two coun- 
tries, it would be foolhardy to 
enter into a zero tariff arrange- 
ment with a country like 
China." (See Impact Analysis). 
This argument has many tak- 
ers in India Inc. Says S.P. Oswal, 
CMD, Vardhaman Group: *We 
cannot compete with China." 
He backs his statement with 
stats: China invested close to 
$30 billion (Rs 1,32,000 crore) 
in the past five years on moder- 
nising its textile mills; India, by 
comparison, invested only $3 
billion (Rs 13,200 crore). China 
exported textiles worth $97 bil- 
lion (Rs 4,26,800 crore) in 
2004 against Indian exports of 
$14 billion (Rs 61,600 crore). 
And China's production of 


Sino-Indian Trade Through 
The Years 4,048 





2000-01 2001-02 2002-03 2003-04 
Ои 1 їй — 100 
88 Exports imports = Total Trade deficit 


Figures are in $ million 
Source: Ministry of Commerce & Industry, Govt. of India 


man-made fibres was around 12 
million tonnes in 2004, 10 times 
India’s output. It is clearly an 
unequal battle. 

Then there is China’s non- 
market economy (read: non-trans- 
parent nature of government dea- 
lings), cheap power (Rs 4.92 per 
kilowatt hour compared to 
Rs 7.38 in India) and world-class 
infrastructure that make it an 
obvious winner. And it’s not just 
the textile industry that’s wary of 
allowing the dragon a free run. 
The proposal on the FTA is giving 
companies producing toys, plas- 
tics, chemicals and a host of other 
products sleepless nights as well. 
“Such an agreement will hand 
over the entire Indian chemical 
market on a platter to the 
Chinese,” warns Deepak Mehta, 
President, Indian Chemical 
Manufacturers Association. Even 
in the existing scenario, the Indian 
government has had to slap anti- 
dumping duties on Chinese chemi- 
cals in order to protect domestic 
companies. “So the import duty 
protection actually only balances 
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"We cannot compete with them. China exported textiles worth — 
Rs 4,26,800 crore in 2004 against Indian exports of Rs 61,600 crore” — 


the higher cost of production ema- 


nating from higher energy, trans- - 


portation and other infrastructure- 
related costs,” he says. 
However, a senior commerce 
ministry official contends: *While 
tariffs may no longer be a safeguard 
mechanism for Indian products, the 
government will still have anti- 
dumping and rules of origin clauses 
to protect Indian players." 
Surprisingly though, the possible 
entry of Chinese consumer durables 
manufacturers via the FTA route 
does not seem to faze the domestic 
players. Venugopal Dhoot, CMD, 
· Videocon International, argues that 
гап FTA is no threat to Indian players. 
*The quality of our consumer 
` durables is much better,” he asserts. 
“We are the largest manufacturer of 
glass shells—an important compo- 
nent of TV sets—in the world; this 
gives us that added edge." The con- 
fidence is well founded; the entry of 
Haier, one of China's largest con- 
. sumer durables companies, has had 
` little impact on the domestic market. 
However, if India does sign the 
FTA, it must ensure that this is done 
simultaneously with the signing of a 
. CECA with China. This is because 
the CECA includes *free trade in 
services", an area where India has a 
definite edge over China. Such an 
agreement will not only allow 
Indian software companies 
unfettered access to the $10- 
billion (Rs 44,000-crore) 
Chinese IT market, but also 
allow Indian players to 
jointly bid with their Chinese 
' partners for a share of gov- 
ernment contracts. It is little 
. wonder then that Sunil 
. Mehta, vp, NASSCOM, believes 
that a CECA with China offers 
the Indian software sector 


S.P. OSWAL/ CMD/ Vardhaman Group $. 


Vital Stats: A Comparison 


Indicators China India 





Figures are in per cent *As a percentage of GDP 
Figures in brackets are years 


significant opportunities. 

But Dhoot and Mehta are obvi- 
ously in a minority. R. Seshasayee, 
MD, Ashok Leyland, too does not 
see much reason for India entering 
into an FTA with China. He main- 
tains that the only successful FTAs are 
those with “complementary compe- 
tencies, such as NAFTA (North 
American Free Trade Agreement), 
where the us brought in capital 
and technology while Mexico 
contributed cheap labour. India 
and China, on the other hand, 
hardly have any complementary 








345) 


competencies. The fact is that we 
are competing partners". 

China's heightened interest in 
the FTA has as much to do with its 
geo-political and strategic conside- 
rations as with economics. Accor- 
ding to Manoj Pant, Professor, 
School of International Studies, JNU, 
China needs all the help it can 
muster to fulfil its ambition of emer- 
ging as the leader of Asia and the 


Third World. Japan, Singapore and — 


Malaysia are wary of China’s imp- 
ending integration into the ASEAN by 
2011. Having the world’s largest 
democracy on its side is expected to 
assuage these fears. Hence, the need 
to engage with India, which is seen 
by many as an alternative pole to 
China. It also needs new markets for 
its products. The Us, Europe, Japan, 
Taiwan and Singapore are already 
bursting at the seams with its pro- 
ducts. India offers the only major 
untapped market. 

For Chinese ambassador Yuxi, 
an FTA is a win-win situation for 
both countries. “India and China 
and increasingly complementing 
each other not only in healthcare, 
agriculture and services sector, but 
also in multilateral fora,” he says. 

The writing on the wall is clear. 
The FTA with China is an idea 
whose time has, perhaps, still not 
come. And without a simultane- 
ous agreement on services, 
the results can be potentially 
devastating. Indian industry 
needs more time and prepa- 
ration before it is ready to 
take on its trans-Himalayan 
rival. For now, the two sides 
will do well to remove the 
hindrances that are hinde- 
ring normal bilateral trade 
flows. The rest will axio- 
matically follow. Em 
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Finance. Mergers. Acquisitions. 


Growth. Strategy. 


There’s more to what he juggles than meets the eye. 
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AWARDS 


Today’s CFOs do more than just control money. They perform vital 
functions that impact the organisation's growth. Namely, access, 
manage and multiply money. They also play the protagonist's 
role in mergers and align an organisation's and investors’ 


long-term financial obligations and expectations. 


It’s time to recognise them. Ambit RSM presents Business Today 
Best CFO Awards. It’s a true recognition of excellence of a man 


who goes about his job with precision. 
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Top Talent | 


. Meets 
Top Dollar 


The ба class of 2005 at the 
leading B-schools saw foreign recruiters 
make record offers and, surprise, an 
equally record number of students spur- 
ning them in favour of local jobs. Salaries, 
of course, continued to head north. A 
Business Today-Coolavenues.com study. 


B-SCHOOLS BY THE NUMBERS 











Institute Number of Number of Average Highest Average Highest 

students recruiters Indian salary Indian salary US dollar US dollar 
(Rs lakh/year) (Rs lakh/year) 

IIM Ahmedabad 247 16 1.9 14.5 

IIM Bangalore 197 78 025 BEEN 

IIM Calcutta 240 78 8.32 BIEN 

IIM Indore 112 49 810 ENS na 

IIM Kozhikode 120 59 713 $1015. 85,000 

IIM Lucknow 219 85 7103 94 68000 

IMI, Delhi 119 38 02 ЛИ na — 

IMT Ghaziabad (PGDBM + PGDHRM) 165 47 543 78 100000 

JBIMS, Mumbai 108 42 704 NNNM na _ 

NITIE, Mumbai 86 40 12 1023 

SJMSOM, IIT Mumbai 92 74 15 BEEN 

XIM Bhubaneshwar 116 46 AR 

XLRI Jamshedpur 177 54 7.43 12 

Salary details have been provided by third party sources and have not been ve NA. Not available n.a. Not applicable Source: CoolAvenues-Business Today 
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FTER FIVE LONG YEARS, PLACEMEN 

this year at top B-schools looked 

a lot more like those of the boom 

days of 2000. At the top thre 

Indian Institutes of Management 
(Ahmedabad, Bangalore and Calcutta), ther: 
were just three students per recruiter, and the 
top dollar salary touched a jaw-dropping 
$152,000 (Rs 66.8 lakh, went to an им 
student) and the highest rupee salary stood at 
Rs 16 lakh, which was snagged by IIM- 

If the 2005 placement season was different 
from that of 2000, it was only in one respect 
There was no supply crunch. Most of the 
B-schools surveyed by Business Toda 
Coolavenues.com for this report had upped 
intake by 50 per cent in the last five years. Also, 
top-drawer recruiters seemed more willing to 
cast their net wider to include the non- 
schools. For instance, the S.]. Mehta School of 
Management in пт Bombay, XLR! Jamshedpur, 
NITIE and Jamnalal Bajaj Institute of 


IIM- A: Jubilant students celebrate Management Studies reported average rupe 
another year of record placements at salaries within spitting distance of the IMs 

the most coveted B-school in India In terms of career choices, consulting con 
A tinued on its year-old comeback. A fifth of 





IIM-A's graduating class opted for consulting 
SHAILESH RAVAI 


Total offers Offers Offers per No.ofPPOs Students not Highest overseas Highest domestic 
made accepted student participated offer came offer came 
in placements from from 


п — EB 19 NA. 3 
28 BEBE 17 43 6 
390  . 20 17 55 0 
20 ИЯ 13 9 0 
4 КИИ 19 16 0 
зї BEN L1 24 1 
17 BEEN 12 9 14 
"nu ЭШ 1 2 6 
MS 107 14 15 1 
M2 | 8 17 23 
6 fo 164 6 0 
20 | H5. 1л 5 
222 174 13 30 4 


Placement Report PPOs: Pre placement offers PGDBM: Post graduate diploma in business management PGDHRM: Post graduate diploma in ! 


t KOZHIKODE LUCKNOW 
Reported a 66 per ' cent increase i in _ Saw Capital One, a US-based Its Higher Ent Placement 








the number of recruiters, | : 1 financial services giant, d ched a record 65 
sche Bank debut and pe sedi, offer { E ешге and Moins 
Bg — firm firms like Ac and McKinsey 


e^ 








jobs, and even at IIM-L, the figure was a high 18 per 
cent. Contrast that with the situation two years ago, 
when a bare 6 per cent of tIM-A's graduating class 
chose consulting and IIM-L’s was lower at 4.3 per 
cent. However, last year there was a distinct 
improvement, which seems to have gained ground in 
2005. Top recruiters from the industry were the 
Boston Consulting Group, McKinsey & Co., A.T. 
Kearney and Deloitte Consulting. 

Finance and banking jobs remained hot, simply 
because they are the ones that fetch foreign postings 
and dollar salaries. But marketing seemed to have 
taken a drubbing—even at IIM-L, which traditionally 
has been big on marketing. For instance, only 32 per 
cent of the class of 2005 opted to become mar- 
keters, compared to 36 per cent the year before. 
Interestingly enough, пм-С, long seen as a hunting 
ground for banks and rr companies, made a break 
with tradition. Nearly 20 per cent of the class made 
a beeline for marketing. 

The surprise recruiter on the campuses, however, 
was the BPO industry. No, most of them weren't the 
voice and data call centres that one associates the 
industry with, but providers of high-end services such 
as equity research. Among the financial powerhouses 
setting up or expanding their back offices in India are 
J.P. Morgan Chase, Lehman Brothers and HSBC 
Investment Banking. Therefore, expect more demand 
for top-notch MBAs from these companies. 

Another surprising feature this placement season 
was the sheer jump in the number of fresh 1M grads 
who spurned overseas offers in favour of local jobs. 
Possibly for the first time, as many as 10 students 
said no to a job abroad and instead bet their future on 
India. That, however, is not to say that foreign offers 
were in short supply. On the contrary, there was a sur- 
feit of them. At IIM-A alone there were 71 overseas 
offers, compared to 45 of last year; at Bangalore, 
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Function-wise Placements 


CONSULTING 
li | 


ч 
5 
е = 
e 
oo io it 
о = 
wo e 
lli: j j 
i; MIF 
2001 2002 2003 


ESD 13.61 
PERI 17.5 
ELSE TSE 18.27 
SSS EEE? 20.54 
SS REF 13 33 


2004 2005 
Figures are per cent of batches placed in Consulting 
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Figures are per cent of batches placed in Marketing 
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Figures are per cent of batches placed in IT 


FINANCE/ BANKING 
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Figures are per cent of batches placed in Finance/ Banking 
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CENTRE FOR FINANCIAL MANAGEMENT 
Director: Dr.Prasanna Chandra | 

s ANNOUNCES the following Distance Learning Programmes 


Certified) Financial 


Where Theory meets Practice 





CONTENTS 

INVESTMENT ANALYSIS AND PORTFOLIO MANAGEMENT 
PROJECT APPRAISAL AND FINANCING 

TREASURY AND FOREX MANAGEMENT 

STRATEGIC FINANCIAL MANAGEMENT 


HIGHLIGHTS 

V/ State of the art curriculum 
м“ World class courseware 
v/ Web - learning support 


Е ФЕ а, 


FOR WHOM [ 
CAs, ICWAs, MBAs, PGDBAs, CSs, CAIIBs and students in these programmes. | 


DURATION : 1 year FEES : Rs 8500 for enrollment upto April 30,2005. ] 
i 
| 


EXAMINATIONS AND QUALIFICATION 
Twice a year . Successful candidates will be awarded the qualification CERTIFIED FINANCIAL MANAGER 


Dyers Ero Finance] (OUD) 


FINANCE FOR NON-FINANCE EXECUTIVES 


CONTENTS 

* Accounting and Control =" Financial Management 

HIGHLIGHTS 

Y State of the art curriculum v World class courseware у“ Web - learning support 
FOR WHOM 


Non-finance executives in various areas (like marketing, production, purchase, R&D, HR, and IT), 
entrepreneurs, and software professionals. 


DURATION : 6 months FEES : Rs.3750 for enrollment upto April 30,2005 
EXAMINATIONS AND QUALIFICATION 
Twice a year. Successful candidates will be awarded the qualification DIPLOMA IN FINANCE 


or PROSPECTUS and other details of both the programmes visit us at www.cfm-india.com 


Email: табл efr indian ram © ПОП. IARA 7K2۸ ILARA C102 
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CLASS PROFILE: BY WORK EXPERIENCE... 


Institute 


IIM Ahmedabad 

IIM Bangalore 

ІМ Calcutta — 

IIM Indore — — 
IIM Kozhikode - 

IIM Lucknow — 

IMI, Delhi x. IMG 
IMT Ghaziabad (PGDBM + PGDHRM) 
JBIMS, Mumbai — 
NITIE, Mumbai 
SJMSOM, IIT Mumbai 
XIM Bhubaneshwar 



























All figures in per cent except batch size *For 2-3 years and 3-4 years **For 3-4 years and >4 years 


there were 42 such offers, 15 more than the previous salaries are considered by many as a direct measure of 
year. Add Calcutta and Lucknow, the total number of фе school's worth. So how do the top 13 B-schools that 
overseas offers at the four B-schools jumps to 196 BT tracks as part of its annual placements survey stack 


versus 106 of last year. up this year? In terms of the highest dollar salary, 
ПМ-А stood way above the others. Its 26-year-old grad, 
The Salary Sweepstakes Ravi Singhvi, a chartered accountant who interned 


Of all the bragging rights that B-schools fight over, with Goldman Sachs in New York, walked away with 
salaries is possibly the biggest. Not surprising because a $152,000-a-year offer from HSBC to work in its 








































...AND BY AGE 
Institute йз пз 2% зп >п 
j| IM Ahmedabad — E м EE min 
Ё ІМ Bangalore — СО 257 © 
4 ІМ Calcutta _ En ou ES 
; Ме d 0 36 2 
: IIM Kozhikode ЛЕ. 2333 466 2417 
К ІМ Lucknow : |. 403 01 
) IMI, Delhi 62 
4 IMT Ghaziabad (PGDBM + PGDHRM) 60 
JBIMS, Mumbai br. 22 
NITIE, Mumbai 698 
SJMSOM, IIT Mumbai 40.4 Ua 
XIM Bhubaneshwar "La 5345 - 2931 
XLRI Jamshedpur ОМА NA NAL 
All figures in per cent except batch size N.A. Not available For 25-27 years and > 27 years 
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BY EDUCATION... 
M. LO Commerce Science Agriculture 














76235. 1179 5% 0 


All figures in per cent except batch size 


London office as an associate in the investment banking 
division. But IIM-C retained its perch on the rupee 
salary heap, with Rs 16 lakh per annum in top offer. 

While we are on salaries, let's shatter some myths. 
The biggest of them: all им grads get obscenely big pay 
packages. Wrong. More than 95 per cent of the salary 
offers are in the range of Rs 7 to 8 lakh per annum. It's 
only the top offers that get highlighted and end up 
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painting a picture that's not quite the truth. As for 
Singhvi's $152,000 offer, that's as much as what a 
fresh grad from an Ivy League school gets. And consi- 
dering that it's harder getting into IIM-A than even 
Harvard Business School, the money is only fair. 

So are Indian B-schools becoming more global? As far 
as placements are concerned, yes. But there are significant 
differences when it comes to faculty, infrastructure 
and even graduating class profile. Unlike in the us 
where the average age of a student in, say, Harvard is 27 
with a minimum of four years work experience, 80 per 
cent of the graduating class at the IIMs is less than 25 
years old and virtually no work experience. Therefore, 
when they walk into a responsible and high-paying 
job, they do so with a lot of theoretical knowledge, but 
very little managerial experience. The upside: They 
have longer career spans. At any rate, it would be rea- 
sonable to assume that once in the workplace, their 
future growth would depend on actual performance. A 
B-school degree will take them only so far. 

What's in store for Placements 2006? That 
depends on how the Indian economy, and the global 
economy on the whole, performs this year. If the 
stock markets fall and growth slows, it will inevitably 
impact the appetite for recruitment. At present, 
though, the constraint at the top B-schools seems to 
be supply and not demand. 


Coolavenues.com is India's largest management 
community portal. For more placement details, log on to 
www.coolavenues.com 
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Five For The 


For the new financial year, that is. Here are five personal finance resolutions 


EW YEAR IS THE TIME FOR RESOLUTIONS. BY 
that logic the new financial year (2005- 
06 in this case) is the time for financial 
resolutions. Even though most of us are 
adept at making resolutions and then 
breaking them, that doesn't take away the importance 
of chalking out goals and objectives so as to try and 
manage our finances better. After all, the beginning of 
a new financial year in India usually coincides with the 
announcement of the annual Budget, a document that 
influences our financial management to a great degree. 
And for most salaried employees it also coincides with 
the yearly increment. The time, then, is just right. 
Here are five personal finance resolutions for the 
financial year 2005-06 you may want to consider. 


here is a general sense of eco- 

nomic well-being all around. 
The economy is growing at 6.7 per 
cent, and more jobs are being crea- 
ted (see Jobs Galore). Salaries, too, 
are on the ascendant. As Sonal 
Agrawal, Senior Director, Accord 
Group, puts it: “In cases where one 
possesses the required professional skills, one could get 
a premium to normal salaries, as there is a dearth of 
supply. For example, for someone who has had senior 
level exposure to retailing, this is a good time (to 
hunt for) a better financial package." Take our advice 
then: go out and look for a change. 

There is always a risk attached to switching jobs, 
particularly if the new job is in an emerging industry, 
but there is every chance that the move will prove bene- 
ficial, especially in a booming economy. Adds Agrawal: 
“It is also a better time to take risks by exploring 
newer industries or concepts, as a booming employment 
economy will absorb you back in the event that things 
don't work out, a difficult proposition in a declining 
















market." Sign on bonuses and stock are both additional 
incentives people switching jobs can look forward to. 
There are things a job-switcher has to watch out for: 
work profile, compensation, the growth potential of the 
industry, and the reputation and stability of the com- 
pany. Then, this is a fairly regulation wish-list and 
not too tough to keep track of. 

Today's hot and happening industries include 
those of recent vintage such as retail, retail finance and 
R&D/ product development and old favourites 
manufacturing, IT/ITES, pharmaceuticals and telecom . 
So, if you are on the lookout for an opportune moment 
to see your salary, and standard of living go up the 
growth curve, this is it. 


W: all know the importance of 
saving for a rainy day. With 
Budget 2005 having rationalised the 
income tax structures, you are likely 
to pay less tax and have more (fine, a 
little more) money in hand, especially 
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New Year 


that should stand you in good stead through 2005-06. BY SHILPA NAYAK 





if your income is on the higher side. Coupled with the 
general rise in salaries (remember, a switch can help this 
cause), the situation calls for taking a fresh look at 
your savings strategy. Irrespective of how much you 
earn, it’s a good idea to start by putting down, on a 
piece of paper, your family budget detailing all expen- 
diture; this will help you gauge your surpluses. That 
done, set short-term and long-term financial goals for 
the surplus. For instance, if you propose to buy a 
home theatre system or make the down payment for a 
car, calculate the amount required and save for it 
accordingly. Then, calculate how much you are saving. 
Start by targeting 10 per cent of what you earn, It 
may be a good idea to transfer this to a separate 
account, either an automatic transfer deposit account 
or a mutual fund account. This should protect it from 
any impulsive spending urges. Increase this to about 30 
per cent in six months. Any bonuses, salary hikes or 
unforeseen gains could be directed to this account. If an 
urgent situation forces you to withdraw from this 
account, make it up in full . 


Nas LIÍNYS 


aving for a rainy day is all right, 
but not enough. That’s because 
returns from savings rarely match 
the rise in prices of goods and 
services (inflation), and the value of 
the money you save likely goes 
down by the time you decide to 1 
put it to any use. That's not to 
say you shouldn't save. Save by all means, but not all of 
your disposable income. Invest part of it in equity, 
DE ect е since historically equity has always over-performed 
LU other investment avenues, and is probably the only way 
= EA Will stop locking in funds in ogra deit |__| to beat inflation. Says Anantpadmanabhan Sarma, 
oo Deputy General Manager, IDB! Capital Market Services: 

“While the investing style of a person should be based 
on his/her age, risk profile and financial goals, investors 


4 


APRIL 24 2005 BUSINESS TODAY 103 





re 


ү 
j 
4 
7 
g 





ge MORES 


_ Make your money grow—Invest in systematic investment plans — 


Protect your family's future—Buy adequate insurance — 


should start off with at least 60 per cent equity invest- 
ments at a younger age and reduce the component to 
about 20 per cent post-retirement." 

However, investing in equity is not the same as par- 
king your money in a savings account or a fixed deposit 
account. It can burn your fingers, particularly in a 
volatile stock market such as what we have now, 
where too many people are chasing too few stocks. For 





RESOLUTIONS: 
1. Will buy property in 2005-06 to take advantage of 
additional tax benefits granted in the Budget 


2. Will do away with random year-end investments 


3. Will invest in balanced funds on a monthly basis 
from April 

4. Will diversify her portfolio, which has more 
of investment-related insurance products currently 


5. Will get her finances more organised 
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greenhorn investors, therefore, it’s always a better 
idea to make equity investments through mutual funds 
(MFs). Says Sarma, “Regular investments in systematic 
investment plans of equity funds irrespective of the 
peaks and troughs of the market would create long-term 
value for investors.” One family that’s looking to take 
the MF route for investments is that of Victor Vaz, 
Zonal Manager (Projects) with Reliance Engineering. 
“We don’t need to lock in our funds in long-term 
debt instruments that we have been doing as a part of 
section 88. That’s going to be a big relief. We plan to 
invest the surplus that may arise out of rationalisa- 
tion of the tax structure in systematic investment plans 
of mutual funds for long-term savings,” says Victor’s 
wife Meenal. As to the amount that you could put in to 
Mrs, make that about a fourth of your financial assets. 
And with Budget 2005 expanding the purview of 
Section 88 to accommodate mutual funds, it could 
even help you save on your taxes. 

Then, not everyone wants to invest in equity the 
mutual fund way. For those who want to invest on 
their own, Sarma advises: “A maximum of 10 stocks 
should be enough for a retail portfolio. In such cases 
it’s best to stick to companies that are leaders in their 
line of business, and have a strong management." If you 
have a huge portfolio, cut down the stocks to less 
than a dozen. As for debt investments, the antici- 
pated interest rate rise is bad news for investors. With 
interest rates already hardening, long-term debt funds 
have become unattractive, so it is better to park a 
part of the debt portion of your portfolio in short-term 
debt funds instead. It also makes sense to switch from 
savings and fixed deposits to short-term debt funds, 
since they are tax effective. 


hile you're busy etching out 

a savings strategy and char- 
ting an investment plan, spare a 
thought for the future, for you 
and for your family. Unforeseen 
misfortunes can strike anytime, 
and it is thus imperative to insure 
yourself, particularly your life, 
against such calamities. Says 
V. Rajagopalan, Chief Actuary, ICICI Prudential Life 
Insurance: “The usp of life insurance is different from 
the other financial products in the sense that it protects 
against loss of income.” Besides that protection, 
insurance also provides a savings and investment option, 









FOCAL POINT 


and is also an effective tax-saving tool. “Through insu- 
rance one gets pushed into savings in a more systematic 
way. Insurance is a must to achieve wealth management 
goals,” says Rajagopalan. The flexibility in Section 88 
in Budget 2005 will now provide elbow room to plan 
one's finances more sensibly, like allocation of funds for 
definite financial goals. Experts reckon that at a younger 
age you should be insured to the extent of 15-20 
times your annual salary, which could go down as 
age advances. In your 40s, you could be insured for 
about 10 times your salary. 


he final resolution you need to 

make concerns your debt. 
With more disposable income in 
your hands, it makes sense to 
repay older high-cost debts and 
rationalise your credit card liabi- 
lity. With interest rates on credit 
cards at a stunning 40 per cent 
per annum on an average, repay- 
ing credit card dues will take a load off your shoulders. 
And if you're looking for useful debt avenues, there's 
nothing that beats the attractiveness of a home loan. 
Says Sarma, “The tax sops on account of principal 
and interest repayments pertaining to home loans in the 
recent budget actually bring down the cost of the 
house." Adds Suresh Menon, General Manager 
(Operations), Mumbai Region, HDFC: “Higher-end 








RESOLUTIONS 

1. Will buy a second house to take advantage of 
tax benefits announced in Budget 2005 

2. Will look at investing in various new schemes 
for kids' future requirements 


-3. Will invest in insurance, both for cover and 


savings 

4. Will invest in the family businesses 
(dermatology clinic and industrial electronics 
manufacturing factory) to boost incomes 

5. Will keep funding home saver account 
(to pay off their home loan) regularly with 
the dual purpose of better retums and 
the ability to retire the debt faster 


borrowers who typically happen to be interested in tax 
planning will benefit a lot from the recent budget 
announcements." 

How? A housing loan borrower will now not 
need to invest in instruments like РРЕ (public provident 
fund) to save tax, as he can claim the entire principal 
amount that he has to pay as loan instalment. So, on 
one hand money doesn't get locked (in ELSS or equity- 
linked savings schemes, РРЕ, etc.), and on the other 
you save on taxes as well (Rs 1 lakh can be deducted 
from income). Mukesh Mishra, a Mumbai-based 
entrepreneur, is planning to take advantage of these 
provisions. He says, *We are planning to buy a sec- 
ond house, which should get us full advantage of the 
tax benefits granted for purchase of houses in the 
recent budget." A smart move, considering that 
property is an asset that you can leverage lifelong. In 
addition, your EMI (equated monthly instalment) 
strategy also needs to change. “Earlier, lower ЕМІЅ 
during the first few years worked better as an over- 
all loan strategy, but now individuals can pay more in 
the initial years due to the benefit of principal 
deduction," says Menon. 

All in all, a healthy economy and budgetary 
benefits have combined to put more money in the 
hands of the individual, and it certainly calls for a 
realignment of financial objectives and strategies. So, 
go ahead, make your resolutions. And this time, 
try and stay the course. 
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Crude oil futures is an 
opportunity you don’t want 
slipping out of your hands. 
BY SHILPA NAYAK 






HE INTRODUCTION OF CRUDE OIL FUTURES ON THE 

multi-commodity exchange (MCX) on February 

9, 2005, has given Indian investors an oppor- 
tunity to trade in arguably the most heavily-traded 
commodity in the world, oil. And the response has been 
sufficiently positive, with volumes having crossed Rs 100 
crore per day already. Of course, that’s peanuts com- 
pared to the staggering $22 trillion (Rs 9,68,00,000 
crore) the world’s leading commodity exchange, the 
New York Mercantile Exchange (NYMEX), trades on the 
commodity every single day. Then, NYMEX began tra- 
ding in crude oil futures in 1983. 


Investor Profile 

On the Mcx, 50 per cent of the volumes have been cor- 
porate in nature, with investor interest largely coming 
from traders and speculators. Says Rajni Panicker, 
Head (Research), Refco Commodities: “This product 
is meant for all investors, as crude oil is the best bet 
against inflation. Also, it attracts a lot of speculators, 





since crude oil is influenced to a large extent by global 
political and economic situations." Adds Anjani Sinha, 
CEO, MCX India: *It works very well for hedgers—if 
prices go up, they gain from futures’ profit, and if 
prices go down, the loss is offset by savings on con- 


sumption. Hedgers protect themselves against the risk 
of price fall through crude oil futures." 

However, it's not just corporates and speculators 
who can take advantage of crude oil futures. The 
MCX, by allowing individual investors to start off 
with a 100-barrel contract by paying only 5 per cent 
margin money, has ensured that the common retail 
investor also gets a shoo-in. But while for speculators 
this is just another instrument to punt on, retail 
investors should take expert advice from commodity 
brokers before putting their money in. 


Investing In Crude Futures 
[he rules of the game are simple. The minimum you 
can buy on one contract is 100 barrels of crude. So if 


` How Crude Has Moved... 5637. 


gy... Ver the years. Prices have been riding a high since September-October 2004, 0% 2004 
a trend that is expected to continue. 
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Figures are Western Texas Intermediary (WTI) spot prices in $/barrel 


Crude Facts: Spot Vs. Futures crude price is at Rs 2,200 a barrel, the total 


value of the contract is Rs 2,20,000, of which 
you pay 5 per cent, or Rs 11,000, to get the 
contract. If a month later, crude prices rise to 
Rs 2,400 per barrel, you make a clean profit of 
Rs 20,000 (Rs 200 per barrel for 100 bar- 
rels). Of course, if prices move the other way, 
you have to shell out the difference (see Crude 
Facts: Spot Vs. Futures for a more detailed 
example). In case of additional volatility (sud- 
den price spike upwards or downwards), a 
special margin is determined by the Mcx and 
imposed on both buy and sell positions for 
three days. As an investor in crude oil futures, 
therefore, you have to keep a sharp eye out for 
price movements, both domestic and 
international, as well as for other factors that 
could influence prices. 

What are these factors? “Any economic or 
political uncertainty has a bearing on crude oil 
prices," says Panicker. That would include inte- 
rest rate movements, OPEC (Organisation of 
Petroleum Exporting Countries) announce- 
ments, terrorism-related incidents, inflation, 
even war. "It would also be vital to keep an eye 
on price determinants like the international 
demand and supply situation, any unrest in 
the oil producing countries and any related 
development in the us (the world's largest con- 
sumer of oil),” says Sinha of Mcx India. 

As for the current outlook, global events 
have brought about a significant rise in the 
price of crude recently, with prices touching $57 
(Rs 2,508) on March 21, 2005, up from around 
$48 (Rs 2,112) a month ago. At the time of 
writing, crude prices were quoting at around 
$54 (Rs 2,376) a barrel. With global indicators 
in favour of buying at this point in time, its time 
for you to get into crude futures. Ifi 
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The Turn Around of 







































he writing on the wall is very clear, West Bengal is on a 

| turnaround mode. Chief Minister Buddhadeb Bhattacharjee 

is in office and this time, he means business. Convinced that 

the state can regain back its lost glory, Bhattacharjee is pushing for 

a brand of governance that is exemplary. Displaying a dynamism 

that had been typical of B-School bred CEOs, the chief executive 

of West Bengal has already made a headway on investments in IT 
and ITES segments and is pushing for more. 

Ever since the East India Company 
landed in the harbour of Kolkata, the city had 
been the fort of India's industrialization. It 
was the city from which G D Birla, who can 
easily be named as the father of 
industrialization in India, operated. Then 
came the troubled 60s and the bloody 70s and 
Kolkata saw an exodus of industry under the 
pressure of its famous trade unionism and 
political upsurge. All that is now a part of the 
history. Buddhadeb Bhattacharjee seemed to 
be at the helm of the reconstruction of the state. "In the last three 
years of his rule, there has been remarkable changes" says Gauri 
Prasad Goenka, Chairman, Duncan Goenka group - a man who did 
not join others in the flight from Bengal. Something he describes as 
his “love for the comfort this city provides". 

Is Kolkata, the states window to the world at large, that 
comfortable for business? "The unparalleled law and order 
situation, a fast moving retail market, easy availability of trained 
manpower and the dynamism of the State's Chief Minister are very 
strong plus points for attracting new investments" says Sanjeev 
Goenka, Vice Chairman, RPG Enterprises. His company is one of 
the few who stayed back to brave the 
troubled times. Despite many successes 
particularly in Retail & Telecom, RPG 
Group has never thought of moving out 
of Kolkata, where they run CESC, the 
power providers for the city. According 
to him, Kolkata has a dependable power 
situation. His company has increased 
capacity, has a captive coalmine and is yg 
thinking of acquiring one more to meet 
the growing demand. 


Kolkata reacts well to the right kind 
of things. RPG's music chain seems to 
be doing really well in the 'culture' 
conscious metro. "Music World 
Calcutta is the highest-selling music 
outlet in the country", remarks a proud 
Sanjeev Goenka. Both the Goenka 
enterprises had been the boosting power 
behind Kolkata's booming art-world. 
While a huge number of Bikash 
Bhattacharya paintings adorn the walls of RPG headquarters, G P 
Goenka nowadays specializes in collecting Ganesh Pyne canvases. 

Bhattacharjee has a difficult task - he has to reverse the state's 
reputation that has been sliding for the past 30 years. "The mindset 
will take sometime to change” feels G P Goenka. According to him, 
while quite a few ministers are for the reforms, some others are of 
the same old mindset. In his words, "The problem arises when the 
anti reformist approach taken in Delhi starts reflecting on 
West Bengal.” 





But the state is already on the move. Roads are better, flyovers 
many, living affordable, it is time for the industry to change its view 
towards West Bengal. For G P Goenka, it is the word of mouth 
within the investing community that can do magic. "If the 
consumers say that the product is good it has some effect" says the 
Chairman of Duncan Group. Sanjeev Goenka is extremely 
optimistic, "Yes, we are bullish on West Bengal.... Blue prints for 
setting up two Spencer's hypermarkets in the city are ready. Yes, 
RPG has a vested interest in the future of Bengal. We repeat, we are 
not ashamed of saying so openly.” 

“Overnight it cannot happen but there has been a change. What 
has happened is very substantial. But frankly with the approach of 
the current CM there could be a Tsunami. Tsunami, in a more 
constructive term. Yes, things are happening," says G P Goenka in 
his usual positive manner. He is all praises for Bhattacharjee on the 
balancing act he has perfected with the central government. So 
what more is required? "Nothing more than what he is doing. Rest 
time will take care. It is a pleasure being with the current CM. He 
gets 1230 when he is required to be tough with his own party 
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Most Savings Accounts offer you interest. 
Ours offers you FREE Personal Accident Cover too! 





Get FREE* Personal Accident Cover of Rs. 1 lac. 


= Maintain a minimum savings balance of Rs. 5,000/- 
= Get FREE Personal Accident Cover of Rs. 1 lac. 


п No medical check-up padom 
= Easy procedures and Ahr А Сой 


= Quick claiming process. 


"Conditions Apply For details contact your nearest Allahabad Bank branch. 
aan 
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www.allahabadbank.com 
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ALLAHABAD BANK 


A QUEST FOR TRANFORMATION 
















llahabad Bank, the oldest Bank The Bank has stood the test of the time 


in the Country, begins its over the last two centuries spreading 
umble journey from 24th April banking facilities at un-banked and under- 
1865 with à branch at Allahabad, Uttar banked areas/sectors of the country. With 
Pradesh. The Bank grew from strength to the onset of financial sector reforms, 
strength over the years to reach over 15 Indian banking sector has undergone a 
million people at every nook and corner of P n. 4 plethora of changes with a basic objective 
the country through its 1949 branches and Ў. 4 of attaining global standards апа 


144 extension counters. The strong Onkar Nath Singh - international competitiveness. Advent of 





Chairman Allahabad Bank я > 
technology has redefined the rules of 


bondage developed through long-standing 
customer relationship has stood in good stead for the business. Allahabad Bank has risen up time and again to 


Bank to grow manifold on the business graph. the call of the day. 








Kolkata, the living city 


The list of unforgettable Calcuttans, whom CESC had the privilege of serving, since 
India’s first thermal power station was commissioned on 17 April 1899, is formidable. 

From Rabindranath Tagore to Sarat Chandra Chatterjee; from Swami Vivekananda to 
Mother Teresa; from Prafulla Chandra Ray to Netaji Subhas Chandra Bose; from Kanan Devi 
to Satyajit Ray, Kolkata has been the home of a galaxy of great human beings. 


The consumption of power in Kolkata has been rising steadily, the maximum demand so 
far met is 1281 MW. To serve citizens better, CESC has doubled its own generation. To meet 
future demand, CESC is planning to do more. 


In 1899 CESC was India’s first thermal power company. In the 21st century, CESC aims 
to be India’s number one power company. 
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In order to strengthen the capital base and expedite 
dusiness expansion, the Bank offered its initial Public 
Offer in October 2002. The maiden public issue 
'eceived overwhelming response from its customers. 
Allahabad Bank's quest for rapid transformation was 
ranslated into escalated business growth, improved 
orofitability and enhanced operational efficiency in 
recent years. These, in turn, has built unequivocal 
market confidence and enhanced the image. Notably, 
he net profit of the Bank grew by more than double 
luring last three years. 

The Bank has always prioritized stakeholders' value. 


The Bank declared a Dividend of 20% during 2003-04. 


During 2004-05, it declared an interim Dividend of 


15%. Earnings per Share of the Bank have increased 
rom Rs.6.88 in 2002-03 to Rs.15.98 in 2003-04 and 
urther to Rs.20.81 (On annualized basis) in April- 


Jecember 2004. The Return on Assets went up from 


0.70% in 2002-03 to 1.60% in 2003-04 and further t 


1.71% during April-December 2004. Impro 
performance of the Bank resulted in escalation of prices 
of the script in the bourses on higher trajectory 

Technology is the order of the day. The Bank has put 
in place its technology plan to meet the customer demand 
in various sectors by inter connecting the branches 
through Core Banking Solutions (CBS). The Bank will 
emerge as techno-savvy bank within very short period 

With a view to attain global competitiveness in the 
wake of Basel II and to increase its business growth 
further, the Bank has decided to come out in the market 
with its follow-on public issue. This will also provide 
strength for the Bank's business venture in the foreign 
soils, which are in the process of finalization 

The inherent strength of the Bank lies in blending its 
rich tradition with modern outlook. Days are not 


far ahead for the Bank to become a Global Bank 
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FOOD CONSULTANTS 





Food for thought: Dilip Joshi (L), whose clients include Lush and RA Lounge, and Marut Sikka of Amaya 


Druids Of Drool 


They make mouths water. They are chased by clients. They are food 


consultants. By AMANPREET SINGH 


AKE PASSION. CARDIO-THROB LOADS OF IT. 
Combine it with an abiding—nay, gnawing— 
hunger for knowledge. And you have the 
base for a career as a food consultant. Not to 
mention possible celebrityhood. “With restaurant 
launches becoming a television event,” says Rashmi 
Uday Singh, who prefers to be called a food writer, 
“food consultants are finding their place in the sun.” 

So, what’s a food consultant? 

Not chef, not restaurateur, nor just food connois- 
seur, nor even food researcher. A food consultant is a 
walking gastro-paedia with a good grasp of what 
would tingle whose palate and make whom drool. A 
good enough grasp, really, to be sought out by anyone 
trying to open a new restaurant or revive an old one. 


The Right To Eat Out 

Big City India seems to have broken out with a rash, and 
it’s restaurants. They’re popping up almost every- 
where, some emerging overnight, others vanishing 
only to be replaced by others still. “It’s a bug in the 
blood,” laughs Marut Sikka, food consultant to restau- 
rateur Camellia Panjabi's Amaya. According to the 
Federation of Hotel and Restaurant Associations of 
India (FHRAD, the country has about two million restau- 
rants. Rough estimates suggest that some 2,000 new 
ones started wooing taste buds last year in the big 
cities alone, and this year could have even more, 


A food consultant has a good grasp of what would . 
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especially if the Sensex heads towards the 7,000 level 
again. Even cricketers and film stars want to open 
dining joints these days, and the fear of failure isn't 
going to cow their ambitions down. 

As Sir Terrence Conran, the globally admired drool 
druid and creator of Paris' famous L'Alcazar, once 
put it: “The feeling after a good meal is so strong that 
97 per cent of people want to open a restaurant." 
Eating out, it seems, is not just fashionable, it's also a pri- 
mal need of sorts. Driven by animal spirits. 

Food consultancy is not for hobbyists, though. It 
takes plenty of research, according to Jiggs Kalra, who 
shot into fame for doing the menu for Prince Charles 
and Princess Diana's visit to India, but is otherwise 
known for reviving such delicacies as Lucknow’s Tunda 
Kebab. The man has been digging up recipes for 40 
years. “I hunt in libraries for manuscripts and get 
them translated,” reveals Kalra. He uses the description 
of a “music maestro conducting a chef” for the job, and 
hails Roland Fuchs, the brains of the Gharana at 
Kolkata’s Grand, as a true master of the art. Kalra’s own 
favourite job? The Kandahar at Oberoi Mumbai. 


Secrets Of The Script 

Food consultants of repute can earn Rs 5-15 lakh for a 
project, depending on negotiation skills and the 
restaurant budget (getting a 10th of the budget is good 
going). Consultancy reputations are created mostly 


nsvg JWOHS 


YUSUF KHAN 





FAQs 

What does it pay? 

Rs 5-15 lakh рег project 
Qualifications needed? 
Experience of varied food 
and tastes 

Any training courses? 
None yet 

How is success marked? 


Word of mouth and repeat 
business 
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Culinary connoisseurs: Karen Anand (L) trains chefs apart from consulting, while Ajit Saldanha believes in demystifying food 


via word of mouth, helped along by a resume of pro- 
jects that got customers knocking down the doors. 
Yet, Sikka, a Kalra protégé, is convinced that for all 
the experience, ideas and systems that a food consultant 
brings to the table, it is essentially a restaurateur’s 
business, and it is the personal passion on the latter’s 
part that makes or breaks a restaurant. That’s why 
some consultants prefer to go beyond words of advice. 
Culinary expert Karen Anand, for example, insists 
that a food consultant must be able to cook. Her roster 
includes Mumbai’s Khyber, Chennai’s Citrus and 
Pune’s Chateau Indage as restaurants, apart from seve- 
ral recipes for companies such as rrc, Britannia and 
Domino’s. “When I consult, I train the chefs as well,” 
says she, glad to put her global exposure to good use. 
“I befriended chefs in France and Spain,” she recounts, 
in elaboration, “and would learn in their kitchens.” 
That's a privilege, since good food is a business of 
closely guarded secrets. Nobody has been able to repli- 
cate Delhi-based Karim’s formula for enriched Mughlai 
food, gorging on which does not enervate but energise. 
“Chefs are jealous and protective about their recipes,” 
says Ajit Saldanha, a Bangalore-based food consultant. 








_ New Delhi. “Dedication, Vani ens e ys pr 
relationship,” she says, “for, physiotherapy is not an c Aud 


He feels that “consultants are needed to demystify 
food" for business. In his view, though, consultants 
should go for variable compensation—a fraction of the 
money made. “The ability to back your ideas is real suc- 
cess and confidence," says Saldanha. He regards Rick 
Stein, the man who introduced Nouvelle Cuisine to 
New York, as his guru, and after consulting for Ebony 
and Samarkand in Bangalore, is agog with a new con- 
cept restaurant that will serve cuisines from geographies 
that trace Alexander's footsteps. 

Food secrets, of course, can come from just about 
anywhere, the more unique the better. Drool druid 
Dilip Joshi trained under an English butcher in 
Bahrain a quarter of a century ago, and returned to 
Mumbai to start Shawns, before blending all his 
learnings to start a catering service that caters to 
high-profile corporate clients and fancy clubs like 
Athena. His notable restaurant jobs include Mumbai's 
Lush and RA Lounge. And to Joshi, success is not 


just about culinary knowledge. But rather, about the 
pulse of the city—in all its tongue-curling intimacy. 
“It’s all about being streetsmart,” 
"keeping your eyes and ears open". 
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COUNSELLING 


| am a 30-year-old software professional with nine years 
work experience at a US-based IT MNC in a lead position. 
| am considering one-year duration MBA programmes 
aimed at working professionals, to enhance career growth 
prospects. However, | need advice on placements (if І quit 
my current employer for an MBA). Do companies recrui- 
ting on campus prefer less experienced people? Will my 
chances of getting a good placement in line with my pro- 
file reduce if | pursue an MBA programme? 

First of all, your fears are unfounded. To pursue an MBA 
with your experience is a great move indeed. Since you 
are planning to do a one-year MBA course, your absence 
from your field of activity will not be too long. You will 
easily be able to go back to what you were doing, 
and with a better qualification and enhanced chances of 
growth. As for campus placement for experienced 
persons embarking on an MBA, there are ample oppor- 
tunities to do reasonably well. If you do find yourself 
limited by campus placement, you can always look 
for placement independently. 


1 am a final year MBA student pursuing my degree from a 
reputed institute in Lucknow. Our institute provides good 
placement opportunities and this year we had several MNCs 
scouting for talent. Unfortunately, | could not get a job in any 
one of them as the group discussion proved to be my neme- 
sis. Till now, I've not been able to clear a single group dis- 
cussion despite clearing all other tests. Please advise me on 
how I can overcome this problem. 

It is difficult for me to counsel you with a short answer. 
However, let me give you a few quick pointers that 
have helped me. Everyone gets nervous—the profes- 
sionals only get over their nervousness! So don't fret, 
you are not alone. Always try and know your subject. 
Reading and keeping yourself informed will strengthen 
your confidence and give you material to talk about. 
Often we think what we have to contribute, but are 
afraid we'd look silly. But do talk in any case. Also, 
practice is a great confidence booster. You can prepare 
a list of FAQs and practice answers for it. Having 
someone subject you to a mock interview and give you 
feedback is also not a bad idea. 


HELP 
TARUN! 


| am a 24-year-old electronics graduate. | got an offer from 
a top German MNC in 2001, but due to the slowdown 
they could not confirm my appointment. So | took up MBA 
(marketing) at a top Indian B-school. | am currently working 
as a sales executive in a top Indian IT hardware firm, but there 
is no scope for creativity here and the pay is poor. | am con- 
sidering options like an MS or PhD. But how will an industry 
view a BE, MBA and MS who has only a year's experience in 
business development and no technical experience? 

You are only 24—so you do have the luxury of being 
able to spend a couple of years studying. The industry 
will view a BE, Ms, MBA pretty favourably as these 
qualifications are thought to be complementary and 
compatible. However, when you finish your education 
and look for job opportunities, make sure you con- 
centrate on those companies that match your personality 
and technical aspirations. It might happen that due to 
your MBA, you may be seen as a potential candidate in 
areas like sales and marketing, which will involve 
interaction rather than just technical skills. 


1 am a BE (mechanical) currently employed with a small but 
promising company in Pune with a pay packet less than 
Rs 1 lakh per annum. As a beginner, | am quite satisfied with 
my job but the problem lies with my family members, who 
insist that | either acquire an MBA degree or shift my focus 
to IT software. They feel the company | am working for is a 
small-time one and the pay is low compared to that for an 
MBA or software engineer. Are they thinking right? 

Well, on one hand we have the Infosyses and Apple 
Computers of the world, which started in garages and 
basements. Those who have stuck with them have 
made it big! On the other hand, all companies that have 
started small have not become behemoths. You need to 
carefully evaluate what the future holds for the company 
as well as yourself in it. As for your family members, 
they are only trying to be practical and protect your 
future. If you have faith in the company, and its future, 
you can decide to work for it. However, an MBA degree 
is a good qualification to have in any industry, and to 
secure your future in case your company doesn't live up 
to expectations, you could certainly try for it. 


Answers to your career concems are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jhandewalan Extn., New Delhi—110055. 
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A large Engineering Co. 
situated in Gujarat 
having turnover of around 
Rs. 300 crores looking for : 


VICE PRESIDENT 


(FINANCE) 


The incumbent should be qualified Chartered Accountant 
and/or Management Graduate in Finance. 


Job Profile & Experience : 

He should have more than 20 years experience in dealing 

with: 

• Financial Management including resources planning and 
mobilisation through innovative financial methods. 


+ Formation of accounting policies, procedures and 
compliance with Indian and International accounting 
standard. 


* Designing & implementing system and processes in 
E.R.P. with sound internal controls. 
* Designing & implementing budgeting & monitoring system. 
• Handling of legal methods including issues relating to 
Income tax, Indirect taxes and Company Laws. 
+ Knowledge of computerization is essential. 
Candidate meeting with the above criteria 
and interested to join the company 
may apply within 15 days to: 
Box No. B-14 - C/o. Shree Giriraj Advertising & Marketing 
B-14, Satellite Plaza, Nr. Mansi Complex, Vastrapur, 
Satellite, AMMEDABAD-380 015. 
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Sometimes it pays to lie back with a great big read. Disc 


aaa 


don't tell husbands and find out why affairs happen. Get relevant news on 
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medical advances sifted from research. Plus jokes, anecdotes and more 


No wonder Reader's Digest has kept millions of readers entertained for 
50 glorious years in India. Want a generous helping of this great big read? 
Make the most of our limited period Golden Jubilee Offer, Subscribe today, 


and find your sunshine spot month after month 
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For That 
Gush Rush 


How about oil exploration as a career option? 


^ pes WORLD'S ‘RIG COUNT-—AN ENUMERATION OF OIL 
exploration installations—has been on the incline, 
and job prospects for exploration professionals remain 
buoyant. According to Vinod Pillai, Head (HR), Aban 
Lloyd, *The interest among graduate engineers for this 
sector has been rising, for this pays more to beginners 
than other streams do." The oil sector commands spe- 
cial attention at several Indian engineering institutes, 
and expertise is needed not just in basic drilling, but 
even a specialised variety of electrical, mechanical and 
marine disciplines. After all, even sound waves come 
in use on an oil mission. 

India has over 100 oil rigs in use currently, twice 
the figure just two years ago, employing an average of 
100 experienced professionals each. Private sector 
exploration has only added to the buzz. “Experience 
in the sector," says Pillai *is very crucial, and so 
retaining the people is a bigger challenge as a lot of 
outflow of employees happens to foreign countries." 
A trainee engineer in India can expect over Rs 20,000 
per month, with a fair choice of employers too. 
Overseas prospects, of course, are brighter still. 


SUPRIYA SHRINATE 





Oiling up: Good pay and a fair choice of employers too 
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Refinement 
Margins 


Art curators do a rare but rewarding job. 


Artscape: All about sophisticated sense and sensibilities 


apis *"GENTLEMAN'S PROFESSION’ HAS THROWN 
itself open to anybody wanting a crack at being an 
art curator. Anybody, that is, who can refine his or her 
sensibilities to that rarefied space that's inhabited 
only by those who truly ‘get it’. The job is rewarding, 
art-wise; bridging artists and appreciators is stimula- 
tion in itself. *Art curating is interesting, but can be 
exhaustive too," says Alka Pande, curator of Delhi- 
based Visual Arts Gallery. *Decisions for the shows— 
number of displays, which galleries to be used—and 
many other procedural issues are all responsibilities 
of the curator," she adds. It takes a sophisticated 
*market sense' of how to engage people's minds. 
“Just like artists, curators are self-taught,” says 
Aman Nath, hotelier and art advisor, “it’s the right 

aptitude, awareness and creativity that count.” 
And the financial rewards? Possibly above 
Rs 25,000 per project. How would you become a 
curator? Pande’s advice: “Get apprenticeship under 
a renowned ctirator and always keep your eyes and 

ears open to what’s happening around you.” 
INDRANI RAJKHOWA 





Twice as large as the nearest competitor 


© monster.com 












а ene U OSE ° (Dahat re * 


Sanford International 
Plant Manager - RPI 

NewellRubbermaig Location: Chennai 
Experience: 7 - 10 years 
Job ID: 28259360 


First Indian Corporation Pvt. Ltd. 
Chief Operating Officer 

Location: Bangalore 

Experience: 5 - 7 years 

Job ID: 26774889 


ReadiMinds 

International Alliance Manager 
QReadiMinds Location: Bangalore 

Experience: 6 - 8 years 

Job ID: 18678264 


Surlin Solutions 

Vice President – Business Development 
ce sm summe Location: Bangalore 

Experience: 5 — 10 years 

Job ID: 28050659 


SNORG 

HR Manager 
Location: Mumbai 
Experience: 5 - 6 years 
Job ID: 28008420 


HOW TO APPLY FOR THESE JOBS: 

|. Logon to www.monsterindia.com 

2. Click on "Search Jobs" link 

3. Type the job ID number in the "Keyword Search" field 
4. Click the "Search Jobs" button 
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Zenith Software Ltd. 


VP - Business Development 
Location: Bangalore 
Experience: 6 - 10 years 

Job ID: 24666454 


Financial Software & Systems 
Vice President 

Location: Chennai 

Experience: 15 - 20 years 

Job ID: 27843527 


GMM Pfaulder Ltd. 
Regional Manager - West 
Location: Mumbai 
Experience: 10 - 12 years 
Job ID: 22207065 


Transasia Bio-Medicals Ltd. 
Deputy GM - Product Management 
Location: Mumbai 

Experience: 8 - 10 years 

Job ID: 26862638 


AYTB 

Operations Manager - Maintenance 
Location: Saudi Arabia 

Experience: 10 - 15 years 

Job ID: 24693995 
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Cromag Together 








MindTree Consulting 
Informatica, PL/SQL Developers 
Location: Hyderabad 
Experience: 2 - 5 years 

Job ID: 27766005 


Larsen & Toubro Infotech Ltd. 
Oracle DBA Professionals 
Location: Chennai 

Experience: 2 - 5 years 

Job ID: 28272949 


Scandent Solutions 

Oracle Apps - Functional Consultants 
- Distribution 

Location: Bangalore 

Experience: 2 - 5 years 

Job ID: 28130633 


Wipro Technologies 
Project Lead-AS400 
Location: Bangalore 
Experience: 6 - 10 years 
Job ID: 28487697 


The Thomson Corporation 
Application Support Engineer 
Location: Bangalore 
Experience: 3 - 5 years 

Job ID: 28508685 
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Virtusa 


Sun Microsystems India Pvt. Ltd. 
Service Integration Manager 
Location: Delhi 

Experience: 8 - 15 years 

Job ID: 28430872 


Infosys Technologies Limited 
Test Analyst 

Location: Pune 

Experience: 3 - 8 years 

Job ID: 28509648 


HCL Technologies Limited 
Senior SCM Engineer 
Location: Chennai 
Experience: 4 - 6 years 

Job ID: 28463252 


Technofast 

i2 Professionals 
Location: Europe 
Experience: 2- 5 years 
Job ID: 27663504 


Virtusa (India) Pvt. Ltd. 
Java Tech Lead - J2EE UI 
Location: Hyderabad 
Experience: 5 - 9 years 
Job ID: 28311206 
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dick on "Search Jobs" link 
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NIS Sparta 


NIS Sparta Ltd. 

Business Development Manager 
Location: Delhi 

Experience: 4 - 6 years 

Job ID: 28514414 


Boss International 
Telesales Executive 
Location: Delhi 
Experience: 2 — 4 years 
Job ID: 26004580 


Hewlett Packard/HP - India 
Area Sales Manager 

Location: Raipur 

Experience: 2 - 4 years 

Job ID: 28385374 


Shri Shakti Alternative Energy 
Area Sales Executive 

Location: Delhi 

Experience: 2 - 3 years 

Job ID: 28381783 


Associated Road Carriers Ltd. 
VP - Marketing & Sales 
Location: Secunderabad 
Experience: 10 - 15 years 

Job ID: 28377484 


HOW TO APPLY FOR THESE JOBS: 

1. Logon to www.monsterindia.com 

2. Click on “Search Jobs” link 

3. Type the job ID number in the “Keyword Search” field 
4. Click the "Search Jobs” button 
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Kodiak Networks Pvt. Ltd. 
Director of Sales (SAARC Region) 
Location: Bangalore 

Experience: 10 - 20 years 

Job ID: 28376281 


Symbol Technologies Asia 
Senior Account Manager 
Location: Delhi 

Experience: 12 - 20 years 

Job ID: 28265313 


eOffice Planet India Pvt. Ltd. 
Branch Director 

Location: Delhi 

Experience: 6 - 8 years 

Job ID: 27054556 


Arvind Clothing Ltd. 
Area Sales Manager 
Location: Chandigarh 
Experience: 4 - 6 years 
Job ID: 28222147 


Alupro Building Systems Pvt. Ltd. 
Assistant Manager - Marketing 
Location: Delhi 

Experience: 3 - 7 years 

Job ID: 28178660 





Finance Jobs 





ICICI Bank Limited 

Manager- Branch Banking 
icici Bank Location: Mumbai 

Experience: 1 - 7 years 

Job ID: 26509856 


BPB India Gypsum Ltd. 
Accounts Officer 

9 India Gypsum Location: Thane 
Experience: 3 - 5 years 
Job ID: 28522946 


Affiliated Computer Services 


Financial Analyst 
A Location: Bangalore 


ni a Experience: 1 - 2 years 
è Job ID: 28564128 


TTK Healthcare Services Pvt. Ltd. 


Accounts Executive 

masesei, Location: Bangalore 
Experience: 1 - 3 years 
Job ID: 28512027 


Deloitte 

Quality Assurance Analyst 
Deloitte, Location: Hyderabad 

Experience: 3 - 5 years 

Job ID: 28487770 


OW TO APPLY FOR THESE JOBS: 


Logon to www.monsterindia.com 
Click on "Search Jobs" link 


Type the job ID number in the "Keyword Search" field 


Click the "Search Jobs" button 
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Nagarjuna Oil Corporation Ltd. 
Manager - Finance 

Location: Chennai 

Experience: 10 - 15 years 

Job ID: 27065130 


Vatika Group 

Senior Manager - Finance 
Location: Delhi 
Experience: 3 - 10 years 
Job ID: 28303943 


NVIDIA Corporation 
Finance Manager 
Location: Bangalore 
Experience: 7 - 10 years 
Job ID: 28286576 


Patni Computer Systems Ltd. 

Senior Consultant - Sarbanes Oxley, SOX 
Location: Mumbai 

Experience: 12 - 15 years 

Job ID: 28131396 


M & B Footwear Pvt. Ltd. 
Commercial Executive 
Location: Noida 
Experience: 2 - 5 years 

Job ID: 28095955 
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BOLLYWOOD 


Hame B 


Frame 


Corporate film producers have 
repeatedly failed in Bollywood. But 
Applause Entertainment, an Aditya 
Birla Group company and producer 
of hit movie Black, thinks It will more 
than just SUIVIVE. By ROSHNI JAYAKAR 


HEN ANSHUMAAN SWAMI GOT DOWN TO 

marketing Black, he didn’t think of it as 

a movie. Instead, he looked upon the 

Amitabh Bachchan and Rani Mukherjee- 

starrer as a pricey Bentley or a snazzy 
Louis Vuitton. In an industry where 800 movies roll off 
production studios every year, why would anybody 
risk pussyfooting with marketing? Because the movie, 
about a deaf-dumb-blind girl and her ageing, eccentric 
teacher who is hell bent on making her self-reliant, 
wasn’t meant to be a mass-market fare. In fact, it strayed 
so far from the typical Bollywood formula that it had all 
the chances of bombing on the box office. There were no 
action scenes, colourful and hip-gyrating songs, or even 
pretty faces. On the contrary, heroine Mukherjee was 
made to look plainer, Bachchan much older and eccen- 
tric than he actually is, and the director demanded a level 
of sensitivity not usually expected of viewers of Hindi 
movies. Says Swami, CEO of Applause Entertainment, an 
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Aditya Birla Group company that produced the movie: 
“My core audience for the film is that which understands 
what Amitabh Bachchan says in the movie: Mujhe vish- 
was aur samay ke sivai aur kuch nahi chahiye (1 don't 
need anything other than time and trust).” 

Convinced that the usual marketing strategy won’t 
work, Applause decided to go in for word-of-mouth 
marketing and restrict the initial release to multiplexes, 
which meant that only audiences in metro cities, and 
that too from SEC A and B categories, would be watch- 
ing it. For a movie that had cost Rs 21 crore to make, 
it was a risky marketing plan to adopt, but, fortu- 
nately for Swami, it seems to have paid off. Six weeks 
into the release, Black has fetched around Rs 15 crore 
in theatre ticket sales and another Rs 4.5 crore from 
satellite Tv rights (film producers sell television rights to 
channels). Says Komal Nahta, a Bollywood tracker: “In 
multiplexes and in big cities like Mumbai and Delhi, the 
film has done exceptionally well and is a fair grosser.” 





Movie Management 
Two years ago, when the Aditya Birla Group’s young 
Chairman, Kumar Mangalam Birla, roped in Swami to 
launch Applause, he was wading into treacherous 
waters. Unorganised and chaotic, Bollywood had 
steadily resisted all attempts at “corporatisation” of 
movie making. Among the famous failures is ABCL (of 
Amitabh Bachchan that’s now making a comeback). 
Indeed, Applause’s first movie, Dev (again a Bachchan 
starrer) sank without a trace. Recalls Swami: “The 
fear set in when local newspapers said that yet another 
corporate bites the dust.” Therefore, when he was 
first approached to bankroll Black, he took six long 
months to make up his mind, never mind that it 
boasted of a reputed director like Sanjay Leela Bhansali. 

Yet, the fact remains that movie making is a tricky 
business, where nine out of every 10 movies produced 
fail to generate profits. Swami, an advertising 
professional who also managed Grasim Mr. India for 


Anshumaan Swami 
CEO, Applause Entertainment 


“Film business is like quicksand 
and even after you have done 20 
films, you cannot predict what 
will happen to the next one” 


the Aditya Birla Group before joining Applause, know 
that only too well. Which is why even before he signe 
it MOVIE distrib: 
tion. In 2003, Applause bought the distribution right 


for the first movie, he tried his hand 


of a British-made movie, Arita and Me. The idea was t 
tell Bollywood that Applause was in business. Am 
when It did come to prt duc ing à movie, the compan 
chose a low-budget Bengali film, Tepantorer Math 
meant for the film festival circuit, followed by another 


low-budget movie, but in Telugu, called Tapana. Say 
Swami: “We lost money on the productions, but th 
gave us insights into movie making in India.” 


COS 


Movie н is үө. n be Rs 14, 300 crore- -big by 2010. \ 


UL 


portfolio of cost-effective | 


їй across different eos languages and market segments | / 


Will Applause deliver another 
Black this year or even the next? 
Nobody can tell, least of all Swami. 
That’s a reason why Applause does 
more than just make movies. It has 
a fledgling visual effects and ani- 
mation division that did some work 
for The Lord of the Rings III: The 
Return of the King, but its “bread 
and butter” business is television 
software. Starting with Bollywood 
Tonight (a half-hour show on Zee 
UK and us), Applause now has three 
different shows on Zee and Star 
TV. Predictably, this is not a market 
without its share of competition. 
Successful content houses like Balaji 
Telefilms and urv churn out 32 and 
20 hours of programming every 
week, respectively, compared to 
Applause's 6.5 hours. Also, the newcomer's focus has 
been on fiction. There are plans of producing non-fic- 
tion shows too. Generally, large canvas fiction shows are 
more expensive to produce, but offer higher returns 
than non-fiction ones. Says Swami, whose company is 
yet to see a rupee in net profits: "It's a slow process and 
takes 10 months to a year." 

But, then, Swami is in no rush. The long-term 
prospects for the entertainment industry look good. 
According to a СП-КРМС survey—Indian Entertainment 
Industry: Focus 2010—television is the most important 
component, contributing more than 60 per cent of the 


THE APPLAUSE EFFECT 





revenues. Better still, it is expected 
to drive the industry's growth well 
into the digital era, with the advent 
of new delivery systems such as 
direct to home (DTH) and inter- 
active TV. According to the sur- 
vey, the TV software market is cur- 
rently estimated at Rs 13,900 crore 
and expected to touch Rs 37,100 
crore by 2010. Says Rajesh Jain, 
Executive Director, KPMG: “There 
are large corporate houses looking 
at this segment because this is going 
to be a big driver of the entertain- 
ment industry." 

Films, understandably, will con- 
tinue to be the ones that bring glory, 
if not top dollar. After all, it's only 
half as big as the Tv software market 
and will only be Rs 14,300-crore big 
by 2010, according to estimates. No doubt because of the 
high risk, KPMG consultants think that producers will need 
to adopt a very different strategy in the future. Instead of 
making one or two big-budget movies, they will have 
to build a portfolio of cost-effective films in a year. They 
will also need to look at different genres, languages and 
market segments to spread their risks better. 

Swami couldn't agree more. *The movie business is 
like quicksand and even after you have done 20 films, 
you cannot predict what will happen to the next one," 
he says. Not even the most successful producer in 
Bollywood is allowed to forget that cardinal rule. 
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Topic - Broadband: Driving the next generation in telecom services 
Delhi - 19th April 


Discuss and debate the emergence of Broadband and how it will drive the next 
generation of telecom services. Come and be in the company of the best minds in India, 
interact with experts over breakfast and learn how broadband is going to affect 
everybody's life. 


FOR MANAGING TOMORROW 


Entry by Invitation only. 
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Busting Bounds 


Staring down obstacles Sandy Weill style. Plus: branding, fame and peace. 


URING THE SPRING 
D: 1955, Sandy 
Weill discovered 


that his father had left his 
mother. Worse still, he had 
left Weill with no company 
to run. After considerable 
effort, young Weill landed 
a job in the backroom of a 
little known brokerage firm 
called Bear Stearns. It was a 
time when Wall Street was 
a tad polarised when it 
came to the policy of hiring 
Jews. Those of German 
Jewish descent found them- 
selves employed by vener- 
able firms such as Goldman 
Sachs. East European Jews 
like Weill had to scrape the 
bottom of the employment 
barrel, so to speak. 

The bottom is where 
Weill started. The top was 
where he ended. In her taut 
tale, Tearing Down The 
Walls: How Sandy Weill 
Fought His Way To The 
Top Of The Financial 
World... and Then Nearly 


captures both the spirit and 

the stupefying rise of arguably the 
most feisty financial figure the world 
has ever seen. 

Weill was never destined to be a 
backroom boy. In 1960, he, along 
with three friends, started Carter, 
Berlind, Potoma and Weill. Within 
two years, they dropped Potoma. 
Indeed, this was to be his profes- 
sional leitmotif: the innate ability to 
drop people and move on. By 
1968, Carter was gone. By 1973, 
the entire firm went, and Weill 
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TEARING 
DOWN THE 
WALLS 

By Monica Langley 
Simon & Schuster 


PP: 289 
Price: Rs 660 


named it Hayden Stone; 1973 was 
also interesting for another reason. 
It marked the entry of Jamie Dimon 





s tZ 
e who dare 


into Weill's life. It was the 
start of a partnership that 
would stun the Street. And 
then, one fine evening, 
shock it. 

Langley skims over the 
rest of the 1970s, taking 
the reader swiftly to the 
1980s. By then, Weill's 
ambitions began to climb. 
Literally. His firm occu- 
pied the top six floors of 
the World Trade Center. 
Nearby, Merrill Lynch had 
its offices in a 53-storey 
building. “We’ll look down 
at Merrill Lynch," said 
Weill, laughing. 

He finally did. 

Good Friday of 1981 
was indeed good for Weill. 
He sold his company to 
the WAsPy American 
Express for $1 billion. 

“Not bad for a kid from 
Brooklyn,” remarked Weill, 
satisfied. 

On June 18, 1985, the 
Board of American Express 
asked Weill to leave. 

When he woke up on 
the morning of June 26, 
1985, Sandy Weill found himself 
quite unemployed. He had no com- 
pany. Then again, he did. Jamie 
Dimon joined his mentor as did 
Alison Falls, his assistant from 
American Express. The trio imme- 
diately moved into the Seagram 
Building, home to The Four 
Seasons’ Grill Room—Weill's “com- 
pany cafeteria”. Here, each after- 
noon, Weill would settle down with 
a frosty Gibson—a martini made 
with pickled onions. Cherrystone 





clams followed the martinis or, on a 
good day, raw Belon oysters freshly 
imported from France. Lunch was then 
followed by a power nap on his sofa 
with saliva dripping down the side of 
his mouth and chin. 

The big wake up call came on the 
first Monday of 1987. Something big 
was on its way up. 

That year, Weill closed in on 
Commercial Credit Bank. By December 
15, over a bottle of a 1979 Chateau 
Tablot, Weill also secured control of 
Primerica. 

In 1990, Jamie Dimon suddenly 
realised that Primerica had a larger mar- 
ket cap than Citibank. He, Weill and 
their fellow travellers set their sights on it. 
On Monday, April 6, 1998, Sandy Weill 
walked into Citicorp’s Lexington Avenue 
Office. On May 16, the Board named 
Sandy Weill and John Reed as Co-CEOs. 
Michael Mayo, bank analyst at Credit 
Suisse, called it *a Noah's Ark structure— 
they brought along two of everyone". 

By Sunday, November 1, 1998, Jamie 
Dimon was certain that his future at Citi 
hung by a thread. Later that evening, 
Weill informed him that he had none. 
Jamie Dimon was fired. As Weill moved 
to embrace his lieutenant of 25 years, 
Dimon recoiled with “No hugs, please”. 

In February 2000, Weill got rid of 
the last possible thorn in his side: John 
Reed. The next two years saw Citi 
embroiled in controversies ranging from 
Enron to e-mails over playschool admis- 
sions. Amidst it all, Weill survived. In 
2003, Chief Executive magazine named 
him 2002’s СЕО of the Year. “Get your 
parachute ready,” Andrall Pearson, a 
director of Citigroup, told Weill, “I have 
never seen anyone get that big an honour 
who doesn’t come tumbling down the 
mountain. When you are at the peak of 
your recognition, the seeds of disaster 
have already been sown.” 

It didn’t bother Weill. 

He promptly ordered a gin. 

Weill was comfortable with heights. In 
spite of suffering from vertigo. Ell 

SWAPAN SETH 
The reviewer is Co-CEO of Equus RedCell, 
a Delhi-based ad agency 
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ОМТ SAY А WORD. JUST 
laugh...” begins the Tv com- 
mercial, featuring comedian Ray 
Romano. It’s about ‘How to talk 
Tata McGraw-Hill °° kids’, and it ends with “Your 
' PP: 224 DN Fass ee rcm bes all 
"d I: that funny, but they will know 
зант ишп Price: Rs 450 you love them. What's more 
important than that?" Then comes the signoff voiceover, “Just like 
you, we care about how your kids feel”, and then the logo of 
Johnson & Johnson (j&j). Such advertising has done a fine job of 
appealing to hearts and minds across America. The closest thing 
to a ‘sting operation’ anyone would perform on the company, per- 
haps, would be to sing a blue-turtle dream song composed by 
Gordon Sumner. That’s the power of corporate branding. And this 
appears as “Best Practice No. 4’ in this book, written by the 
chief of CoreBrand, a consultancy, Let’s face it: corporate bran- 
ding in India is nowhere close. Are corporates here trusted a lot 
less? Or have their efforts been lacking? This book won't answer 
that, but it has some nice case studies. Don't miss the one on 
Campbell's Soup, and its return to basics. What would founder 
Joseph Campbell think? The question made all the difference. 
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FAME AND HIS BOOK BY TWO MANAGE- 
FORTUNE ment professors of repute 
By бае боз sells ‘fortune’ as a function of 
& Cees BM. Van Riel ‘fame’, oe here as a "e 
pu tation’ attracts attention 
Pearson Education wins customers, rather than any- 
sd 495 pa verging aa ey ack on 
Р | megalomania. Charles Fombrun 
has written extensively on reputation before (J&J has been a 
habitual topper on his ‘reputation quotient’ chart). This book, 
though, tilts from theory to application. Be visible. Be distinctive. 
Be authentic. Be transparent. And be consistent. So the authors 
advise. While this book is dense with charts and formulae, much 
of its value lies in its subtlety. How Ferrari, for example, prances 
its way into your mindspace by blurring preconceptions. 
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academic perspective is 

PN obvious in this book. An aca- 

demic she is. And this is part of 

By Radha Kumar Penguin's refreshing Interrogating 

Penguin India series that boasts of essays 

PP: 125 by Mukul Kesavan, Kanti Bajpai 
Price: Rs 195 


and Pratap Bhanu Mehta. It 
offers an overview of the peace process, taking care to ensure that 
“what next?” doesn’t get jeopardised by the very asking of the 
question (in some sort of quantum irony). Who next, for this series, 
though, is worth a nice guess. Shubh Mathur perhaps? 


APRIL 24 2005 BUSINESS TODAY 127 





NO ДЕ же” кы. eee ee 





es am #й 











IS UNLIKELY THAT JIMMY 


Wales, Jimbo to friends 
and really good acqua- 
intances, will ever attain 


the legendary status of 
Linus Torvalds. Not that the first 
is an unknown; a Google search 
for him throws up about 601,000 
results as compared to 1,320,000 
for Torvalds (to put that num- 
ber in perspective, India’s Prime 
Minister Manmohan Singh gets 
225,000). The comparison with 
Torvalds is apt. What the man 
did to software, Wales wants to 
do to content. 

No one knows how the idea 
struck Wales, a derivatives trader 
who made his fortune in the 
boom years of the early 1990s. 
After cashing out, he founded 


 bomis.com, an all-purpose por- 


tal that made money selling ima- 
ges of women sporting little or 
no clothing. The site is still there, 
as are the images, but it wasn’t rad 
enough for Wales, who had 
enough money to indulge his pur- 
suit of cool. So, in 1999, the man 
founded mupedia.com, an online 
encyclopaedia. That was far 
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Just how did 
a website with 


a quaint sounding 


prefix (it's 
Hawaiian, duh!) 
establish the 
concept of an 


online democracy? 


And why did a 
multi-millionaire 
one-time 
derivatives trader 
become its 
benevolent 
dictator? 


BY KUSHAN MITRA 


WIKIPEDIA 
HEALTH 
PEOPLE - 


removed from selling girlie pics 
online, but it still wasn't cool. 
Then, someone showed Wales the 
wiki software. “This allowed peo- 
ple without any knowledge of crea- 
ting HTML (Hyper Text Markup 
Language, the language of the 
internet) to make modifications, so 
we decided that doing something 
like Wikipedia, where any visitor 
to the site could make their own 
changes, to co-exist side-by-side 
with Nupedia might be a good 
idea," he says. It was, as time was 
to prove, a very good idea. 
James, in New Delhi, India, 
to participate in a design confer- 
ence, says all this very matter- 
of-factly. In reality, the $500,000 
(Rs 2.2 crore at today's exchange 
rates) invested by the man in 
Wikimedia has created an online 
democracy of information. 
There's Wikinews, a recent effort 
to allow users to edit entries on 
news; there's Wikicities, a for- 
profit effort (the only in the Wiki 
amily) to create communities; 
but the most succesful is 
Wikipedia, a free web-based 
encyclopaedia accessible at 
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JIMMY WALES/ FOUNDER CHAIRMAN/ WIKIPEDIA 


3 & Just like companies make money from Linux, it is 
й fine if people make money off Wikipedia 





www.wikipedia.org with over 1.3 
million entries in 180-plus langu- 
ages including Cymraeg, Euskara, 
Islenska, Hindi, even Sanskrit. 
(there are only 35 languages with 





over 1,000 entries and almost half 
the entries are in English). Wiki, 
for the record, is Hawaiian for 
quick, so Wikipedia is the ‘quick 
encyclopaedia’. 

So what is so special about an 
online encyclopaedia? Nothing 
other than the fact that it is bigger 
than Britannica (six times, in terms 
of the number of entries, although 
that could be because of the way 
things are categorised; twice as 
big, in terms of number of words). 
The unique thing about Wikipedia 
isn’t the fact that it is free; the 
unique thing about Wikipedia is 
the fact that it is free. Confused? 

Every entry in Wikipedia is 
made by a user of the website; 
users can add, delete and edit 
entries. Wikipedia, for those who 
still haven’t got it, is online 
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democracy at work. This is a site 
made by the people, for the people. 
Which fits in well with the defini- 
tion of democracy on the Wikipedia 
website. Democracy is a form of 
government under which the 
power to alter the laws and 
structures of government lies, 
ultimately, with the citizenry. 
Well, there are no laws here, 
but there are entries. 

Same as other really good 
democracies, Wikipedia has 
a ‘benevolent dictator’ looking 
after things, and Jimbo, he 
of average build, receding 
hairline, and shirts strangely 
reminiscent of a man from 
Infinity Drive, Cupertino, 
California (Wales himself is 
from Florida) is it. 

Wikipedia is nothing short of a 
revolution. From fewer than a 
thousand entries in January 
2001 with only nine people 
effectively working on entries, 
today there are over 13,000 
people who make at least 
five edits every month at 
Wikipedia. Two years ago, 
Wales pulled the plug on 
Nupedia, which was a far 
more structured information- 
sharing initiative with 
in-house editors, researchers, 
the works. By doing so, Wales 
admitted that unleashing 
‘wiki’ on the internet had changed 
the information economy. 

But can you really trust 
Wikipedia? “Nobody is an expert 
about everything, but every- 
body does have a lot of 
knowledge about a few 
things,” says Wales, insisting 
that some Wikipedia-con- 
tributors are experts, “pro- 
fessors, academics and 
researchers”. 

The real issue, claims 
Wales, is not the accuracy of 
information but the threat of 
online vandalism. The wiki 
format makes it possible for 


anyone with half a brain to indulge 
in online vandalism. “The great 
thing about Wikipedia is the com- 
munity atmosphere. There are peo- 
ple who police the site looking for 
vandals and report any instances of 
vandalism to the site administra- 
tors," says Wales. 

Like any user-developed encyc- 
lopaedia will, Wikipedia offers a 
highly subjective (American?) view 
of the world. The entry on the 
‘Heavy Metal Umlaut’ (those two 
little dots over a vowel popular in 
the names of heavy metal bands 
like Motórhead), for instance, is 
longer than those on Sonia Gandhi 
and Manmohan Singh. 

Wikipedia is free, and because 
it is distributed on ‘Open License 
Distribution’ like Linux, anyone 
can actually download it, print it 
and sell it to make money. *There 





are a lot of people without access 
to the internet. Now, say, if some- 
one downloaded and printed the 
Hindi Wikipedia, it would be great. 
It would make information 
available to so many more peo- 
ple,” says Wales. “Just like com- 
panies make money from Linux, it 
is fine if people make money 
off Wikipedia." 

Wikipedia is a hit; Wikinews is 
much too young to be anything; 
and Wikibooks (textbooks com- 
piled the wiki way; should be a 
hit in this country) just a gleam in 
Wales' eye. Still, the wiki-thing 
looks like it is here to stay. 


TREADMILL 
THE IMPORTANCE OF RESTING 


ETWEEN SETS, | MEAN. I'VE HAD SEVERAL READERS 

writing in to say that despite following fairly 

regular weight-training schedules at the gym, 
they don’t see any growth in their muscles or 
changes in the way their bodies appear. Now, 
ironical as it may seem, one reason for this could be 
the lack of resting between sets of exercise. I’ve seen 
some people who exercise furiously and relentlessly, 
moving seamlessly from set to set. 
This inevitably makes them feel more 
exhausted quickly (and many may 
equate that feeling with a good work- 
out) but it doesn’t help. In fact, doing 
sets without resting properly bet- 
ween them can inhibit muscles from 
growing stronger. Weight-training 
puts extra stress on your muscles 
and if you don’t rest between sets, 
your efforts to do subsequent sets 


seconds. That’s just a minute. 
Incidentally, here’s a rough descrip- 


When you lift or pull weights, your 
muscles suffer tiny ruptures. When 


those tears, they grow stronger. And 
your muscles grow bigger. 

Its important too to vary your 
exercises and surprise your muscles, 


if it is repeated over and over. Little 
tweaks to basic exercises can get you 
disproportionately big gains. Take 
the simple biceps dumb-bell curl. 
Here’s a twist to the basic format. 
Hold the dumb-bells with your palm 
facing you (instead of outward in 
the conventional curl). Now, as you 
flex your fore-arm towards your upper arm, twist 





your arm so that your palm now faces outward. | 


Complete the curl and go back to position one. Try 
to keep your elbows close to your body and do not 
swing your arms or body. Try it to feel the diffe- 
rence. For help, see the illustration. 

MUSCLES MANI 


can deliver below par results. Just | 
how much time should you rest bet- | 
ween sets? The thumb-rule: 40-60 | 


tion of how weight-training works. | 


muscle cells re-generate to repair | 


Muscles get used to the same exercise | 


write to musclesmani@intoday.com | 
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*MY Precor 


Don't beleve you can. But believe you must. 
And make your way to the top with Precor 
the world leader of fitness solutions, where 
body, mind and machine come together 
Put the Precor formula to work for you and 
live every moment like а winner 
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live to win 


Chennai Ph : 044-28266186/6286/6011 
e-mail : gympac@vsni.com 


Office - Bangalore Ph:080-25583638/3639 
Delhi Ph:011-51640186/2186 

Kolkata Mob:09331053904 

Mumbai Ph:022-56750687, 56915351 
Hyderabad Mob:09391054280 
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SET YOUR BUSINESS BENCHMARK 





NDIA TODAY BOOK CLUB launched in April 1999 is the only one of its kind in the ) 

subcontinent. The club brings the best quality, unique collection of books across a cross ) a Г 
section of subject areas, varying from books on Art, Biographies, Business & Management, E 
Children’s Choices, Cookery, Fiction, Health & Beauty, Home Décor, Information D 


Technology, Parenting, Politics & Current Affairs, Sex, Travel and 


many others. 


Come join the India Today Book Club and discover a whole new range of books 


in its Business Collection. In arrangement with leading national and 


international publishers we bring you the widest range of business books, which 


will be delivered free at your doorstep. You will also receive huge discounts on 


Fabulous discounts of upto 60% 


Widest range of the best quality books 


Free Books Today, monthly magazine 
Free home delivery of books 
Assured free gifts upto Rs.1430° 


the latest national and international bestsellers, a free monthly Books Today magazine and of course, 


free gifts with your subscription. 
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MARKETING 
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MANAGEMENT 





How to Make Money Trading Derivatives 
An Insider's Guide Ashwani Gujral A pioneering book 
on trading Indian futures and options, this is an insider’s 
guide which spans the three aspects of successful trading: 
charting and entry techniques, money and trade 
management, and trading psychology. 
Code: H0901 

Paperback; 248 pages 

Pub Price Кѕ.395 

CLUB PRICE Кѕ.295 


52 Ways to Make More Money in 
Network Marketing David Gob If you haven't 


had any luck before in network marketing business, 
maybe it’s because you have been relying upon it! This 
book provides you the knowledge and know-how! It 
offers you an ultimate plan to financial freedom, 
Code: F0663 
Paperback; 206 pages 
Pub. Price Rs.200 
CLUB PRICE Rs. 160 


Off-the-Wall Marketing Ideas Jumpstart Your 
Sales Without Busting Your Budget Nancy Michaels 
This book is a goldmine of valuable, no-cost and low- 
cost marketing secrets. In no time at all you will be 
creating your own make-or-break marketing techniques 
for business success on a shoestring budget. 

Code: 00279 
Paperback; 222 pages 
Pub. Price Rs.265 
CLUB PRICE Rs.215 


Valid Wills and Succession Planning 
How to Make a Valid Will, Bequeath Your Property as You 
Want to, and Pre-empt Family Strife R.N. Lakbotia This 
highly informative book tells you everything about 
drafting and writing a valid will, how to register it, 
witnesses, role of the executor, legal heirs and benefi- 
ciaries, tax saving, succession planning, sample drafts of 
typical wills, and advantages of making a will. 

Code: V0194; Paperback; 108 pages 
Pub. Price Rs.125 

CLUB PRICE Rs. 100 


Adams Time Management Proven Techniques for 
Making the Most of Your Valuable Time Marsball J. 
Cook This book shows you how to organize your 
valuable time to make sure the things you need to make 
happen get donc. It includes dozens of proven, easy-to- 
use techniques. 

Code: T0912 

Paperback; 229 pages; Pub. Príce Rs.250 
CLUB PRICE Rs.200 


SAVE Rs.100 6 | 


SAVE Rs.50 


ALL-IN-ONE 
BUSINESS 


PLANNER 









Business 


Adams All-in-One Business Planner How to 
Create the Plan You Need to Build Your Business 
Christopher R. Malburg Every business needs a strong 
plan for success. One that outlines goals, develops 
strategies, and plans for both the best and the worst. 
Based upon real-world situations, this book shows you 
how to create plans for any area of new business. 


Code: A0957; Paperback; 304 pages 
SAVE Rs.60 


Pub. Price Rs.295 

CLUB PRICE Rs.235 

Maximise Your Potential R. Jan Seymour Thi: 
is a book of encouragement and a blueprint for success. I: 
will help you learn how to define your gifts and discover 
your purpose in life: you will learn about persistence, 
positive thinking, goal setting, time management and self- 
esteem; how to overcome fear, defeat and despondency 
and how to motivate yourself and others. 
Code; M1163; Paperback; 184 pages 

Pub. Price Rs, 135 

CLUB PRICE Rs. 115 


SAVE Rs.20 


How to Be a High Performance 


Manager Rajesh Chadba Rajesh Chadha, an expert 
in the field of marketing has working experience of more 
than 22 years with various companies of repute. This 
book is an attempt to bring about his personal 
experiences and expertise gained over the years and will 


help you achieve high performance. 
Code: H0910; Paperback; 152 pages 

Pub. Price Rs.125 

CLUB PRICE Rs 100 
Your best bet for that B'School seat ora job India 
Business Yearbook 2005 Business GK for GD & 
Interview This yearbook starts by explaining economics as 
a subject, to enable readers to understand the various 
economic terms used in the book. It then explains money, 


its functions and the distribution system through various 
banks, and deals with black money and its adverse affects. 


Code: 10702; Paperback; 516 pages 
SAVE Rs.70 


Pub. Price Rs.295 

CLUB PRICE Rs.225 

Global Call Centers Achieving Outstanding 
Customer Service Across Cultures & Time Zones Erik 
Granered This book outlines the cultural impact on 
where you locate your call center, what customers are 
served from the location, and the optimal business 
approach to getting up and running. 
Code: G0562; Hardback; 206 pages 
Pub. Price Rs. 1800 

CLUB PRICE Rs.845 


Subscription 
Term 


М cription 
Rate (Rs.) 


Assured Free Gifts 


1 FREE Book worth upto Rs. 395 


| 3yeas | 675 Î 3 FREE Books worth upto Rs. 1085 





Become a member of INDIA TODAY BOOK CLUB and start building your 
»usiness books collection. Each of these exclusive titles will help you set new 


»enchmarks in the way you do business. 
' Survival Tactics How to Make Profits in Difficult 
P: Times Jobn Yates This is a practical handbook for 
y business survival in difficult times, survival from a new 
$ competitor, or survival from new environmental 
legislation. The contents include: 40 ways to reduced 
costs, 25 revenue increasing areas, 7 recession techniques, 
DIY profit protection programme, and a checklist for 





improved productivity. 

Code: $1331; Paperback; 130 pages 

Pub. Price Rs.150 ` 

Mrd 


Marketing Strategies for Emerging 


Markets Editors: Rajendra Nargundkar & Тарап 
K. Panda This book covers a vast area of strategies 
followed by Indian and multinational firms in emerging 
markets for developing successful marketing strategies in 
the area of core business strategies, brand building strate- 











developmental marketing, and globalisation strategies. 


Code: M1161; Paperback; 439 pages 


Pub. Price Rs.350 

CLUB PRICE Rs.280 

Intelligent Stock Market Investing NJ. 
Yasaswy An intelligent investor understands that there is 
no magic formula that works all the time on the stock 
market and that there are valuable lessons to be learnt 
from one's earlier successes and setbacks. This book 
provides you a complete, step-by-step framework for 
intelligent investing. 
Code: 10703 
Paperback; 208 pages . 
Pub. Price Rs. 190 
CLUB PRICE Rs.150 
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100 Ways to Make Your Business a 
Success Neil Bromage As the manager of a small 
business you have to be a salesperson, accountant, buyer, 
visionary, researcher and entrepreneur, Here you'll find 
help and advice in all these areas and more. Any one of 

the 100 ideas and techniques packed into this invaluable 
resource book, could make a critical difference to your 
company’s results, 

Code: H0902; Paperback; 214 pages 
Pub. Price Rs. 17. 

Business Innovation Lessons from Great 
Companies A.V Vedpuriswar Highly readable and 
absorbing, this book shows how business model 
innovation allows a company to change the very rules of 
the game and control the key levers of an industry. It 
explains how business model innovation takes place and 
explains its impact using dozens of eye-popping stories of 
great companies, including Dell, Wal-Mart, Starbucks, 
Southwest Airlines, HDFC, Ranbaxy and many more. 
Code: B0933; Paperback; 504 pages 

Pub. Price Rs.595 

CLUB PRICE Rs.450 
Profitable Investment in Shares А | 
Beginner's Guide S.S. Grewal Want to invest in shares 
profitably and wisely? This hugely popular book explains 
the basic principles and guidelines of profitable 
investment in shares. It also highlights the basic rules to 
follow in order to ensure reasonable safety of 

your capital. 

Code: P0796; Paperback; 136 pages 

Pub. Price Rs.125 

CLUB PRICE Rs. 100 





SAVE Rs.25 
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1] 5 years: Pay Rs.950 Get 5 Free Books 
Zhoice of free books Please tick & 


Collins Gem English Dictionary Paperback; 640 pages; Cover Price Rs.150 
One Man's Bible - The new novel from the Nobel Prize winner 

Gao Xingjian; Paperback; 450 pages; Cover Price Rs.395 

How to Gain an Extra Hour Every Day New Time Strategies That Work 
Ray Josephs; Paperback; 254 pages; Cover Price Rs.150 


[0 3 years: Рау Rs.675 Get 3 Free Books 


[ ] 1 year: Pay Rs.250 Get 1 Free Book 


O How to Get Rich Using the Power of Your Mind Harry Lorayne 
Paperback; 226 pages; ( over Price Rs.195 
O The Foolproof Cookbook for Brides, Bachelors & Those Who Hate 
Cooking Rohini Singh; Hardback; 154 + 10 pages photographs; Cover Price Rs 
О Practical Reiki Mari Hall; Paperback; 139 pages; ( 
O The Guru of Joy Sri Sri Ravi Shankar & oe Art of Living 
Francois Gautier; Hardback; 272 pages ; Cover Price К‹ 395 


295 


over Price Rs 145 


о Order Books Please tick appropriate Бох )1 (2 03 04 gs Ов Ol? Os O9 Бобі О2 013504015 Cle 
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McParantha 


HAT DOES IT TAKE TO GIVE AN AS-OLD- 
X as-the-hills product a contemporary mar- 
keting spin? Apparently, an MBA and a lineage. 
Zorawar Kalra, the 27-year-old son of well- 
known food consultant Jiggs Kalra, has launched 
the Royal Parantha Company, which will sell 
paranthas and rolls from a cart a la hot dogs and 
cup-o-corn. Kalra Jr., an MBA from Boston’s 
Bentley Business University, hit upon the idea 
watching cups of steamed corn fly off carts in 
Delhi's malls. And, of course, his father had a 
ready book of recipes for paranthas to get him 
started in business. Kalra has sunk in Rs 12 
lakh for a state-of-the-art central kitchen in 
Mehrauli from where he will ship frozen 
parantbas, rotis and meats to his franchisees. 
What about the inevitable copycats? “I hope to 
have 50 carts before they even think of starting,” 
he says. His first cart should hit a Delhi mall 
sometime later this month. 
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Raising Profile 


INALLY, ONE MAY GET TO SEE A LOT MORE OF TATA 
EK onsultancy Services’ low-profile CEO, 
S. Ramadorai. He's been elected as the Chairman of 
India’s top IT association, NASSCOM, for 2005-06, 
which will mean being in the forefront of all lobbying 
efforts. Ramadorai, 59, who joined TCs as a trainee 
engineer in 1972, already has an agenda. He wants to 
drive home with greater force the role played by the 
industry both within the country and outside, Knowing 
the man, he will bring to the mission his custe mary per- 
severance and goal orientation. After all, he was the one 


E 4 who gave India its first billion-dollar rr company. 
Protege Problems "т 


E’S THE ANGRY OLD MAN OF MILK COOPERATIVES. 

Three years ago, Amul’s boss Verghese Kurien -i 
picked a running feud with his one-time protégé and 
Chairperson of NDDB, Amrita Patel, for challenging 
Amul in the marketplace. Now, it’s another protégé of 
his, K. Prathap Reddy, Director of Institute of Rural 
Management, Anand (IRMA), who’s caught in Kurien’s 
crosshairs. This time, Kurien, 83, (lifetime) Chairman of 
IRMA, is up against both Reddy and Patel, who’s also a 
director of the institute. Kurien alleges there’s a conspi- 
racy to oust him from IRMA. In a meeting held on April 
1, not attended by him, the board appointed a commit- 
tee to look for a new chairman. The battle is already in 
a local court, and seems set to go places—literally. 
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Mission Impossible 


VER SINCE HE GOT HIS PILOT’S LICENCE AT 21, VIJAYPAT 

Singhania has flown more than 40 different types 
of aircraft and made a place in record books, including 
one for flying solo from Ahmedabad to London (5,420 
miles) in a microlight aircraft. Now, at age 67, 
Singhania, former Chairman of Raymond, is planning 
to set yet another record. Come November this year, he 
will attempt to soar 70,000 feet into the sky in a hot air 
balloon “to touch the face of God” and break the 
current world record of 64,997 ft. To prepare for the 
five-hour flight, dubbed M170K (MI for mission impos- 
sible), he’s roped in international experts. Why does he 
want to do it? “I love taking risks and like challenges,” 
he says. Like they say, no guts, no glory. 


HMASIVE 





Eastward Ho! 


A TER MORE THAN A DECADE OF DOMINATION, BUI 
relative isolation, in south India, Sun TV’s Kalanithi 
Maran has made his first foray outside. When BT 
went to press, the 39-year-old Chairman was close to 
acquiring Kolkata-based multi-system operator RPG 
Netcom. That apart, Maran, whose younger brother 
Dayanidhi Maran is the Union Minister for 
Communications & IT, plans to launch a Bengali 
channel, Surjo. Even without a presence in west or 
north, Maran has built Sun into a television network 
with 12 channels and four FM channels. A more con- 
fident Maran is obviously gearing up for a big push. He 
has already applied for a direct-to-home (DTH) licence, 
and is said to be mulling launching a newspaper 
(language not yet decided). The inevitable push into 
northern India isn’t too far into the future either. In 
fact, he could be here as early as next year. 





Good Work, Doc 


AD PRATHAP C. REDDY CONTINUED AS СТО! 
f T. US, he probably wouldn't have won thi 


honour that's come his way. Recently, the Founder 


Chairman of the Apollo Hospitals Group became th 
first Indian to be honoured with the Asia-Pacific 
BioBusiness Leadership Award 2005. Instituted by 


the Marshall School of Business of the Universitv of 
Southern California, the award recognises his efforts 
to revolutionise modern healthcare delivery in soutl 
Asia. Says Reddy, 72, a doctor who 
returned from the us in 1983 
to launch corporate hospit ils: 


“All the awards that I have 




















received so far were bench > 
marked against Indian stan- 
dards This one goes beyond 
that.” Reddy, a Padma Bhushan 
winner, is taking that as 
omen. In February this year, 
the group launched an initia- 
tive to turn its hospitals from 
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good to great. This, then, is a 
welcome shot in the arm. Bl y 
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BlackBerry 7730'* 
Rs. 30,995/- 





BlackBerry 7230 * 
Rs. 16,500, 





BlackBerry 6230” 
Rs. 9,950 


BlackBerry. 
Wireless emailing redefined. 


* Synchronised email 
* 10 email accounts 
* Attachment viewing 
* Advanced security 
* Synchronised desktop calendar 
* Integrated phone & web browser 


Limited period offer: 
BlackBerry handhelds, starting from 
Rs. 9,950/- Now, with service charges 
of less than Rs. 1,100/- per month. 
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Express Yourself 
Mobile Services 


For further details call Ahmedabad: 98980 12345 
* Bangalore: 98450 12345 * Chennai: 98400 12345 
* Cochin: 98950 12345 * Coimbatore: 98940 12345 
* Delhi: 98714 28080 * Hyderabad: 98490 12345 
* Jaipur. 98290 12345 • Kolkatta: 98310 12345 
* Lucknow: 99350 54321 * Ludhiana: 98150 12345 
* Mumbai 98920 12345 * Pune: 98900 12345 
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UMESH GOSWAMI 


My India Journey 


HANS-MICHAEL HUBER, MD and CEO, DaimlerChrysler India 


WAS FILLED WITH EXCITEMENT AND NER- 

vous expectation the evening I landed in 

Mumbai to take charge of Daimler- 
Chrysler’s (DC) India operations. Now that I 
finally had my dream job, I realised how vital 
my previous experience would prove. Apart 
from my product and company knowledge, 
my skills of communication and persuasion 
should also come in handy in my new profile. 
And these skills were what I relied upon for 
shaping the future and providing strategic 
direction to DaimlerChrysler India. 

I focussed my energy towards the objec- 
tive of steering DC India towards strong profi- 
table growth. Thus it came about that dea- 
lerships were strengthened and empowered, 
latest products were introduced in the Indian 
market in the least possible time, and active 
engagements with customers and relationship 
building were pursued. Slowly but surely, 
these efforts bore fruit. As I look back, I feel 
happy to note that we now sell almost 50 per 
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cent more cars, make almost twice as much 
profits and have almost doubled the strength 
and quality of our service network, as com- 
pared to our standing in 2002. Our stress 
on service and quality has ensured strong, 
profitable growth for the company. 

A lot of this is also connected with the 
optimism in the marketplace. Sectors are 
opening up, disposable incomes are improving 
and economic indicators have never been as 
positive for the country. The automobile 
industry is headed towards good times and is 
predicted to emerge as one of the most pro- 
mising markets. It is very satisfying to note 
that DaimlerChrysler had realised the poten- 
tial of this country many years back. 

At the end of my term in India, whenever 
that will be, I shall go back a satisfied person. 
Professionally, my stint in India has been a 
worthy challenge; personally, I have imbibed 
the camaraderie, warmth and cheerfulness 
that are the hallmark of Indians. 
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How We Went 


“ORNER ROOM PERSPECTIVES 


а veh of (nowiedgt experience 
* strengths in the field of telecommunications. For example, as VSNL, not only did we pioneer 
—. business communication but we also brought the Internet to India. 


s Asam integrated player, we at the Tata Group have brought you all the latest advances in 
pns ; technology, as and when they have happened. From Frame Relay, ATM networks, CDMA, 


inking technologies, VSATs and IP-VPNs to the latest MPLS based solutions, we have them all. 


of voice and data products give you unlimited options. You could use our managed networks, 
obust domestic network, beam your data via satellites or commission an International Private 
d Circuit (IPLC) on any of the undersea cables that connect India with the rest of the world. 


As for the mysteries of the sea, if the next communication breakthrough originates there, 
you can be sure we'll be the first to bring it to you. 


d out why we are trusted by most of the top corporates and Fortune™ 500 companies in India, 
isiness representatives at Tata Indicom Enterprise Business Unit today at +91 22 56644000 
or log on to our website at www.tataindicomebu.com 
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EMPOWER YOUR BUSINESS WITH FACE-TO-FACE CONNECTIVITY 


Now you can transform boring meetings into interactive, productive and interesting sessions 
- online! Thanks to Conferencing Solutions from Avaya GlobalConnect - the leaders in 
Video Conferencing Solutions in India. 


Our end-to-end Video Conferencing Solutions offer world-class capabilities that 
enable you to interact, review and mentor face to face; and add an interesting dimension 
to corporate discussions. Any time, anywhere... on the spot. What this means is: 
* Your company saves on time and travel and your team enjoys a better work-life balance 
* Your clients benefit from improved availability and quick decision-making 
* Your business profits from faster time-to-market 


For more details on how live video sharing, multi-dimensional presentations 
and faster multi-site linking can give your business the edge, call Anju Williams 
at +91-124-5093317/98106-04222 or e-mail anju.williams@avayaglobalconnect.com 


Avaya GlobalConnect is the Leader in Enterprise Converged Communication Solutions and 
offers Video Conferencing Solutions from Polycom - the world leader in Video Conferencing. 


AVAYA 
GLOBALCONNECT 


www.avayaglobalconnect.com 
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GLOBAL 


THE MANUFACTURING EXPORT OPPORTUNITY 
By ASUTOSH PADHI, Partner/ McKinsey & Co. 


The next big manufacturing exports story. That's India. Despite a non-too- 
impressive record in terms of share in world trade in the recent past, trends 
suggest that Indian manufacturing is finally slated to take its place in the sun. 


CREATING A SUCCESSFUL GLOBAL COMPANY 
By P.V. RAMAPRASAD REDDY, Chairman/ Aurobindo Pharma 


Creating a successful global organisation requires adapting to local cultures, 
focussing on quality as well as cost, sharing of best practices across global 
offices, and building strategic alliances with local companies abroad. 


GLOBALISATION CHALLENGES FOR INDIAN 


MANUFACTURING 
By BABA KALYANI, Chairman And Managing Director/ Bharat Forge 


The Indian manufacturing industry has come a long way from the contrived 
system seen up to the beginning of the 1990s. 


RELENTLESS MARCH FORWARD 

By G.V. PRASAD, Executive Vice Chairman And CEO/ Dr. Reddy's Labs 
Since inception, Dr. Reddy's has been focussed on being a global 
organisation, relentlessly moving up the value chain by improving its value 
proposition of cost and quality, integrating with local cultures and ethos, 
and attracting the best global talent. 


THE CHALLENGES OF GLOBALISATION 

By ASHOK GOEL, Vice Chairman and Managing Director/ Essel Propack 
The era of globalisation has arrived, and has started making its impact 
on businesses and markets globally. And it poses a set of challenges 

that are unique. 


WALKING THE GLOBAL TALK 

By SHIV NADAR, Founder/ HCL Group And Chairman & CEO/ HCL Tech. 
Indian businesses must have a global vision, blend it with customer 
centricity, and most importantly, have world-class offerings leveraging 
their core strengths, to succeed globally. 


THE GLOBALISATION IMPERATIVE 

By DEBU BHATTACHARYA, CEO/ Hindalco 

Today, goods and services produced by Indian companies are sold to 
customers all over the world. Is it fashionable to go global and think 
global? I don't think so. Going global is an imperative and there is no 
escaping from it. 
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By RAJESH HUKKU, Chairman And Managing Director/ i-flex Solutions 
India, in spite of a growing economy, has not yet produced a global 
company. The challenges they face: creating a worthwhile value proposition, 
building a global reach, sustaining global growth and superiority, and 
balancing short-term deliverables with long-term goals. 


THE NEXT PHASE OF GLOBALISATION 

By NANDAN M. NILEKANI, CEO, President and MD/ Infosys Technologies 
Once considered a niche player whose offering was seen as just an 
alternative way of doing existing work, Infosys today is in a situation 
where its global delivery model has rewritten the rules of the game. The 
next round of globalisation, however, holds new challenges. 


RESTLESS AND GLOBAL 
By DEEPAK PURI, Chairman And Managing Director/ Moser Baer 
Most view globalisation as a process that's valuable—a key to future 


world economic development—and also inevitable and irreversible. 
Some, however, still look at it with hostility, even fear. 


RANBAXY'S GLOBALISATION JOURNEY 

By BRIAN TEMPEST, CEO And Managing Director/ Ranbaxy Laboratories 
With Vision 2004 achieved in February 2004, Ranbaxy has set itself a new 
vision: Vision 2012. Here's how the company has travelled from infancy to 
globalisation, and what further challenges lie in store to fulfil its new vision. 


NOW IS THE RIGHT TIME 

By SURESH KRISHNA, Chairman And MD/ Sundram Fasteners 

Sundram Fasteners started its export drive at a time when there were too 
many restrictions around for Indian companies. But today, the environment has 
changed, which makes it the right time for Indian companies to make that attempt. 


CRAFTING A GLOBAL, WORLD-CLASS TATA MOTORS 

By RAVI KANT, Executive Director, Commercial Vehicle Business/ Tata Motors 
The challenge for any brand that is going global is to build amongst its global 
customers the same level of trust, respect and acceptance that it enjoys in its 
home country. And that is what Tata Motors is aiming to do. 


THE THREE KEYS TO SUCCESS 

By AZIM PREMJI, Chairman/ Wipro 

For India to succeed in its globalisation drive, it has to measure up to 
three key challenges: attaining global standards of customer centricity, 
creating a global workplace culture, and establishing mutually-rewarding 
relationships with local communities. 
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MANUFACTURING 
EXPORT 
OPPORTUNITY 


The next big manufacturing exports story. That's 
India. Despite a non-too-impressive record in terms of 
share in world trade in the recent past, trends suggest 
that Indian manufacturing is finally slated to take its 
place in the sun. 


ANUFACTURING OFFSHORING TO LOW-COST COUNTRIES (LCCS) IS A WELL- 

established trend. LCCs exports increased by nearly 13 per cent in 2002, while world 

trade grew at 6 per cent. The total value of manufactured goods exported from LECS 

was approximately $1,300-1,400 billion (Rs 62,40,000-67,20,000 crore then) in 2002 
with India's contribution amounting to a mere $40 billion (Rs 1,92,000 crore then). China's exports over 
the same period stood at $300 billion (Rs 14,40,000 crore). In fact, even small countries such as 
Taiwan ($145 billion, Rs 6,96,000 crore), Mexico ($141 billion, Rs 6,76,800 crore), Malaysia ($78 bil- 
lion, Rs 3,74,400 crore) and Thailand ($55 billion, Rs 2,64,000 crore) were ahead of India. This perpetuated 
a feeling that India is fast losing out in manufacturing exports and will be unlikely to build the strengths 
and stature that it has established in services offshoring. 

Things could, however, change completely. Our research suggests that *Made In India" could become 
the next big manufacturing exports story. The second and much bigger wave of manufacturing offshoring 
is still to come. The first wave of manufacturing offshoring happened largely in the labour-intensive 
industries (such as toys, shoes and garments) and in select skill-intensive industries (such as computer hardware 
and domestic appliances). The second wave, which is just beginning, will happen in largely skill-intensive 
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sectors such as automotive components, machinery, 
pharmaceuticals and specialty chemicals, and elec- 
trical and electronic components. Four factors will 
drive this outsourcing growth: continued margin 
pressure on players in home markets; emergence of 
a strong supplier base; explosive demand growth in 
India and China; and the dismantling of regulatory 
barriers by the wro. The skill-intensive second 
wave sectors are more than three times larger (the 
US consumption amounting to $1.6 trillion, 
Rs 70,40,000 crore) than the labour-intensive and 
skill-intensive first wave sectors (the Us consumption 
amounting to $440 billion, Rs 19,36,000 crore). 
This will work in India’s favour because India has 
several intrinsic advantages in these sectors. 

If India is able to capitalise on this opportunity, 
then overall manufacturing exports could surge 
from the $40 billion they were in 2002-03 to as 
much as $300 billion (Rs 13,20,000 crore) in 
10-12 years. This will translate into a share of 
approximately 3.5 per cent in world manufacturing 
trade. Coupled with robust domestic demand 
growth, the economic benefits that are likely to be 
reaped include 25-30 million new jobs in manu- 
facturing and an additional 1 per cent in India's 
annual GDP growth rate. 

However, this is not a forecast. This is an esti- 
mate of what is possible if Indian companies step up 
their performance, multinational companies capi- 
talise on the India opportunity and the government 
helps remove barriers to export-led growth. 
Achieving this will require a concerted effort from 
all stakeholders, namely the industry, multinational 
companies and the government: Indian compa- 
nies will need to adopt a global mindset, carefully 
select product segments and rapidly build cost 
excellence and marketing capability; MNCs will 
need to proactively develop India as one of their top 





three sourcing hubs; and the government will have 
to implement key reforms in taxation, infrastruc- 
ture, clusters (SEZs), labour and skill development to 
help unlock India’s manufacturing potential. 

Our study further indicates that approximately 
$70-90 billion (Rs 3,08,000-Rs 3,96,000 crore) of 
the estimated $300-billion manufacturing export 
opportunity could be captured by just four sectors— 
auto components, apparel, specialty chemicals and 
electrical and electronic products. Having said 
that let’s take a look at the trends and necessary 
actions steps for the auto-components and electri- 
cal and electronic products sectors. 


Auto Components 

A silent and unnoticed revolution has been under- 
way in India’s auto-components sector. Exports in 
this sector have surged from $760 million 
(Rs 3,648 crore then) in 2002 to $1 billion in 
2003 (Rs 4,600 crore then) at a CAGR of 32 per 
cent. A few players in the country have already 
experienced success in growing their businesses 
outside India. Furthermore, our research sug- 
gests that the global auto-component industry is 
likely to reach $1.7 trillion (Rs 74,80,000 crore) 
by 2015, with a likelihood of $375 billion 
(Rs 16,50,000 crore) worth of components being 
outsourced to LCCs. Two factors will propel this 
outsourcing trend: innovation and cost pressures 
in developed markets and the emergence of credi- 
ble LCC supplier bases. India with its inherent 
advantages in engineering skills and emerging 
capability for continuous improvement is well 
poised to capture $20-25 billion (Rs 88,000- 
1,10,000 crore) of this opportunity by 2015. 

To capture this opportunity, Indian companies 


INDIAS OVERALL manufacturing exports could 





surge from $40 billion in 2002-03 to $300 billion 





in 10-12 years, a share of approximately 3.5 





per cent in world manufacturing trade 
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APPROXIMATELY $70-90 billion of the $300-billion 





manufacturing export opportunity could be c captured 





by just four sectors—auto components, apparel, 


specialty chemicals and electrical and electronic products 





The silent revolution: Auto-components exports surged to $1 billion in 2003 at a CAGR of 32 per cent 


will need to carefully select components where 
India has an advantage over other LCCs (for exam- 
ple, skill-intensive components such as machined 
gears and machined car exhaust) or in components 
where it is comparable with other LCCs (for exam- 
ple, simple labour-intensive components, steel, 
rubber and aluminium-intensive components, 
wiring harness, and car seat covers). 

Bevond careful product selection, Indian 
companies will need to implement six actions. 
ш First, attain operational excellence through 
continuous cost reduction and quality improve- 
ment. 

m Second, choose a strategic posture depending on 
their starting positions, aspirations and risk appetite. 
m Third, follow this up with developing an inter- 
national marketing strategy based on the posture 
adopted. This strategy could extend to include 
acquisitions of small to medium-sized firms in the 


Us and Europe, relocating auto-component plants 
in the Us and Europe to India, undertaking contract 
manufacturing in collaboration with bigger com- 
ponents suppliers and seeking export business 
through international purchasing offices. 

п Fourth, build frontline engineering and 
design capability. 

m Fifth, create and manage a global talent pool. 
w Sixth, establish a global footprint in countries 
such as China and Thailand that have world 
scale capacities. 

Simultaneously, it is also important that multi 
national companies develop India as a leading 
sourcing and manufacturing hub. A few companies 
have been actively discovering and leveraging 
the competitive advantage provided by India. 
DaimlerChrysler, for instance, has given a vote of 
confidence by setting up seven joint ventures for 
manufacturing components in India. The 
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company’s plans include sourcing components 
worth $110 million (Rs 484 crore) from India 
over the next two years. Toyota has gone a step 
further and today sources transmission assem- 
blies from India for its assembly plants overseas. 


Electrical And Electronic Products 
The thinking that India has lost ground in the 
global electrical and electronic products markets 
finds its genesis in the fact that India’s exports 
were $1.2 billion (Rs 5,760 crore then) in 2002 
as compared to other Lccs like China and 
Taiwan whose exports exceeded $50 billion 
(Rs 2,40,000 crore then) each. 

Despite a late start, India can leverage its 
advantage in custom-made and non-electrical seg- 
ments to capture $15-18 billion (Rs 66,000-79,200 
crore) a year in exports by 2015 with a CAGR of 20- 
22 per cent year-on-year. The fact that global 
trade in this sector exceeded $1.1 trillion 
(Rs 52,80,000 crore then) in 2001, will not deter 
the industry from moving further in this direction. 
Instead, the trend to offshore to LCCs, especially in 
Asia, will continue to be driven by three factors: 
rising demand in LCCs, evolving LCC supplier base, 
and ever-increasing outsourcing of manufacturing 
and design to original design manufacturers (ODMs) 
and contract equipment manufacturers (CEMS). 

Companies such as Moser Baer, Celetronix 
and Samtel have proved that there is sufficient 
opportunity for Indian companies in custom-based 
and non-electronic segments. Indian companies 
can choose from one of three options: manufacture; 
design and manufacture; and design, manufacture 
and brand. We suggest that focussing on the second 
option, i.e., design and manufacture is potentially 


Ni 


the most attractive option because of three reasons. 
First, design helps attract MNCs. Second, there is a 
global trend to outsource design. And third, design 
and manufacture is a less risky approach than design, 
manufacture and brand since it does not involve sig- 
nificant investments and customer understanding. 

Thus, in order to succeed with the design and 
manufacture model, Indian companies will need to 
take the following actions: 

m Adopt an aggressive cost-or-capabilities mindset. 
m Select products judiciously based on India’s 
strengths and the company’s access to relevant 
technology. 

m Lock in customers by taking over small compa- 
nies, developing a small R&D house, and entering 
into a joint venture with an MNC. 

m Build engineering capabilities especially for cus- 
tom-based segments by building expertise in higher 
value and more complex components, or deve- 
loping variants of product offerings. 

m Continue efforts to achieve operational excellence 
by improving productivity levels of labour, capital 
and raw materials. 

Concurrently, multinational companies could 
focus on manufacturing and sourcing custom- 
based products and non-electrical components 
and sub-assemblies from India. For example, 
Siemens sources many power transmission and 
distribution equipment components from India. 
These have typically resulted in 25-30 per cent 
savings over European and Us costs. Similarly, 
ABB’s India facility was the first to manufacture 
certain outdoor circuit breakers resulting in over 
50 per cent cost savings. 

The trends witnessed in the auto-components 
and electrical and electronic products sectors 
clearly spell out the action steps for the Indian 
industry and multinational companies. However, 


THE GLOBAL auto-component industry may reach 
$1.7 trillion by 2015. India, with its engineering skills 








and emerging capability for continuous improvement, is 
poised to capture $20-25 billion of this opportunity 
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INDIA INC. needs to adopt a global mindset, MNCs 





need to develop India as one of their top three sourcing 





hubs, and the government needs to implement key 





reforms to help unlock India’s manufacturing potential 





Catching up: India can capture $15-18 billion of exports a year in electrical and electronic products by 2015 


what has not been discussed in detail is the role of 
the government. The government also needs to 
play a pivotal role to reap the economic benefits of 
25-30 million new jobs and an increase of 1 per 
cent in GDP growth rate. Specifically, the govern- 
ment should consider: 

m Stimulating domestic demand by reducing indi- 
rect taxes to around 15 per cent through a 
nationwide VAT (with suitable distribution of col- 
lections between the centre and states); 

m Making required investment in additional port 
capacities (for exports alone, India will need four 
times the current total port capacity); 

m Implementing the Electricity Act 2003 by defining 
access charges for third-party power supply and 
push for the privatisation of distribution; 

m Reforming the SEZ policy especially in the areas 
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of domestic tariff area access and the concept of 
brownfield SEZs; 

m Facilitating labour reforms by allowing the use of 
contract labour; and 

W Setting up private-public partnerships to revamp 
vocational training. 

To conclude, capturing the export opportu- 
nity of $300 billion will depend entirely on how 
Indian companies transform their mindsets and 
operations, how MNCs proactively build aggres- 
sive, India-sourcing strategies based on India's com- 
petitive advantages, and how the government breaks 
down the barriers that currently impede export-led 
growth. The economic benefits that could be gained 
from attaining these goals are extremely exciting— 
just as the thought of allowing the status quo to 
remain is dreadfully depressing. El 
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thirds at $60 billion. 





Rio Tinto 

Rio Tinto is a world leader in finding, mining and processing 
mineral resources with a turnover of over US$11B. In addition 
to diamonds, the Rio Tinto group has world-class interests in 
gold, iron ore, copper, aluminium, industrial minerals and 
energy products. 

Diamonds form one of Rio Tinto's core product groups. 
Through its 100% control of Argyle, Rio Tinto produces about 
25% of world diamonds by volume. With the Diavik Diamond 
Mine in production, Rio Tinto is positioned as a major gem 
diamond producer, whilst maintaining its position as one of 
the largest overall diamond producers globally. 


RIO TINTO DIAMONDS’ INDIA OFFICE with its commitment 
to the development of the Indian diamond & jewellery industry 
has taken several initiatives to enable its growth & 
development and to promote it in the global markets. 


The Indo Argyle Diamond Council (IADC) was launched in 
1994 to increase the competitive advantage of Indian 
diamond jewellery manufacturers in the US market. 


The IADC has since then assisted member companies to 
build a competitive advantage and sales in the USA through: 
v The provision of effective product support programmes 


The achievement of superior standards in design and 
quality 
The adoption of customer focused business practices 


Following continuous efforts of RTD, a number of US retailers 
have visited India, including Ben Bridge, Sterling, Wal-Mart 
and Zales. 


Promotions in India 
RTD India has developed campaigns: 


Y to promote buying and gifting of diamond jewellery on 
occasions such as Diwali, Dasera and Raksha Bandhan. 

Y To support the marketing efforts of the BEM certified 
retailers. 

Y For creating awareness of Champagne Diamonds 





| BEM Certified Diamond Jewellery Retailers: Ishi's, Om Jewellers, Sparkles, 
Certified Diamond Manufacturers: CJ Export, Mahendra Brothers, Mun Gems, Podar & Co, R. Kantilal & Co, S Narendra. 
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India has a 95 per cent share in terms of pieces in the global production of 
cut and polished diamonds. The diamond manufacturing sector 
employee's nearly one million people across the country. It exports cut 
and polished diamonds worth US$ 7.11 billion in 2002-03. Now many of 
these players are taking another step up the chain targeting the $93 billion 
jewellery market of which the diamond jewellery accounts for roughly two- 


As one of the largest producers of diamonds in the world, Rio Tinto is an 
important player in the international diamond trade. Through its India 
office, Rio Tinto Diamonds (the marketing arm of Rio Tinto for Diamonds) 
has taken several initiatives to facilitate greater global acceptance and 
increase global market share for Indian diamond jewellery products and 
improve consumption of diamonds and diamond jewellery in India 


Certified Diamond Jewelry Manufacturers: Chirag Designs, Inter Jewels, Jewelex, Jewelry Solutions, Siddhant Diamonds, 





~ 


IUO TINTO DIAMONDS 













BUSINESS 
EXCELLENCE 
MODEL 








Business Excellence Model by Rio Tinto Diamonds 
— gateway to global markets for Indian Diamond 
and Diamond jewellery manufacturers 


What is Business Excellence Model (BEM)? 


e Business Excellence Model (BEM) is an initiative 
developed by RTD, India. A customized tool for the 
Diamond and Diamond Jewellery manufacturing and 
retail industry, it incorporates internationally accepted 
guidelines in the areas of Quality, Environment, Health 
& Safety and Social responsibilities such as ISO 9000, 
ISO 14000, OHSAS 18001 


e Тһе assessment is conducted by KPMG, a global 
network of professional advisory firms. 


What Business Excellence Model can accomplish for 
Indian diamond and diamond jewellery manufacturers: 


Externally: 
* Establish Industry leadership and differentiation 

* Recognition of systems by third party 

* Become a preferred vendor to retailers in the 
international markets 


Internally: 
* Standardisation of products and services 

* Consistent product quality and superior customer 
service 
Enhance value addition capability 
A tool for enhancing employee satisfaction 
Provide CEOs a model to better manage their 
organizations 


Business Excellence Model for Retailers of Diamond 
jewellery in India. 


e This certification will identify retailers having 
systems and processes in place to provide 
consistent quality and superior customer service 
Enable differentiation 

. Provide Indian consumer a reliable certificate for 
Diamond jewellery purchase 
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CREATING A 

SUCCESSFUL 
GLOBAL 
COMPANY 


Creating a successful global organisation is not easy, 

but it can be done. It requires adapting to local cultures, 
focussing on quality as well as cost, sharing of best 
practices across global offices, building strategic alliances 
with local companies abroad... the list goes on. The 
most important thing to remember is that setting 

up operations abroad is not the end, it is the beginning. 








HERE IS THIS STORY OF TWO BUSINESS EXECUTIVES ON THEIR FLIGHT BACK HOMI 
after a trip to one of their company’s offices abroad. After their meal is 
served, the discussion turns to the economy, and one thing turns to another, and 
one of them says: 

“You know, I have finally figured out what this globalisation is all about.” 

“Do tell me,” says his friend. 
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“It’s like this," says the first: “I am finally 
going to get paid what I am worth. And I am 
scared to death about it!" 

This fairly describes what's going on in the 
minds of CEOs and business leaders all over the 
world, the thought that gives them sleepless 
nights: Globalisation is here and no business 
will be spared. 

Globalisation is the process by which an 
organisation builds strategies and competencies 
that operate seamlessly across national boundaries. 
It requires a focussed integration strategy among 
people, languages, economies, nations, cultures 
and technologies. Judicious use of talent and 
timing will provide disproportionately high value 
in the global marketplace. But make mistakes 
and they would be magnified on a global scale. 


The China Factor 


Rewind to 1990. Back then, who could have pre- 
dicted China's astonishing growth? Since reforms 
took place, its foreign trade has increased 26.4 
fold, and its gross domestic product (GDP) has 
grown at an annual rate of 9.4 per cent. Most 
scholars expect the Chinese economy to overtake 
the us GDP by the year 2020! 

Now look at the losers. How many compa- 
nies were acquired by competition or forced to 
shut shop since then? How many successful and 
‘sustainable’ businesses went bust? Far too many. 

Many have been priced out by Chinese pro- 
ductivity and competitive strengths. An aggres- 
sive export strategy coupled with strong backing 
from domestic industry has placed the country on 
track for superlative growth. Pricing of Yuan 
has been another variable. 





A Changing World 
Fast forward to 2015. Who will be the winners then 
and who will have disappeared? 

Questions every sleep-deprived CEO is asking 
himself: Will my company continue to exist? Are 
we equipped to compete in the future? Is there a 
formula that works? Can we take anything for 
granted? These troubled thoughts are echoed by his 
peers everywhere. The opportunities thrown up in 
the wake of globalisation are churning out profitable 
business ideas faster than ever. China is a shining 
example of what this global mindset can achieve. 

Globalisation has proven historically to be one 
of the primary avenues for successfully growing a 
business. When boundaries vanish, people come 
closer, and when they come close, trade occurs. 
That’s why more and more manufacturers and 
retailers are 'going global" with a vengeance. 

While the old establishment is being brought 
down to its knees by hitherto unknown upstarts, 
small outfits are turning into international players and 
reaping rich rewards for their efforts. Google and 
eBay are proof that so much is possible so soon. 
Closer home, some of the finest professional Indian 
companies like Tata Consultancy Services and 
Infosys are leading the challenge. 


Advent Of The Global 
Indian Pharma 
With so much excitement on offer, the health- 
care and pharmaceuticals industry can never be 
far behind. Globalisation has created the Indian 
pharmaceutical MNC, an emerging force in world 
markets. In an economy where people and 
governments are becoming increasingly cost- 
conscious, Indian pharmaceutical companies are 


WHILE THE OLD establishment is being brought 


down to its knees by hitherto unknown upstarts, 





small outfits are turning into global players. Google 


and eBay are proof that so much is possible so soon 
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IN AN economy where people and governments are 


becoming increasingly cost-conscious, Indian pharma 





companies are leading the way in providing quality 





healthcare at a fraction of the prevailing costs 





The healthcare cauldron: Aurobindo Pharma's manufacturing plant at Vizag, Andhra Pradesh 


leading the way in providing quality healthcare AU ROBIN DO KEY STATS 
at a fraction of the prevailing costs. 
:xpensive Indian alternatives are becoming А 
шехренвиме шын auptnanves аг becoming Ф Total revenues (2003-04): Rs 1,615.15 crore 
more widely available. Not only are they expan- — ———— — — — 3 Е 


ding aggressively in the United States and Ф Expected revenues (2004-05): Rs 1.650 crore** 
Europe, they are also making inroads by СУ БЕБЕ КЕТЕЛЕЕЕ 
lenging patents on some of the world’s most 
profitable drugs. @ Number of employees (India): 3,444 

The strategy is proving to be an unexpected = ———— е 
boon to governments of developed and deve- Ф Number of employees outside India: 1,900 
loping countries that are pushing to make cutting- ар? Eom NEEDS 
edge drugs more affordable for their citizens. 
Despite low-cost production, Indian firms still ^ * Proportion of 2004 
make decent profits. ** Analyst estimate 


© Overseas earnings*: 559%** 





@ Number of offices outside India: 12 countries; 15 offices 
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Integrating Global And Local 
However, the complexities of operating on a global 
scale are challenging even for some of the largest 
multinational players in any industry. One rea- 
son stands out—there is no pattern. One cannot 
simply replicate success across markets using a 
successful business model. Each market comes 
with its own locks and keys. 

Those that are most successful know that there 
is no “global” consumer waiting for a “global” 
product. The world is comprised of local markets 
with different cultures, languages and tastes. 
Successful globalisation begins with the recognition 
that a global strategy is really only a collection of 
local strategies built around a common core. It is a 
strategy based on managing local diversity, while 
leveraging global strengths. 

Initial hiccups are to be expected but solutions 
do exist. One of the major approaches to globali- 
sation has been to acquire local brands or infrastruc- 
ture in order to gain a presence within new markets. 
This is a tried and tested formula for gaining 
footholds in a strange environment, and burgeoning 
M&A activity stands witness to its effectiveness. 

Another tactic is to leverage existing assets, 
such as technology, brands and experience, in 
new markets, thus taking the essence of what 
makes you successful in one part of the world 
and extending it into another. 


The Global Strategy 
Many global brands have been outsourcing their 
manufacturing to locations in the developing 
markets of China, India and Eastern Europe. 
Reduced manpower cost and overheads in these 
countries contribute to a healthier bottomline. 
The developing country creates jobs and itself 





benefits from the globalisation too. 

Sharing of best practices and “next” practices 
across global offices is a growth catalyst. Taking the 
best of each operation and passing it on to people 
in other locations will ensure that knowledge and 
acquired talents are not isolated or lost. These 
solutions to simplify globalisation may seem quite 
obvious on the face of it. Yet, they are proving a 
nightmare to implement across diverse cultures 
and sensibilities. Understanding this and tackling 
these sensitive issues will be the biggest challenge 
that most global organisations will face. 

Every global entrepreneur knows that setting 
up operations abroad is only the start. In fact, the 
task of building a network and a brand all over 
again is quite an uphill one. Strategic alliances must 
be built. Existing marketing networks must be 
tapped. Local environmental and regulatory laws 
must be implemented. Failure to do this could 
result in a complete shutdown of operations and 
a host of legal wrangles. All the while, tough 
competition from strongly-ensconced local players 
has to be staved off. 

Creating a truly global company requires an 
investment in both time and money. Many think 
the game begins with reaching foreign soil. But the 
focus really needs to begin at home. A game plan is 
critical. If there isn't a focus on the game plan, the 
global solution will ultimately fail. 


Looking Inwards 
Inwardly, corporate organisations need to invest in 
intellectual horsepower. Accountability levels need 
to rise to meet international needs. Most of all, 
organisations need to remain customer-centric, 
in that every function, every division that has a cus- 
tomer interface must hold itself accountable to the 


THE MOST successful know that there is no ‘global’ 





consumer waiting for a 'global' product. A successful 
globalisation strategy is based on managing local 
diversity while leveraging global strengths 
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ATTENTION CEOs 


IMC Ramkrishna Bajaj National Quality Award 2005 







































An award that enables | 
organizations to benchmark | 
their business practices against | 
world-class criteria. 


The award will be given in 

three categories: 

o Manufacturing : 
* Service ۴ 
* Small Business 5... | 


All applicants will receive a | 

detailed Feedback Report | 

outlining their strengths and 

areas for improvement by ateam | 

of trained and certified experts | 

- avery cost-effective feedback | |Past Winners | 
report indeed! 


* Birla Cellulosic, Kharach 
Unique Opportunity: 


Eligibility applications received * UICT 
by 20th April, 2005 will * Reliance Industries, Hazira 
be given complimentary seats 
for a two-day programme on * Satyam Computers 
Understanding the Award | © was Gul Corporation 
Criteria. | : 

| - Fertilizers 
On request, IMC could also | ә Infosys Technologies 


organize a one-hour 


Complimentary Award * Thai Acrylic Fibre 


Overview Programme for Top | e HDFC 
Management outlining the 
criteria and the philosophy of | ® Grasim Industries 


the award. | -Vikram Cement 


For details and application brochure, contact 


Last date for Eligibility Determination Form: Dr. Geeta Bharadwaj Executive Director, 
3151 Мау, 2005 Quality Cell, Indian Merchants’ Chamber, 

IMC Marg, Churchgate, Mumbai 400 020 
Tel: 022-2202 5438, 2204 6633 

Fax: 022-2204 8508, 2283 8281 

16th August, 2005 Email : qualaward@imcnet.org 


Last date for Final Application Report: 
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CREATING A TRULY global company requires an 
investment in both time and money. Many 














think the game begins with reaching foreign soil. 





But the focus really needs to begin at home 





Concocting panacea: Researchers at work at the Aurobindo Pharma laboratory in Vizag 


demands of the customers, anywhere, everywhere. 

A proactive approach to globalisation is the 
only way to keep from falling by the wayside. 
Vision, mindset, temperament and staying power 
are crucial factors going in. Things can and will go 
wrong. Profits will dip before they get better. 
Struggles during the incubatory period are almost 
a given. But once a firm footing is established, 
the upside can be very high. 

Review systems need to be in place to validate 
for success in some markets and difficulties in 
other markets. At all times, the mantra should be to 
debug the business model. Put pressure on the 
team and not be satisfied by the low-hanging fruit. 
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Go for the higher stuff. I believe talent and per- 
formers have no limits. 

Conveniences of today's world help do business 
at the speed of thought. Planned and executed 
well, businessmen can derive satisfaction from 
reaching out to larger markets. The satisfaction 
would be also in the fact that each individual suc- 
cess actually contributes to a multiplier effect, at 
home as well as in the distant markets. The orga- 
nisation benefits, globally. 

And, if you are not into the joys (more than 
challenges) of globalisation, be ready to be paid 
what you deserve and learn to cope with sleep- 
less nights! 2 


МҮМҮНҰҮ4 V 


OVN 


In Search of 


Excellence OnNIVERSITY 


MBA 


Distance Learning 


Highlights 
Duration : 2 years » Training Classes at over 140 Study Centers 
Quality Courseware » Case Study Focus 
E-learning package » Soft Skills Training and IT Training 
Electives in Marketing, Finance, > Web support on 24 x 7 basis 
HRM, Operations, IT & Systems, > Examinations 4 times a year at 100 Test Centers 


International Business, Banking, » Educational Loans from Union Bank of India and 
Insurance & Investments Bank of Punjab 


Eligibility » Graduates (any discipline) 


For Details & Prospectus, please contact ICFAI Study Centers at (Ph. Nos ): 


Agartala: 2319507; Agra: 2527035, 3098775; Ahmedabad: ө Ellis Bridge, 2656-3042 / 2458; € SG Highway. 55317100/101; Ajmer: 2622707 / 242024 Allahabad 242-0255 / 1098; Ambala 
3092098, 2633619; Amrawati: 2663312: Amritsar: 5005221, 5053168; Anantapur: 249334; Aurangabad: 5524774/75, 3092250: Bangalore: @ Infant ad, 5 1/311, 22865573, 30618895 
€ 26551842, 57653508; € International Tech Park (ITPL, 51158637; € Rajaji Nagar, 57613743, 23528996: © Indiranagar 99: € Kormangale 1 6761; Bareilly 
Barrackpore: 25924235; Belgaum: 2424074; Bellary: 270390: Berhampur: 2225790: Bhatinda: 5000444; Bhimavaram: 22 Bhopal: 5 5. Bhubaneswar 

Bikaner: 3099980; Bilaspur: (2500844); Calicut: 2722660; Chandigarh: 5081128, 2749504; Chennai: € Nungambakkam 044-28235633 / 88 7 1, 24405944 / 5955 

€ Tambaram, 52112055, 22263728; € Annanagar 52171816, 26205139; Coimbatore: 2541190, 5366447; Cuttack: 2332811: Davangere: 223366: Dehradur )02 / 03: Dur Irgapur: : 
Faridabad: 5070464 / 922: Gandhidham:572430; Gandhi Nagar: 23243573, 55727557; Gangtok: 281046: Ghaziabad: 2703105, 3943241 Panjir 7 " à 
Gorakhpur: 2201329 / 1493; Guntur: 2238958; Gurgaon: 222-3595 / 5556; Gulbarga: 242033; Guwahati: 2132048; Gwalior: 5 

23430431-36; @ Vidyanagar Circle, 27630356,55100656,55684656: @ Hi-Tec City 55169169, 23100546; @ Secunderabad. 5544676 

8247/9003: Jabalpur; 5066886; Jaipur: 2363695, 2373689: Jalandhar: 5074769, 5000569: Jalgaon: 3091607: Jammu: 2 

2387772, 2344321: Kanpur: 233-0912 / 1145; Kochi: 2359294 / 703; Kolhapur: 265-5142 / 4491; Kollam: 3091485: Kolkata: € AJC 

/ 4723; Kota: 3091476; Kottayam: 3093181, 2561131; Kurnool: 249811; Lucknow: € Ashok Marg, 220-4205 / 4559/8652; ® Station A 

Madurai: 2342169, 5379989, Mangalore: 2432050; Meerut: 2666166, 3092244; Mumbai: € Nariman Point, 022-22040888, 22823173 

€ Thane, 022-253-75836 / 82659; € Vashi, 022-30990427/28; € Borivali 022-39514760/61: ® Tardeo, 022-23521844, 23523519; Mysore ( 

5604820; Nellore: 2301222: New Delhi: ө Meera Bagh, 2528-3007 / 1138; € Connaught Place, 23739157 / 69: € Kamla Nagar. 554818: 

Nizamabad: 229531; Noida: 2592410, 2516024; Patna: 0612-3099395; Patiala: 5062416; Pondicherry: 2220991, 5209596: Pune: @ Shiv 4 Bund 

72; € 1 Nigdi-Pradhikaran, 56317150; Raipur: 5061361, 5091919; Rajahmundry: 2448813, 2434919; Rajkot: 2462684, 5535777. Ran 331-922 323. Rourkela 
2473736; Sagar: 508131; Sambalpur: 2230250; Salem: 2332122 / 2442122; Shimla: 2657046 / 48; Siliguri: 2524079; Solapur: 26028 Sri бапда Nagar: duet 265048 48. Tanjavur 
309578; Thrissur: 3090920, 2321263; Tiruchirapalli: 2740761; Tirunelvelli: 2561533/44; Tirupathi: 5561058. Trivandrum: 23 02, 3950550: Udaipur: 5102-2 545. Ujjain 
2555088; Vadodara: 2341780, 5540299; Vallab Vidyanagar: 239734; Varanasi: 2226-320 / 439; Vellore: 5203008; Vijayawada: 2 0, 5563620; Visakhapatnam: 2752653. 2598650 
Vizianagaram: 226122; Warangal: 2552610: Yamuna Nagar: 309872, 261263 


Alternatively, you can also send your request for Prospectus & Application to: The Programs Officer, The ICFAI University 
23, Nagarjuna Hills, Punjagutta, Hyderabad 500082. Tel : 040-23430431-36, Fax: 040-55639711. Email: info &icfal.org 


Visit us at: www.icfai.org for Prospectus and Online Registration 
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GLOBALISATION 
CHALLENGES 


FOR INDIAN 
MANUFACTURING 


The Indian manufacturing industry has come a 
long way from the contrived system seen up to 
the beginning of the 1990s. 


HE CHALLENGES POSED BY OPEN INTERNATIONAL MARKETS 

recognised cost, reliability and quality as the mantras, whereas exports made 

during that period were complementary to domestic business, without much 

of competitiveness. Even companies like Bharat Forge, which had experience 
in exporting engineering goods basically to the erstwhile Soviet Union in the 1980s, found 
an altogether new exposure in doing business against global competition. From being 
an inefficient engine with an insular approach to competing with the best in the world 
has been a long and tortuous journey for the manufacturing industry that remains 
unfinished, as yet. 


~“ È 7 
Challenges Of Yesterday 
Five years ago, an Indian manufacturer of engineering goods would have found it difficult, 
if not impossible, to become a major supplier to any marquee global customer. Reasons were 
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negative perceptions of international customers, 
due to: 

m The country’s poor image; 

m Inadequate infrastructure; 

m Red tape with interminable delays; and 

m À track record of making shoddy products. 

An example of the effects of negative perceptions 
harboured by global players can be gauged from the 
fact that tier-1 auto-component suppliers from 
the Us or Europe used to take a long time—lasting 
five years—for conferring a "preferred supplier 
status", even for well-known Indian auto-compo- 
nent manufacturers like Bharat Forge. 

India was a laggard, while other countries 
in Asia evoked serious interest since the early 
1990s. Huge investments poured into China, 
for instance, to acquire strategic production 
facilities, to transfer certain labour-intensive 
products, and as a market for expanding sales. 
With a major chunk of foreign direct invest- 
ment in manufacturing directed towards other 
low-cost destinations in Asia, many Indian com- 
panies re-worked their strategies to become 
globally competitive by: 

m Comprehensive restructuring, including paring 
costs to the bone, revamping inventory, recei- 
vables and logistics management, and cleaning up 
balance sheets. 

m Shedding unprofitable businesses and consoli- 
dating. 

@ Undertaking time-bound action plans in the areas 
of operations, technology and product develop- 
ment. 

m Unlocking human resource capabilities through 
various initiatives for productivity improvements. 

Manpower rationalisation has been taken 
up by major companies like Tata Steel, Tata 
Motors, Bajaj Auto and Bharat Forge among 





some of the companies in the private sector. 
Companies in the public sector like SAIL have 
also undergone major restructuring exercises 
for improving productivity and output. As a 
result, in the past three to five years, many 
Indian companies have emerged focussed, lean, 
and have developed skills and technology in 
line with global practices. 


Today’s Challenges 
Today, many Indian companies can manufacture 
quality products at competitive costs, in plants 
that are of international standards, using modern 
processes with lean organisational structures. This 
is the platform on which they have begun to address 
global opportunities. 

India is being looked at with keen interest by 
global majors, not only to market their products but 
also as an important hub for outsourcing of value- 
added engineering products. There is a firm recog- 
nition of India’s deep technical talent on one hand 
coupled with transparency and a mature legal sys- 
tem on the other. 

With the kind of growing interest for India wit- 
nessed all over the world, it is my firm belief 
that outsourcing of manufacturing of engineering 
goods will be an opportunity even greater in 
magnitude than the outsourcing of rr-enabled 
services. And the Indian auto component industry, 
which is a major foreign exchange earner for the 
country, is poised to benefit from the global 
trends. Here's how: 

@ In the next 10 years, global outsourcing of com- 
ponents is estimated to increase to $225 billion 
(Rs 9,90,000 crore). 

8 On a conservative basis, if the auto-component 


DUE TO major restructuring exercises for improving 





productivity, in the past three to five years, many 
Indian companies have emerged focussed and have 
developed skills in line with global practices 
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INDIA IS being looked at with keen interest by 


global majors, not only to market their products 


but also as an important hub for outsourcing of 


value-added engineering products 








Bharat Forge’s Pune plant: Armed with all the right ingredients of success 


industry in India captures even 10 per cent of 
this opportunity, this will translate into exports of 
$20 billion (Rs 88,000 crore) bv 2015. 
ш [he creation of a $20-billion export industry 
will necessitate the emergence of at least one 
or two players with export revenues in the range 
of $1-2 billion (Rs 4,400-8,800 crore) in the 
next 10 years. 

[he magnitude of the opportunity will make it 


imperative for a radical change in outlook for 


Indian manufacturers, who have hitherto been 
content with incremental growth of business volu- 
mes and profits. 


JARAT FORGE KEY STATS 


Rs 851 crore 


© Total revenues (2003-04 
© Expected revenues (2004-05): Rs 2,000+ crore 
@ Overseas earnings*: 65% 

© Number of employees: 3,500 

x: 1,000 


e Number of offices outside India: 6 countries; 10 offices 


© Number of employees outside Ind 


* Proportion of 4-05 revenues expect 
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A Matter Of Perception 
Although perceptions have undergone a 
change with respect to some Indian companies, 
many challenges of yesterday still continue to 
remain embedded in the minds of many 
global players. 

As a matter of legacy, Indian manufacturers 
and industry practices have tended to have a 
tunnel vision—often at odds with developments 
on a global scale. Exposed to the vast opportunity 
coming our way, probably, the biggest challenge 
will be to scale up facilities and abilities com- 
mensurate with global requirements. Any laxity in 
responding to this challenge will be cashed in by 
other global participants. Indeed, timely creation 
of strong entry barriers through build up of 
capacities and capabilities will be the key to sur- 
vival for the Indian industry. 

m Focus will have to shift exclusively on building 
sustainable competitive advantage by delivering 
superior and unique value, as appreciated by the 
global customer. Quality and unreliability of 
products has been a major issue even in case of 
manufacturers with a string of international qua- 
lity certifications. This is a major reason for the 
scepticism and lack of comfort in delivery capa- 
bilities of Indian companies to acquire large con- 
tracts from global customers. Clearly, there still 
exists an urgent need to bring about attitudinal 
changes in manufacturing culture and practices for 
an image makeover. 

W Protection of intellectual property rights will 
have to be ensured through appropriate legislation 
to encourage inflow of investment in produc- 
tion facilities. 

So long these are not effectively addressed, 
marquee clients will show a high dependence on 
setting up in-house facilities in India or to out- 
source their requirements from a selected few 


э >a w b: 
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who make the grade. 

The Indian manufacturing industry will have to 
build its internal competencies around two strate- 
gic themes: 

m Cost leadership to penetrate Indian and global 
customer markets; and 

m Innovation to build design and engineering 
competencies that meet global standards so that it 
can move up the value chain in future. 

By and large, the manufacturing industry will 
need to be less fragmented and more organised to 
counter challenges posed to achieve either of the 
two strategic objectives mentioned above. 

For instance, the auto component industry can 
be divided into the organised and the 
unorganised categories of manufacturers. The 
organised component manufacturers supply com- 
ponents to at least one of the original equipment 
(OE) vehicle manufacturers. The unorganised 
sector predominantly caters to the aftermarket. 

Not much emphasis has been laid on conti- 
nuous quality upgradation because customer 
expectations have been limited and undemanding. 
By global standards, capacities are small because 
of the limited domestic volumes. Both the sectors 
will have to address quality issues and upgrade 
technology if they are to be benefited by the 
effects of globalisation. 

Economies of scale necessitate consolidation as 
a necessary condition for meeting these chal- 
lenges. Many companies have increasingly 
focussed on the goal of making a mark in global 
markets. Corporate governance practices as also 
best practices in international accounting have 
been adopted, in order to be able to access 
capital markets. With companies tracking emer- 
ging markets and new opportunities, there is a 
sense of growing self-confidence, which augurs 
well for the industry. 


TODAY, MANY Indian companies can manufacture 





quality products at competitive costs, in plants that 


are of international standards, using modern 
processes with lean organisational structures 
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WE ARE entering into an era of competition, wherein 





Indian companies will have to learn to leverage 
resources from around the world. Generating a 








climate conducive to serious interest is also important 


Challenges Of Tomorrow 

I expect that due to rising cost pressures abroad 
and greater awareness of India’s advantage, Indian 
manufacturers will be threatened by the entry 
of other global players and companies setting 
shop in India. Sustaining businesses in the long 
term will become a key challenge in an increa- 
singly competitive market environment, as has also 
been seen in China. I see a trend towards 
increasing specialisation for meeting customer 
requirements, vis-a-vis the present generalised 
approach. The manufacturing industry will have 
to identify its objectives and have a shared long- 
term vision with the clientele. 

Labour arbitrage differential can only be a 
short-term advantage to attract global invest- 
ments and international players for outsourcing 
manufacturing from India. It is imperative for 
Indian companies to aspire to go up the value 
chain through adequate investments in research 
and development. Competing with a country 
like China—which also offers a much bigger 
domestic market—in globalisation process will 
mean building on competencies in technology 
and value-added products. Indian industry should 
graduate towards competing on intellectual- and 
design-led product leadership and not merely 
focus on costs. People development will assume 
even greater emphasis to enable lock-in with the 
customer thought process. This will be a signifi- 
cant driver for channelling value-added design 
engineering and R&D activities into emerging 
markets like India. There are many ways of 
developing a technology base. Doing so organi- 
cally takes enormous effort and, especially, time. 
One way to significantly collapse the timeframe 
could be through acquisitions. 

Many Indian companies have been quick to 


respond to inorganic growth opportunities in 
the international market by acquiring compa- 
nies abroad. Bharat Forge, for instance, acquired 
a reputed German company called Carl Dan 
Peddinghaus (CDP), not only providing comple- 
mentary production capacities, but also excel- 
lent market synergies. Bharat Forge now has 
access to all the design, engineering skills and 
technology that cpp had developed over the 
years. Establishing multi-country operations will 
extend the reach and geographical spread, making 
the companies true global players. We are entering 
into a new era of competition, wherein Indian 
companies will have to learn to leverage resources 
from around the world. 

The country’s ability to attract capital and 
investments from global companies will depend 
on the attractiveness of opportunities available. 
It is quite important to generate a climate that is 
conducive to encouraging serious interest from 
international investors through ongoing policy 
initiatives. 


It’s Not Just About Cost 

Indian manufacturing industry is not just 
another low-cost destination. It has all the 
ingredients of success—we can look forward 
to becoming a centre for cutting-edge R&D- 
based manufacturing on a global scale in 
automotive and auto component related fields. 
Sectors such as pharmaceuticals, retailing, telecom, 
automobiles, biotechnology and oil are consi- 
dered “active” in terms of investment, growth 
and M&A activity. These hold great promise in 
the times ahead. It’s just a matter of proper vision 
and focus. @ 
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RELENTLESS 
MARCH 
FORWARD 


Since its inception in 1984, Dr. Reddy’s 
has been focussed on being a global 
organisation, relentlessly moving up the 
value chain by improving its value 
proposition of cost and quality, 
integrating with local cultures and 
ethos, and attracting the best global 
talent. All this with an eye to fulfil the 
vision of becoming a discovery-led, 
global pharmaceutical company. 





LOBALISATION IS NOT A CHOICE—IT IS AN IMPERATIVE FOR GROWTH. 
Indian companies, since independence, have had the luxury of 
functioning in a protected but growing local market. While this 
may have helped a few companies, many of the older generation 
of companies did not see the writing on the wall, and failed to 
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build global competitiveness and acquire the skills 
that are required to survive in a global economy. 

Globalisation is an imperative for any com- 
pany operating in a small domestic market. 
Aggressive expansion internationally leverages a 
company’s assets to create growth. And companies 
are now moving into the global arena with a 
greater degree of confidence. A combination of low 
costs, high quality and intellectual capital is powe- 
ring the emergence of a new breed of powerful 
competitors from India. 

Globalisation is a very positive thing for com- 
panies to embrace and build upon. If you draw out 
a history of Dr. Reddy's, you will see that we 
started this process of globalising by exporting 
right from the inception of the organisation. 


The Drive Towards Globalisation 
Dr. Reddy’s has resolutely moved up the value 
chain, always improving its value proposition. In the 
early 1990s we diversified into formulations and 
started exporting to markets such as Russia, and by 
the late 1990s we started exporting generic for- 
mulations to regulated markets such as the us. 
Today, Dr. Reddy's sells branded generics in 
around 35 countries and bulk actives in 53 coun- 
tries. We are now increasing our focus on inno- 
vation-based products and on developing new IP 
(intellectual property). Dr. Reddy’s also has a 
strong drug discovery programme with several 
molecules at various stages of clinical develop- 
ment. This will provide the company a long-term 
competitive advantage not only in India but also 
globally. Which, in turn, will enable the company 
to achieve its vision of becoming a discovery-led 
global pharmaceutical company. 


И 


The Next Step 


The next challenge for Indian companies is in 
building an attitude towards quality. Achieving 
global standards, becoming globally competitive 
with global standards of excellence in everything: 
quality, productivity, corporate governance, ethics 
and work practices, and investing in good quality 
practices. A factory worker sitting in a small village 
in Andhra Pradesh has to service a market that is 
highly regulated by the US FDA. It’s very important 
for our workforce to understand that market and 
adapt in order to meet those requirements. 

At Dr. Reddy’s we worked on quality first; 
we over-invested in quality systems, obtained inter- 
national accreditation from regulatory agencies 
across the globe for our plants, and upgraded 
environmental protection systems to meet the 
demanding requirements of customers from regu- 
lated markets. Investing in quality systems ahead of 
the curve was a crucial differentiator, which will 
continue to contribute to our long-term growth. 

We worked on institutionalising quality in all our 
major processes through a “business process excel- 
lence” initiative across all our businesses throughout 
the organisation. This enables us to ensure a high 
level of quality by improving efficiency and effec- 
tiveness in all our processes and enables collabora- 
tion and uniform processes to achieve operational 
excellence while meeting business needs. The qua- 
lity of our manufacturing is ensured by our care for 
the environment. Dr. Reddy’s believes that statutory 
compliance is a bare minimum requirement in the 
area of environmental protection. At our com- 
pany, we believe in going beyond statutory 
requirements to not only produce the highest qua- 
lity but also build sustainability. 

Another challenge for India is to evolve an 
innovative mindset. The differentiating factors for 


MANY OF THE OLDER generation of companies 
did not see the writing on the wall, and failed to 








build global competitiveness and acquire the skills 


that are required to survive in a global economy 
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COMPANIES are now moving into the global arena 





with greater confidence. A combination of low costs, 





high quality and intellectual capital is powering a 


new breed of powerful competitors from India 


companies in knowledge-intensive industries in 
the future would be the intellectual property 
they generate, the effectiveness with which they 
protect their intellectual property and how well 
they commercialise it. 

There are also opportunities in overcoming 
patent fences erected by others. At Dr. Reddy’s, we 
identified these opportunities early in our evolution 
and put in place initiatives for the organisation 
to develop these skills. 


Acquisition Of New Skills 

We have now built up significant knowledge on the 
innovation value chain as well as the means to 
protect and exploit the innovation. We have also 
along the way invested in acquiring skills in global 
regulatory affairs, project management, legal affairs 
and other areas, which help us compete in the 
global marketplace. Indian pharmaceutical com- 
panies have to move to innovation, where a prob- 
lem would be defined from the patient's or doctor's 
point of view. 

At Dr. Reddy's, our future pipeline will depend 
on unmet medical needs and innovation to create 
greater value. We have set up processes to sys- 
tematically identify unmet medical needs from 
the marketplace, and explore drug delivery tech- 
nologies. We study existing molecules for impro- 
vement possibilities and for the creation of product 
concepts that can be rapidly developed by com- 
bining this knowledge. 


Managing A Global Organisation 


In managing a global company, the biggest 


A. PRABHAKAR КАО 





DR. REDDY’S KEY STATS 


@ Total revenues (2003-04): Rs 2,008 crore 


© Expected revenues (2004-05): Rs 2,200 crore** 


@ Overseas earnings**: 64 per cent 





© Number of employees: 6,000 


@ Number of employees outside India: 920 


© Number of offices outside India: Wholly-owned subsidiaries in the US, 
UK, Russia and Brazil; joint ventures in China and South Africa; 
representative offices in 11 other countries 


4-05 revenues expected fr verseas opera 





** Analyst estimate 
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A FACTORY WORKER in an Andhra village has to 





service a market that is highly regulated by the US 





FDA. It’s very important for our workforce to 





understand that market and adapt accordingly 


challenge in my understanding is the channelling 
and focussing of resources, including human reso- 
urces, in a global setting. The first step was to create 
a leadership team that comprises of talent drawn 
from amongst the best, globally. Today, our mana- 
gement council, which makes all major decisions for 
the company, consists of 18 members drawn from 
the very best in and outside the pharmaceutical 


industry. Five among them (including the chief 


scientific officer, CSO) are based in the us and our 
latest recruit is a Welshman as the head of Europe. 

We have been successful in leveraging our iden- 
tity as a discovery-led company to attract and retain 
talent from innovators and large generic companies 
across the globe. This has helped us enhance our 
understanding of regulated markets, legal know- 
how and international regulations to drive growth. 

Globalisation, especially in the pharmaceutical 
industry, needs to address variations in the regu- 
latory environment and regulatory mechanisms, IP 
laws and technology issues, which are specific to 
each country. Navigating all this requires painsta- 
king application, detailed knowledge, expertise 
and above all, tenacity. 

The challenge is to have the right people doing 
the right thing. We have set up operational head- 
quarters in several countries. This has helped us 
attract local talent, which is critical to understand 
the market needs and dynamics to access local 
knowledge and resources. 


Innovative HR Practices 
Dr. Reddy’s has attracted the finest talent world- 
wide. Our research scientists based both in the us 
and India, and other technical talent provide a 
critical competitive edge: they're highly skilled 
and highly motivated. Recruiting and training 


36 COLLECTOR'S EDITION VOLUME II, 2005 


employees with a view to creating a global work- 
force, and setting an enabling context for cross- 
cultural learning, requires significant effort and 
systematic processes. We take the effort to put all 
our recruits outside India through a structured 
induction programme and awareness sessions on 
respecting cultural and gender sensitivities. 

We have consistently developed our technical 
strength and this has expanded the company's 
opportunity horizon while building strong managers 
and leaders who creatively leverage the technical 
strengths in the marketplace. However, technical 
talent is mobile, so we innovate on systems and HR 
practices to compete with the best. 

Our HR practices create positive energy at the 
workplace and help us by consistently creating an 
environment of innovation and continuous learning, 
and fostering a spirit of teamwork and collabora- 
tion, across levels and across geographies. 


Going Global 

Constantly refining and improving the value propo- 
sition of cost and quality, developing additional 
competencies, and attracting or leveraging global 
talent for moving up the value chain, has been the 
theme at Dr. Reddy's. If you see the progress of suc- 
cessful companies anywhere, you will see this pat- 
tern, Starting with a strong value proposition, deli- 
vering operational excellence and driving growth 
through innovation lead to lasting success. 

We are constantly investing in building ‘sustai- 
nable competitive advantage" to compete and grow 
in a global marketplace to achieve our vision of 
becoming a discovery-led pharmaceutical company. 
For, this is the only way for an Indian pharmaceu- 
tical company to take its place amongst the world's 
great pharmaceutical companies. 
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CHALLENGES OF 
GLOBALISATION 


The era of globalisation has arrived, and has 
started making its impact on businesses 
and markets globally. And it poses a set of 
challenges that are unique. 


ACK WELCH, THE FAMED FORMER CEO OF US-BASED GENERAL ELECTRIC (GE), 
defines globalisation in his autobiography, Jack: Straight From The Gut, in the following 
words: “The seed blooms into a garden. We move from thinking of globalisation in 
terms of markets to thinking of it in terms of sourcing of products and components... 
and finally tapping the intellectual capital of countries.” 


The Impact Of Globalisation 
The impact of globalisation has resulted in the world becoming a global village, leading to 
convergence on a worldwide basis. The global industry, according to Michael Porter, “is 
not merely a collection of domestic industries but a series of linked domestic industries in 
which the rivals compete against each other on a truly world-wide basis”. 
The phenomenon of globalisation always existed in different forms. The process has 
accelerated because its main impediment, communism, met its death after the collapse of the 
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USSR. Developments in technology and satellite 
communications have been shrinking the world. 
This has resulted in unlimited potential for organi- 
sations to grow and expand. Managers who do not 
closely monitor changes in their global environment 
or fail to respond quickly to those changes are 
likely to find their organisation's survival in doubt. 
Another major impact of globalisation is on 
branding and marketing. Companies find them- 
selves having to communicate their products to a 
global audience. In time to come, the world will see 
the emergence of a global consumer. Heinz has 
responded to the challenge by standardising all its 
tomato ketchup bottles through a £31-million 
(Rs 263.5-crore) advertising campaign. However, not 
all companies view the global market in the same 
way. Amway, one of the world's largest direct-selling 
companies, argues that consumers in different coun- 
tries have different needs, which makes global mar- 
keting extremely high-risk. Finding the right mar- 
keting mix requires finding a common ground 
between geographical differences, which in turn 
requires a detailed understanding of individual mar- 
ketplaces. E-commerce will make a significant impact 
by taking over from traditional retailing methods, in 
varying degrees of penetration in different geogra- 
phies. Microsoft forecasts that the value of transac- 
tions completed over the internet will exceed $3,500 
billion (Rs 154 lakh crore) a year in five years time. 
To succeed in the international operating environ- 
ment of this century, the strategy adopted by the 
global manager must be dynamic and broad-based. 
Here are the strategic challenges of globalisation: 


Managing Across Borders 
Global management has multiple challenges within, 





the most significant being managing cross-cultural 
differences. How do we manage this? By first 
defining the core organisational values; values 
that bridge and bind diverse cultures into a single 
organisational culture. Then, these values have to 
be permeated vertically and horizontally through- 
out the organisation by effective communication. 
Once the people within the organisation begin to 
speak and breathe these values, this will break all 
barriers, leading to a transparent, cohesive and 
unified organisation. The entire organisation will 
now be aligned to the "vision" and *mission" set by 
the leadership. This will embed the organisational 
ambitions throughout the company and create 
"an obsession with winning", which will energise 
the collective action of all employees. 

Another challenge is the need for continuous 
realignment due to the volatile changes in the inter- 
national operating environment. This has forced 
global companies to optimise efficiency, respon- 
siveness and learning simultaneously. This new 
challenge implies not only a total strategic reori- 
entation but also a major change in organisational 
capability. To retain and balance all the three 
objectives in any circumstance is quite a complex 
task. The environmental dissimilarity, cultural dif- 
ference, distance and language barrier can create a 
major complexity to balance these objectives. 


Global Strategy 
Strategy basically deals with three basic questions 
such as ‘where are we today?’, ‘where do we 
want to go in future?’, and ‘how we can go there”. 
Strategy builds a bridge among these questions. 
The formula for evolving a sound global strategy 
is to find out the complexity of the task and set the 


THE PHENOMENON of globalisation always existed 





in different forms. The process has accelerated 





because its main impediment, communism, met its 
death after the collapse of the USSR 
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vision of the organisation. 

Global organisations primarily follow three 
basic strategies: parenting, following and rule 
breaking. Organisations such as GM, Ford, IBM, GE, 
Motorola, NEC and Philips follow the parenting 
strategy, which involves inventing new products. 
Their main strategy is to retain their customer 
and hold their market share with new and modi- 
fied products. Companies such as Toshiba, Nokia, 
Sony and Hitachi have adopted the following 
strategy. They produce the same goods and services 
introduced by the parenting group and capitalise on 
their successes or failures. The third type of stra- 
tegy, rule breaking, is used by those organisations 
that are only involved in inventions and nothing 
else. They sell their patents to other organisations. 
The examples of such organisations are 3M and 
Dell Computer. It is hard to say which kind of 
strategy is best. But in the global competition today, 
organisations are moving away from their tradi- 
tional strategy to adopt a blend of these strategies 
to ensure growth. 


Capital Generation 

Here I would like to cover two aspects—funds 
generation and human capital generation. Funds are 
relatively easier to raise than return. Differences in 
laws, taxation rules, interest rates, exchange rates 
and government policies impact profits. One has to 
be conversant with the terrain and the factors 
influencing its finance market. Over time, these fac- 
tors are in the process of unifying globally so that 
businesses can be set up with far greater simplicity. 

Another significant aspect is human capital 
generation. In today's business scenario, the people 
of an organisation are to be considered as the 
capital and asset. This shift in paradigm will greatly 
impact an organisation's success across borders. 
To build formidable human capital, to retain, nur- 
ture, inspire and make them move the organisation 
towards its set goal is the major task of leadership. 
A well-laid, transparent, ethical and liberal work cul- 
ture plays a pivotal role in human capital generation. 


Improvement In Productivity 
Productivity improvement is possible only by the 


proper usage of resources. The resource leverage 
deals with the organisational capacity to gain 
maximum profit out of the existing as well as 
available resources. Improving productivity ra- 
tio means increasing sales rather than cutting 
costs and headcounts. It requires better intel- 
lectual and technological skills. 

Companies have to adopt strategy and plan- 
ning for the improvement of their productivity. 
But this improvement should be calculated on 
the basis of future demand and supply. A large 
number of companies have failed or gone bank- 
rupt due to miscalculation. Proper forecasting 
and the use of the right marketing mix are key 
elements of success in globalisation. 


ESSEL PROPACK 


ESSEL PROPACK KEY STATS 


@ Total revenues (2003-04): Rs 614.55 crore 
@ Expected revenues (2004-05): N.A. = 


@ Overseas earnings: М.А. 





@ Number of employees: 1,720 





@ Number of employees outside India: 1,270 





@ Number of offices outside India: 13 countries; 22 offices 
N.A.: Not Available i 


Knowledge Of Competition 
Globalisation has broken the boundaries between 
nations. Initially companies just had to face the 
internal competitor in their country. But in this 
century, every company has to face global com- 
petition. Therefore, the knowledge of competition 
will be a significant challenge. And today, every 
company has to have a global strategy. According 
to Michael Porter, “competitive strategy is 
achieved in one of three ways: through cost 
leadership, through differentiation or through 
focus-based strategies”. He argues that it is 
important that the organisation is not ‘stuck in the 
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Essel Propack's Chairman Subhash Chandra: Using the right formula for a sound global strategy 


middle’—that it is following one of the strategies. | Organisations such as McDonald's, Citizen Watch 
and Ford have a culture of introducing new and 
modified products after a specific time period to 
uphold their market position. The life of a burger 


Expanding [he Product Line in McDonald's is only 48 weeks, the age of any 
The situation today calls for introduction of new Citizen watch is only six months and Ford changes 


products in the base product line to provide a its models after every six months. The introduction 
broader range of products or services to customers — of new products and services in the market has 
or clients in order to retain them. Globalisation has changed the perception of the customer. 

made a deep impact on the product line and its life. In this century, organisations have to emphasise 


GLOBAL ORGANISATIONS primarily follow three 





basic strategies: parenting, following and rule 


breaking. Today, they are adopting a blend 
of these strategies to ensure growth 
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INNOVATION will play a dominant role in the success 


of a global organisation. And today's business 


scenario demands innovation in all the functions 


of an organisation leading to corporate excellence 


on the short life, modification and invention of 
products and services. Otherwise, their competitors 
will launch new products or services, which will 
affect their market share. They have to make this 
strategy a part of their culture. 


The Change In Business 
Environment 

Global businesses have to follow the regulatory 
framework of the country and adapt themselves 
according to the demographic changes of that 
country. CEOs have to consider and evaluate all the 
factors and should have the uncanny skill of pre- 
dicting the future. Political changes affect the eco- 
nomic and social dimensions. Technology deve- 
lopment directly affects social trends. The 
increasing employment and dependence on tech- 
nology has led to a hindrance in the development 
of an individual's skills. Ecological or ‘green’ fac- 
tors are impacting the manufacturing industry, a 
trend that will increase. In the third-world coun- 
tries, population growth is alarming. But it is also 
to be noted that this aspect is an opportunity and 
a challenge at the same time. The opportunity 
lies in tapping this huge human potential in terms 
of human capital and also developing them as 
consumers. The challenge lies in evolving the right 
approach to tap this ‘goldmine’. The environ- 
mental changes in business demand an appropriate 
strategy and long-term planning with flexibility and 
provision for mid-term revision. 


Value Proposition 
Intense competition has resulted in pressure on 
pricing. As a result, whenever a new price point is 


reached by a company, the competition quickly 
catches up leading to a new price point. How does 
one outlive this situation? By enhancing the value 
proposition to the three pillars of a business, namely 
employees, vendors and customers. This calls for 
adoption of effective long-term relations and sound 
policies so as to ensure retention of employees, 
vendors and customers. Also, an organisation has to 
resort to benchmarking itself with the best in the 
world as a process of continuous improvement 
and upgradation. An organisation's success in these 
areas will lead to its consolidation in any market. 


Innovation And Shared Vision 
Innovation will play a dominant role in the success 
of a global organisation. All along the focus had 
always been on innovation on products and serv- 
ices. But, today's business scenario demands 
innovation in all the functions of an organisation 
leading to corporate excellence. There has to be 
constant innovation of products (raw materials, 
new ideas, new solutions), technology (products, 
machineries) and processes (betterment and 
improvisation of business methods and models). 
The key is in delivering customers with value- 
driven propositions that keep their business ahead. 
An organisation can be successful in innovation 
only if the entire setup, and its vendors and cus- 
tomers, have a "shared vision". 

To succeed in the face of the challenges posed by 
globalisation, a global organisation must possess 
the following attributes: focus and vision, mobility, 
innovation and value driven, and ability to manage 
diversity in environment and culture. These attributes 
look simple, but behind each of these lies a complex 
world of leadership and management that distin- 
guishes the winner from the also ran. El 
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WALKING 
GLOBAL 


Indian businesses must have a global vision, 
blend it with customer centricity, and most 
importantly, have world-class offerings lever- 
aging their core strengths, to succeed globally. 


LOTH FOR GRAIN, GOLD FOR CLOTH, SPICES FOR GOLD... AGES BEFORE CURRENCY 

existed, there was trade. Before flights bridged distances, people sailed over- 

as to conduct business. And even before technology shrunk the world, 

merchants had realised the advantages of trade. Despite India’s legacy of 

trade, the line of vision for Indian business has been restricted to the nearest small 
town or city. A young woman weaves the finest fabric, hoping it will fetch her a few rupees 
more. Paris, the hotbed of fashion, where her creation could fetch 40 times its value, is 
unheard of. Just a few kilometres away, centres of technological excellence teeming with 
bright youngsters are seen as a threat to the world’s superpower. It is this dichotomy and 
digital divide that is at the root of the challenge for India Inc.. This is the challenge of 
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A YOUNG woman weaves the finest fabric, hoping to 
get a few rupees more. A few kilometres away, centres 
of technological excellence threaten the world's super- 

power. This dichotomy is the challenge for India Inc. 








globalisation. The strongest effect of globalisation is 
competition, and the biggest beneficiary is the 
consumer, as products and services compete on 
quality and price. The variety of automobiles on 
Indian roads today and the rapid penetration of 
cars, driven by competitive pricing, exemplify the 
benefits of an open market. 

The transformation of countries like Taiwan, 
Singapore and Hong Kong to booming economies 
with high standards of living is a glowing example 
of what deregulating domestic economies and 
opening up markets can achieve. Such progress 
is underscored by the globalisation initiatives of 
entire industry segments, fuelled by the success 
of major companies in diverse sectors. 


Globalisation: The Indian Challenge 
Although the success of the Indian software services 
industry has notched up the rating of India Inc., it 
has also fuelled the debate on ‘outsourcing’. The 
challenge, therefore, is to focus not only on cost red- 
uctions, but also on building competitive advantage 
through quality enhancement and distinctive, 
world-class capabilities. Equally important is the 
need for India to be strong from within. Infra- 
structure, development, broadening our educa- 
tion bases, and maintaining peace and stability are 
some of the areas we must focus on. 


Expanding The Scope Of Education 
The threat to higher education due to interfe- 
rence in the functioning of our best training 
grounds is alarming. Scuttling the freedom to 
impart the best of knowledge will rupture the 
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fabric of India's excellent education system. At 
the same time, we have to stretch ourselves 
beyond the IIMs and irs, to the multitude of engi- 
neering and management colleges that infuse 
Indian industry with human capital. Upgradation 
of syllabi, closer industry-academic interactions, 
and a check on quality and relevance of educa- 
tion are essential at this juncture. 

BPO, India's nascent but burgeoning industry, 
thrives on English-speaking graduates from degree 
colleges, whose curricula needs urgent improve- 
ment. The industry has to invest heavily in training 
them on customer service and language skills. 
Introducing subjects like business communication, 
spoken English and customer centricity would do 
wonders to bridge this gap. 

Likewise, small and mid-sized rr enterprises 
(SMEs) play a significant role in transforming gawky 
techies into able, customer-facing managers. It is 
these that power India Inc. with “trained human 
capital” and have contributed to the great Indian 
software success story. The challenge for good 
governance is to eliminate red tape and unfriendly 
tax regimens, so these companies can grow. 


Peace And Business Continuity 
Political disunity on critical issues of development 
and areas like disinvestment pose major impedi- 
ments too. A peaceful atmosphere, coupled with 
healthy relations with other countries, is essential 
to foster customer confidence in entrusting work to 
India. Calamities in the recent past have proved that 
concerns about business continuity planning (BCP) 
and disaster recovery are real. Global customers 
need to be assured that India offers a secure 
atmosphere for their assets, data and people. 








The Vision And Need For Action 
If India wants to capitalise on the “delivered from 
India” brand, we need to transcend the challenges 
now. There is no more time to waste; too many 
opportunities have already been lost. 

At HCL, the imperative to become a global 
company hit us fairly early. Economic liberalisation, 
the onset of digitisation, emergence of common 
standards and mobility of capital were of course 
potent factors, but our personal experiences only 
reinforced the intent. Whilst globalisation was still 
a distant dream for many, HCL set up Far East 
Computers (FEC) in 1980 in Singapore, followed by 
HCL America some years later. 

HCL’s legacy is the stuff legends are made of, 
and justifiably we are proud of it. In the immedi- 
ate aftermath of IBM’s exit from India, when the 
computer industry was virtually non-existent, HCI 
indigenously conceptualised and developed a 
commercial microcomputer in 1978, ahead of 
industry peers. This revolutionary concept of a 
desktop opened up the mid-level organisations 


THE TRANSFORMATION of countries like Taiwa 








€ Number of employees (India): 24,000 


HCL TECH KEY STATS 


@ Total revenues (2003-04): Rs 7,027 crore 
© Expected revenues (2004-05): N.A. 


@ Overseas earnings: N.A. 


€ Number of employees outside India: 3,014 


@ Number of offices outside India: 15 countries; 26 offices 


N.A.: Not Available 


and the first-time user segment for HCL and the 
industry. Other inventions followed, including a 
relational database management system (RDBMS), a 
network operating system (NOS), and the first 
commercial Unix, followed by a multiprocessor 
Unix implementation on a tightly-coupled archi- 
tecture—all of which met with significant suc- 
cess in the domestic market. 

We realised then that although these inven- 
tions were at par with global standards, we were 
constrained by our local presence. That is when the 
plan to become a global player started coalescing. 
Thus began HCL’s long and challenging journey 
towards globalisation, driven by a clear, phased busi- 
ness strategy. From thereon, we ensured that each 
initiative took us closer towards this strategic goal. 


True Character Of A Global 
Organisation 
So, what does it take to be successful globally? At 


Singapore and Hong Kong to booming economies is a 


glowing example of what deregulating domestic 


economies and opening up markets can achieve 
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HCL, we believe that besides a strong focus on 
growth, word-class quality of products and services, 
and a significant overseas presence, it is the global 
outlook that makes the difference. It means thinking, 
ahead of your time, broadening your vision, com- 
peting with the best in the world, carving out a 
proposition based on unique capabilities, and then 
delivering on these consistently and relentlessly. 

Where many have faltered and gone astray is in 
being swayed by the sheer attractiveness of global 
markets and not preparing enough before ven- 
turing into unknown terrain. A business strategy 
must be rooted in your core capability, your DNA 
so to speak, for you to emerge a worthy con- 
tender globally. It is imperative that a company 
plays to its intrinsic strengths, because it is these 
that set you apart. 

Technology, for instance, is at HCL’s core. It is 
at the very foundation of the company. Hence, 
when HCL went global, we leveraged this funda- 
mental strength—everything else came after. 
However, for the global markets, we had to effect 
a repositioning—from an acknowledged product 
vendor to a leading, engineering services provider— 
a transformation we undertook with determination 
and conviction. We extended our world-class tech- 
nical skills to various industry domains including 
networking, telecom, wireless, aerospace, auto- 
motives, medical electronics, semi-conductors, 
financial and retail technologies, and a host of 
others. Today, HCL has strategic R&D partnerships 
with several technology leaders, and thus we con- 
tinue to strengthen our technology core even as we 
diversify into new areas. 

The rr industry has flourished since the early 
years of HCL, and our bouquet of offerings today 
is a representation of every aspect of this evolving 
sector—hardware, office automation, technol- 
ogy and software services, networking, internet 


services, infrastructure management, and busi- 
ness process outsourcing. 

Another key facet of global orientation is the 
ability to recognise mistakes, take corrective 
actions and yet keep the momentum going. If one 
looks back, there will always be things that could 
have been done better. In an alien environment 
we all err; what is vital is fleet-footedness in 
rectifying the mistake. HCL’s portfolio re-balancing 
initiative, undertaken two years ago, is a case in 
point. When the technology slowdown impacted 
our business, the need to broaden our horizon 
became evident. In the last few years, therefore, 
we have channelised our energies towards 
expanding our services portfolio to include a 
composite range of service offerings. This is a true 
response to globalisation. 


Partnering For Success 
Sometimes the quickest way to get to your desti- 
nation is to walk with those who know the direc- 
tion. In short, why reinvent the wheel? At HCL 
we have deployed this strategy very effectively. 
Our alliance with HP was the first step towards 
understanding global systems and processes, and 
internalising them. We followed this up with part- 
nerships with other leading vendors including 
Perot, Deluxe, Deutsche Bank, British Telecom 
and Jones Apparel Group to name a few, and 
from each one of them we have learnt and moved 
yet another step forward. 


Global Presence And Global Teams 
We have continuously expanded our presence 
worldwide with offices in the us, Europe, Japan 


EQUALLY IMPORTANT is the need for India to be 
strong from within. Infrastructure, development, 
broadening our education bases, and maintaining peace 
and stability are some of the areas we must focus on 
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IF INDIA wants to capitalise on the “delivered from 
India” brand, we need to transcend the challenges 
now. There is no more time to waste; too many 
opportunities have already been lost 











and the Asia-Pacific to enhance reach and cre- 
ate an organisation that could support and 
manage global operations. At one point, our 
SG&A costs were amongst the highest in the 
industry as we invested in full-fledged offices 
incorporated as local subsidiaries, and not just 
one-man outposts. We ensured that compe- 
tent managers, well grounded in the company's 
practices and values, led from the front, whilst 
at the same time they assimilated the cultural 
nuances of their operating countries into the 
business model. 

However, a company cannot transform into a 
global entity just by expanding operations geo- 
graphically. An entry into a market at the right 
time cannot ensure success. It needs a team of 
globally competent leaders to replicate the success 
of the local business model in global markets. This 
team must embrace the company's shared vision 
and business objectives, and at the same time 
swiftly customise the prototype to incorporate the 
market-specific and culturally sensitive business 
needs of each geography. 

Despite their global operations, most Indian 
companies continue to nurture an Indian work 
culture. This limits the organisation's ability 
to attract and retain employees from diverse cul- 
tures, and the relatively low compensation 
structure creates dissonance when it comes to 
hiring professionals with global experience. 
Locating a chief executive or senior manager 
closer to the client is a crucial first step, followed 
by grooming a second- and third-rung manage- 
ment cadre from multi-cultural backgrounds, 
empowered to take decisions as they pan out 
into local markets. 

Given HCL’s entrepreneurial legacy, we clearly 
understand the merits of an empowered, partici- 
pative culture and consciously nurture it across 


the organisation. Early in our globalisation jour- 
ney, we invested in hiring experienced expatriate 
professionals to lead different verticals—a huge 
investment, but essential to metamorphose HCI 
into a global entity. As a company with an Indian 
soul and global ambitions, HCL realised the need 
for diversity and relevant skills; our global prac- 
tices are headed by experts of different natio- 
nalities, from industry leading organisations, 
who bring in important domain skills and 
importantly, relationships and market insights for 
a globalised HCL. 


Beyond Advantage India 

The English speaking population, technology 
skills and time difference that facilitates 24X7 
service, are not factors that can sustain India’s 
growth eternally. India Inc. needs to explore 
what more it can offer global customers. Over the 
years, Indian service companies have nurtured a 
culture of customer centricity, and it is now 
time to leverage this reputation, broaden our 
base and move up the value chain. It is imperative 
that we sustain this reputation and not dilute it 
through complacence. 

In sum, companies on the globalisation path 
must adopt a world-class approach and set mea- 
surable standards, but consciously tweak them to 
suit local demands. Take your best technology to 
new markets, but do not be afraid to turn a 
tested model on its head if market forces demand 
so. Consciously evaluate every step before you 
take it, pause at the boulders in your path, pon- 
der over why they are there, then circumvent 
them and move on. Yet, even as you march on, 
never stop looking around you... for only the 
paranoid survive. @ 
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THE 
GLOBALISATION 
IMPERATIVE 


Today, goods and services produced by 
Indian companies are sold to customers all 
over the world. Is it fashionable to go global 
and think global? I don’t think so. Going 
global is an imperative and there is no 
escaping from it. 


O UNDERSTAND WHY GLOBALISATION IS AN IMPERATIVE, HERE'S A QUICK 
flashback to the early 1990s. In June 1991, India’s foreign exchange reserves 
dwindled down to a precarious level, hardly enough to pay for two weeks of 
imports. India had to ship part of its gold reserves and pledge it as collateral 
to access the international overnight market and avoid a loan default. The 
immediate trigger for the balance of payments crisis in 1991 was the oil price shock and drying 
of remittances from the Middle East due to the Gulf war. The predicament India found her- 
self in, in the summer of 1991, was the result of fiscal profligacy in the 1980s and the legacy 
of high-cost import substitution policies combined with excessive controls followed in the 
past. During that period, the government ensured a market for the products of Indian com- 
panies against foreign competition by putting up artificial barriers in the form of 
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Aditya Birla Group’s Chairman Kumar Mangalam Birla: Creating a global footprint 


high import duties. In a way, the government was the reforms process, there has been reduction in 
encouraging inefficiency. quantitative restrictions on imports, import 
duties on capital goods have been cut, and 

licences for most industries abolished. The ave- 

rage import tariff levels have come down from 

C hanging Times over 150 per cent in the era of the licence raj to 

The crisis of 1991 forced India to embark onthe more internationally competitive levels. For 
process of reforms. In the last decade, asa part of instance, in the last five years, import duty on 


GLOBALISATION IS a journey. It begins with one 


successful example. This success gives confidence 
and motivation to other Indian n companies to continue 


to expand and grow globally, market by marl market 
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copper has dropped by 57 per cent to 15 per cent 
as of now. It is a double-edged sword for Indian 
companies. On the one hand, the companies have 
to sell goods at prices in line with international 
prices, and on the other ensure that the quality of 
products is international, as the Indian consumer 
has access to international markets. 

Now companies are going global out of neces- 
sity. It is an essential element of the strategy for 
large Indian companies as the domestic market is 
puny. Consider aluminium consumption: it is 0.6 
kg per capita in India as against five times the 
figure of 3 kg per capita in China. In metals, for 
instance, being a highly capital-intensive business, 
you have to produce more to enjoy economies of 
scale, and the small size of the market restricts 
scope for being cost competitive and achieving 
economies of scale. At the same time, you are com- 
peting with the global majors who enjoy 
economies of scale on account of the volume of 
production and higher market shares. 


Global Advantage 

So, are you going global? Why not? There are 
incentives galore for doing so, and it’s not just the 
size of the market; globalisation gives you an 
opportunity to get a foothold in the big and 
sophisticated markets. Access to global markets 
provides a learning experience to prepare yourself 
for new unfolding situations back home. It allows 
you to test your capability with that of the biggest 
and the best in the world in terms of quality of 
product and quality of service, and improve on it. 
Especially quality of service, which we often take 
for granted in India, having been born out of a 
shortage economy. 

It also teaches a company to be a market 
driver. It is possible to learn to be market drivers 
when we go to a sophisticated and advanced 
market. Being a late entrant in a new market, if 
you want to go ahead of the pack, you need to 
carve out a niche. It’s a great learning expe- 
rience and helps you to inculcate that attitude 
among team members. The example of what 
Sony did to Walkman is a case in point. 
Secondly, it also helps you learn the way busi- 
ness has been done in those countries, which 
leads to challenges of globalisation. 


HINDALCO KEY STATS 


@ Total revenues (2003-04): Rs 8,196 crore 

@ Expected revenues (2004-05): Rs 9,400 crore | 
@ Overseas earnings*: 30% -— 
€ Number of employees: 20,000 


€ Number of employees outside India: 300 


€ Number of offices outside India: 1 country (Australia); 1 office (Perth) 


* Proportion of 2004-05 revenues expected from overseas operations 


New Rules Of The Game 

Sure, for many companies going global is a matter 
of survival, but it also means changing the way you 
work, or adhering to a different set of environ- 
ment and pollution standards. The rules of the 
game are different and minor adjustments are 
necessary to succeed. For instance, when we went 
to Australia and started setting up a gas pipeline, 
the workers would cut trenches during the day. 
Next, I was surprised to receive a letter from the 
Australian government informing us that “lizards 
and small insects were dying". Who would have 
dreamt that death of insects could become an issue 
in an area where there was no human inhabitation 
within 300 km of our setting the pipeline? When 
we checked it out, we learnt that at night lizards 
and small insects would go into the trenches (being 
cool), but were unable to come out and so that 
created the problem. Or take the storage of copper 
concentrates in Australia before it is shipped to 
India. We had to build shades unlike in India 
where it is kept in the open. We had not budgeted 
for storage costs for copper concentrates, but 
Australia being cyclone prone, copper had to be 
kept in an enclosed area. 


Managing People Is Key 
People management becomes the key, as employ- 
ees play an important role. Human psyche varies 
from country to country. This may seem obvious, 
but a number of successful global companies have 
failed in India because they did not learn, or try to 
learn, the local ethos. It is extremely important 
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Delivering the best: Building an island of excellence at Hindalco's plant in Renukoot 


and most often ignored at one’s own peril. When 
Indian companies go global, they should learn to 
adopt and adapt to the local environment. What is 
important is you should not create a little India in 
Australia or China. They should be run by the 
locals within the framework you establish. It is 
equally critical that you adapt to them rather than 
the other way round. Again, to quote a Hindalco 








example, when we acquired the copper mines in 
Australia, the employees in Nifty mines wondered 
if they would have to go vegetarian since the 
Aditya Birla Group owners are known to be vege- 
tarians. But, of course, there has been no such 
imposition, given the professionalism in the Aditya 
Birla Group, which we are all very proud of. 

In managing multiple organisations with 


WHEN INDIAN companies go global, they should 
learn to adopt and adapt to the local environment. 
What is important is you should not create a 

little India in Australia or China 
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IT IS crucial to thoroughly evaluate and conduct 
research about the country and the company you 
acquire before stepping in. You need to get it right 


the first time, since your credibility is at stake 


diverse cultures and tastes, it is critical to build 
bridges with the employees. We have done it in 
our own way. Australians love cricket. When the 
deal was signed, the India-Australia match was on 
in Brisbane, and though India was winning, it was 
just the cricket talk that helped in us bonding 
together. Next, at the very first meeting with the 
mines staff, when we distributed Aditya Birla 
Group neckties, all of them felt good, and then I 
noticed that all the employees present there had 
worn the tie over their dirty dungarees when they 
came for lunch. It is also important to establish 
excellent management practices from day one so 
as to command respect. 


Do Your Homework 

Finally, it is crucial to thoroughly evaluate and 
conduct research about the country and the 
company you acquire before stepping in, to 
be successful. You need to get it right the first 
time, since your credibility is at stake. In case of a 
new venture in India where you have an estab- 
lished reputation, if one venture does not come 
up to standards it will be taken as an aber-ration. 
However, if the first attempt overseas goes 
wrong, it may create a negative impression, 
which is not conducive for further overseas 
investments. 

Even if you are not setting up operations over- 
seas but exporting to global markets, then you 
have to take on the challenge of “Brand India”. 
While earlier “Brand India” was spoken of rather 
disparagingly, today it has earned a certain 
degree of respectability. But it is nowhere close to 
China. I believe Indian companies exporting 
industrial products need to go that extra mile. 


When one of the Aditya Birla Group compa- 
nies started exporting glycerine to a German hos- 
pital chain, they wanted the product in particu- 
lar-sized white-coloured drums. When we first 
exported, there arose a problem. The German 
company wrote back with pictures of dented 
drums with glycerine that we had exported. At 
the end of the day, we do not manufacture the 
drums. The managers on the job said that the 
Germans were being too fussy about packaging; 
after all the quality of glycerine supplied was 
perfect. Yet, we sent one of our senior managers 
to Germany to check out. What he found was 
the glycerine drums were kept in a yard, which 
was squeaky clean, and our dirty and dented 
drums looked like gangrene. That was giving a 
bad image to the hospital, which the customer 
was not prepared to accept. 

So, we examined the entire process of how 
the drums were shipped to Germany. We found 
that the drums were being disfigured and dir- 
tied during the process of transport from the 
factory to the ship. The mathadis (term for 
labour used to load the drums on to trucks and 
then on to ships) often rolled the drums with 
their feet and that led to much of the problem. 
How do you solve the problem? We started 
painting the drums on board the ship just 
before it sailed out. If you have got to be best in 
class, you have to build islands of excellence 
even when the entire system and structure you 
may operate in may not be supportive or con- 
ducive to deliver excellence. 

Globalisation is a journey. It begins with one 
successful example. This success gives confi- 
dence and motivation to other Indian compa- 
nies to continue to expand and grow globally, 
market by market. Ell 
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GETTING 
THERE 


India, in spite of a growing economy, 
has not yet produced a global 
company, though many companies 
are well-positioned to make it. The 
challenges they face: creating a 
worthwhile value proposition, 
building a global reach, sustaining 
global growth and superiority, and 
balancing short-term deliverables 
with long-term goals. 








HAT IS A “GLOBAL ORGANISATION?” MICROSOFT 
is global, but an Indian software company 
that exports 95 per cent of its software may 
not be. Citigroup is global, but a us bank 
К. eue : with a world-wide branch banking operation 
in many countries may not be. English is a global language, but Hindi or 
Mandarin, which could actually be spoken by more people worldwide 
some day, may not. What makes something “global?” In my opinion, here's 
> what makes something global: 


. 

. ' 
| | 
VUHAW NVAIA 
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m Relevance: Products or services that are useful in 
different places (even though they are not 
used everywhere). 

m Recognition: An identifiable look-and-feel; a 
set of standards and behaviours that characterise the 
brand worldwide (even if some customisation is 
needed to address local needs). 

@ Standardisation: Systematic processes that accom- 
pany the product or service to produce superior 
customer service and to allow the integration of 
local best practices and customs. Simultaneously, 
the processes must also allow the product or ser- 
vice to improve with the addition of local best prac- 
tices and customs, extending its global reach. 

m Presence: The product or service must quickly 
embed itself into the local operation by finding sup- 
porters—employees, managers, governance staff, 
environmental watchdogs, and community and 
cultural leaders. 

п Value: Last, but certainly not least, the product 
or service must provide superior value. 

India, a vibrant, but still developing economy, 
has not yet produced global companies, at least by 
this test. A large number of excellent companies, 
however, are well-positioned to “go global" in 
the near future. Some of the key challenges that 
they need to overcome are discussed below. 


The Value Proposition 
The most basic need is to create a product or 
service that is better than those currently available, 
or new. In both cases, the company with a truly 
valuable proposition can quickly create a new 
standard and attain global success very rapidly. For 
example, the successful introduction of world- 
wide courier service (FedEx) and photocopying 
machines (Xerox) created global brands 





immediately, simply by being better than the 
existing solutions. 

New solutions are exceptions. In most cases, a 
company launches a product that already exists 
locally and/or globally. Here, the challenge is to 
make it better, more convenient to use, faster or 
cheaper. The initial launch of Japanese cars is an 
example. Starbucks, which gave new meaning to 
selling coffee, is another. 

To take our own example, when we started 
i-flex solutions (originally called стти), the Indian 
software industry was already mature, 25 years in 
the making, and there were hundreds of rr com- 
panies in existence. The basic value proposition of 
the Indian rr companies was to provide high- 
quality design, development and maintenance 
services to customers in a few developed countries 
such as the Us and the UK at extremely cost-effec- 
tive rates. Though exceptionally successful, it was 
still not a global proposition, as the extreme cost 
differential only applied in the highest cost regions. 
It was also clear that as the industry improved 
(and commoditised), it would be increasingly 
more difficult to differentiate any single company 
on this basis. At i-flex, we expanded the propo- 
sition to operate at the next level of the food- 
chain, first by specialising in only one vertical 
(financial services) and fully understanding the 
business of our customers; second, by creating 
end-to-end solutions for financial institutions, 
giving real teeth to the term ‘full service’; and 
third, by creating readymade, truly off-the-shelf 
software packages that could provide better value 
in areas such as speed, efficiency, risk mitigation 
and operating cost reduction. 

This gave us not only a better mousetrap, but 
also one that met all of the global criteria described 
above. Most importantly, our core banking solu- 
tion had universal appeal, even where there was no 


THE MOST basic need is to create a product or 





service that is better than those currently available, or 





new. In both cases, the company with a truly valuable 
proposition can attain global success very rapidly 
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GLOBAL BEST practices, continuous fine-tuning of 
products and services, and meeting changing local 
needs quickly are baseline rather than exceptional 
service for the successful global provider 











need for traditional rr outsourcing to India. Today, 
12 years later, we have serviced customers in 
more than 100 countries with products such as 
FLEXCUBE (which is now ranked as the world’s 
#1 selling core banking system), Reveleus (data 
warehouse), Daybreak (consumer lending), and 
PrimeSourcing (IT professional services). We note 
with pride that several Indian rr companies are now 
adopting this model, offering domain specialisation, 
product building, and high value-added services. 


Building Global Reach 
Assuming that a company has succeeded in crea- 
ting the right value proposition, the next challenge 
is to reach out globally and win customers. 
Creating a successful sales and marketing presence 
in each new country and interlinking these into a 
global network is expensive, risky and time con- 
suming. The local and global competition are 
often big players with deep pockets and lots of 
clout. There are also many niche players with 
highly-tuned point solutions. New entrants with 
new ideas and no confining installed base, and old 
players with established products and a large 
installed base are also frequently encountered. 
Each situation brings its own challenge. 

There is also the decision of how to sequence 
your entry into global markets. Attacking the 
toughest and biggest markets first and then sprea- 
ding out to the smaller, easier targets can also be 
very expensive and grind down resources before 
real penetration is achieved. Alternatively, although 
it might be easier and less risky to try for the low 
hanging fruit first, it could take much more time to 
create a respected global brand. 

There are many other critical questions, of 


|-FLEX KEY STATS 


@ Total revenues (2003-04): Rs 805.33 crore 
@ Expected revenues (2004-05): N.A. 

@ (Overseas earnings: N.A. 

@ Number of employees: 4,154 

@ Number of employees outside India: 743 


© Number of offices outside India: 8 countries; 10 offices 
N.A.: Not Available 


course, such as the use of alliances and partner- 
ships, local distributors, and white labelling. 

There is no magic here. Each company has to 
create and recreate its own branding, business 
development and sales strategies to match its 
products, services and customers. 

Obtaining initial customer references and con- 
tinued customer satisfaction, however, are critical 
success factors that are common to all. The value 
of acquiring early adopters, achieving success, 
then keeping existing customers happy while con- 
tinuing to grow cannot be overstated. It is also true 
that failures are deadly, especially in post-delivery 
situations. Creating a solid support mechanism 
in each country or region is essential. Global best 
practices, continuous fine-tuning of products and 
services, and meeting changing local needs quickly 
are baseline rather than exceptional service for the 
successful global provider. 

With i-flex, our limited capital forced us to 
start in the simpler, developing markets. Every few 
years as we added more resources, we expanded 
into larger, more developed markets. We also 
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BUILDING CRITICAL mass while remaining agile 


enough to change course for competitive factors is 
— ا‎ аблсанынанеаннананнена 

essential. Nothing remains the same for long; global 
companies have to work even harder to stay ahead 


evolved a sales and marketing model in which we 
partnered with firms that already had a global 
reach (such as IBM, HP and Oracle). We also 
found local partners in over 50 countries. A lot 
of time was spent architecting and designing 
products and fine-tuning processes that could fit 
global needs. The by-products of this included 
flexible and modular design, multi-lingual, multi- 
currency, and multi-legal-vehicle support. In 
addition, we were always willing to invest in 
local customisations as well for local and 
regional support. 


Sustaining Global Growth And 
Superiority 

If a company is successful in offering global value 
and in building global reach, the next challenge is 
to scale up in order to sustain global superiority. 
This means building and managing a multi-cultural 
workforce; understanding and adhering to each 
country's different and ever-changing legal and 
regulatory requirements; embedding the com- 
pany in the local community; sustaining the ori- 
ginal quality and reliability; evaluating and moving 
quickly to respond to (good and bad) market 
dynamics; and creating the processes and the 
global disciplines needed to make these effec- 
tive on the ground in the local markets. 

Building critical mass and solidity while 
remaining agile enough to change course for 
competitive and market factors is essential. 
Nothing remains the same for very long—cus- 
tomer expectations, socio-political factors—and 
global companies have to work even harder to 
stay ahead. Again, there is no magic formula 
for success other than to learn from small mis- 
takes and to use this learning to continually 
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improve and reinvent solutions. 


Balancing Short-term Deliverables 

With Long-term Goals 
Every company of reasonable size has this chal- 
lenge. It is, however, exponentially more complex 
with a global enterprise—focussing on fewer 
geographies or operating in every possible coun- 
try; offering niche products and/or services or 
providing a very comprehensive suite of offerings 
in every geography; segmenting and choosing 
small and large customers and markets, or having 
a more-the-merrier approach; selling on a more 
direct or a more indirect basis over time; doing all 
functions yourself or outsourcing. There is also 
the very critical and difficult question of organic 
versus inorganic growth—whether to build, ally 
or buy, and in what balance. None of these are 
easy to answer, and the answers will always have 
an element of risk. 

An investment today that will dramatically 
improve market position three years out may look 
very bad in the next quarter's results, but not 
making the investment may completely stunt your 
growth two years from now. 

The approach we use at i-flex is to ask: Does 
this sustain our core value proposition? Does it dif- 
ferentiate us in the customer's eyes? Does it make 
our customers more successful and happier? Our 
employees are equally important in this equa- 
tion, and tackling their needs is an important 
factor in our policy formulation. 

These challenges seem very intimidating. 
However, the determination of Indian companies 
to transform themselves into global leaders is for- 
midable. It is easy to imagine that the next Micro- 
soft or Starbucks will emerge out of India. @ 


INDIA INC. 
GOING e GLOBAL 
E 


BY NANDAN M. NILEKANI 
CEO, PRESIDENT AND MANAGING DIRECTOR/ 
INFOSYS TECHNOLOGIES 


THE 
NEXT 


PHASE OF 
GLOBALISATION 


The challenges that Infosys faced in its 
globalisation objectives have evolved over a 
period of time. Once considered a niche player 
whose offering was seen as just an alternative 
way of doing existing work, Infosys today is 
in a situation where its global delivery model 
has rewritten the rules of the game. The next 
round of globalisation, however, holds new 
challenges that have to be overcome. 
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Infosys’ Nilekani: Preparing for newer challenges that lie ahead in his company's quest for global eminence 
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NFOSYS HAS, IN A SENSE, BEEN A GLOBAL 

company from the day of its inception. We 

have always looked at global markets, 

thought of ourselves as a dollar-denomi- 

nated company, and scoured the world 
for capital. Yet, as we look at the future, we are 
faced with an entirely new set of challenges and 
issues, It is, therefore, important to see this round 
of globalisation as the next phase. 


The First Phase 
In the first phase of globalisation, the focus was on 
developing services and products that could be 
provided to the world. Over the last 23 years, as we 
grew into a billion-dollar company, we went about 
building a global brand, selling our services and 
building strategic relationships with the world’s 
leading companies. These services began in the 
area of application development but today span a 
whole range of services from consulting to enterprise 
package implementation. This growth was based on 
what is now recognised as a new business innova- 
tion—the global delivery model (GDM). The talent 
pool in India, combined with the power of com- 
puters and communication, helped to create an 
entirely new way of doing business. 

This was supported by the globalisation of our 
capital base. The first foreign investors came to 
India in 1993, and were quick to recognise the 
potential and strategic nature of our business. When 
Infosys became the first Indian company to list on the 
NASDAQ in March 1999, we crossed another milestone 
in our efforts to globalise. Apart from helping in crea- 
ting a brand, this was a signal that we had adopted 
international accounting standards and practices, 
and were going to adhere to the highest standards of 


WHEN WE began, there was enough business for 


corporate governance and shareholder transparency. 

The inherently global nature of our business 
helped us to understand that competing in the 
world’s marketplace required us to be competitive 
not just in terms of price, but also in terms of qua- 
lity, time-to-market, innovativeness and harnessing 
our intellectual capital. Hence, over the last two 
decades, we have introduced several initiatives that 
have leveraged global best practices—be it the 
capability maturity model (CMM) of the Software 
Engineering Institute (SEI) at the Carnegie-Mellon 
University, or the latest research on knowledge 
management—to implement them in our own 
organisation. 


Building The Foundation 

People are Infosys’ most valuable assets. More so 
since success at Infosys depends on its ability to 
recognise, learn and assimilate changes quickly, 
and on its ability to bring business value to the 
customer by leveraging the assimilated knowledge. 
To attract, retain and motivate professionals, a 
corporation needs to uphold the respect and dignity 
of each individual. 

Further, it is important to create a competitive 
environment. For this, we have to embrace a culture 
of meritocracy. Mediocrity has no place in a suc- 
cessful organisation. In addition, each person should 
surround himself or herself with much smarter 
people. In our efforts to create a high-performance 
work ethic, Infosys has recently transitioned to a role- 
based structure. All roles have been mapped to dif- 
ferent job and personal bands. Further, career plan- 
ning, growth, compensation, incentives and training 
requirements will be based on these bands. The 
role-based structure provides an equitable framework 


all. Today, in a far more difficult scenario where our 
global customers are unable to raise volumes or 
prices, the ‘offshore’ model has gone mainstream 
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Infosys’ Chairman and Chief Mentor N.R. Narayana Murthy: Continuously innovating to keep competitors at bay 


for people-related decision-making based on con- 
tribution to business and value addition. 

Today, even as we build on this foundation, we 
face a new set of challenges that are quite different 
from those of the past. 


The New Challenges 
The first is the increase in the competitive intensity 
of the marketplace. When we began, we were a 
niche player, below the radar screen. Our offering 
was seen as another service, to be used as an alter- 
native way of doing existing work. Moreover, the 
huge investment boom of the bubble era masked the 
inherently disruptive nature of our offering. At 
that time there was enough business for all. Today, 
in a far more difficult scenario where our global cus- 
tomers are unable to raise volumes or prices, the 
‘offshore’ model has gone mainstream. Perceptive 
observers are trying to understand how far things 
will go in the global redistribution of work and 
value addition. This marketplace shift has essentially 
undermined the business model of the incumbents. 
As they struggle to reconfigure themselves from the 
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INFOSYS KEY STATS 


@ Total revenues (2003-04): Rs 4,853 crore 





@ Expected revenues (2004-05): Rs 7,132 to Rs 7,160 crore 


VHH3N NVAIA 





@ Overseas earnings*: 98.4 per cent 








€ Number of employees outside India: Not available 





€ Number of offices outside India: 30 marketing offices 


* Proportion of 2004-05 revenues expected from exports 





** As on second quarter ending September 30, 2004 


high-cost rigid local model to the lower-cost and 
flexible global model of customer fulfilment, they 
have realised the disruptive nature of our busi- 
ness innovation. Hence, the competitive intensity 
has increased. This spans the war for talent on 
one side to the battle for the hearts, minds and 
pocketbooks of our common customers on the 
other. Moreover, like all battles, it is accompa- 
nied by the fear, uncertainty and doubt (FUD) factor. 


THE COMPETITIVE intensity has increased. This 


Spans the war for talent on one side to the battle 
for the hearts, minds and pocketbooks of our 
common customers on the other 





The current outcry on outsourcing, and all the 
inchoate doubts raised about security, privacy, 
data protection, et al, are manifestations of the 
FUD factor created by our competitors. 


The Localisation Imperative 

The second challenge is, conversely, to get more 
local. As we morph from being merely global to a 
true multinational, we need to plant more local 
roots. This includes more local hiring (either orga- 
nically or through acquisitions), and becoming a 
more embedded part of the countries and com- 
munities where we operate. Infosys today has 
employees from 38 nationalities. Creating a multi- 
cultural outlook is part of our effort to truly leve- 
rage the power of globalisation and achieve long- 
term survival. 

Our recent Australian acquisition of Expert 
Information Services is another example of how we 
will be able to combine the best of both worlds. We 
are undertaking this because both our customers 
and business society demand it. Even as we become 
more diverse in our presence and our workforce, we 
have to strike the right balance between our uni- 
versal core values, which are global, and the cus- 
tomisation of our local practices. Moreover, we 
have to become an employer of choice not just in 
India, but also throughout the world. 


Meeting Customer Requirements 
The third challenge is to become a company that is 
seen by customers as a trusted advisor and strategic 
partner. We have to learn to be more consultative, 
to be proactive with business solutions that meet the 
customer’s challenges, and to interact with felicity 


with our counterparts in the boardroom. Our 
whole effort today, be it changes in our organisation 
structure, our investments in business solutions, alli- 
ances and acquisitions, or our training of our 
client-facing people, is geared towards this change. 
An important part of this is to define a new model 
of outsourcing that resonates with our customers’ 
needs, protects their strategic interests and is based 
on global delivery. This will require us not to rest 
on the laurels of our current model, but innovate 
even further. By doing so, we can increase the 
gap that our competitors will have to breach. 

In addition, Indian rr companies have to work 
towards continuously increasing efficiency and 
speed. We have to continuously increase our pro- 
ductivity by leveraging technology and by ensuring 
an effective knowledge management framework. As 
a step towards this, at Infosys, we have created a 
robust knowledge management infrastructure, and 
developed tools to increase productivity and 
reusability. As a result, we have achieved 36 per cent 
improvement in development productivity over 
the last two years. 


Managing Global Risk 

Finally, we must master the management of global 
risk. Today, risk can come from the most unex- 
pected quarters. As the size, scale, complexity and 
footprint of our business changes, and as we become 
larger and more strategic for the customers and the 
countries we operate in, we will encounter new and 
more virulent forms of risk. We have to put in place 
advanced and sophisticated forms of risk manage- 
ment and mitigation. 

Thus, the challenges of globalisation for tomor- 
row are different from the past. However, we 
approach them with zest and enthusiasm! @ 
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RESTLESS 
GLOBAL 


The term “globalisation” has acquired a 
strong emotive force. Most view it as a 
process that’s valuable—a key to future 
world economic development—and also 
inevitable and irreversible. Some, however, 
still look at it with hostility, even fear, 
believing that it increases inequality within 
and between nations, is detrimental to 
employment and living standards, and 
stunts social progress. This write-up on 
Moser Baer’s two-decade journey is an 
attempt to touch upon some aspects of 
Indianness and globalisation—and identify 
ways in which we can tap the gains of 

the process, while remaining realistic 
about its potential and risks. 
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Globalisation has changed us into a company that 
searches the world, not just to sell or to source, but 
to find intellectual capital—the world’s best talents 
and greatest ideas.” 

Jack Welch, GE 


MALL MOMENTS CAN SOMETIMES BE 

the most impacting, for they can 

change lives. One did mine over 

two decades back—sitting in a 

friend’s office on a hot summer 
day, I reached for an eight-inch ‘something-like-a-fan’ 
and began fanning myself vigorously with it. What 
immediately came my way was not respite from the 
heat, but a quick reprimand from my friend... my 
silly action could have cost him his prized data, he ex- 
claimed. He then inserted my ‘fan’ into a huge 
black box and minutes later, announced in a relieved 
voice: “All my files are intact.” While chastened, I still 
had no clue what he was raving about. 

I was curious too—having been a businessman 
for three decades, I couldn't help but wonder 
whether my fan (and his data storage floppy) 
could have business potential. That curiosity soon 
saw me head out to California to talk to Xidex— 
then the largest manufacturer of data media in 
the world. 

With that began Moser Baer India’s tryst with 
data storage... 


How It All Began 


But first, a word on my professional life leading up 
to Moser Baer. 





My mechanical engineering degree took me 
through my first two jobs—just about eight months 
each with oil giant Esso and Shalimar Paints. After 
two attempts of walking the ‘service’ path, I knew 
I needed something of my own and opened a 
company in Calcutta (now Kolkata) dealing in 
precision tools. But the city and its labour problems 
went hand-in-hand, and the company went through 
a rough patch. 

Scouting for new opportunities, I joined hands 
with the Switzerland-based Moser Baer AG to 
manufacture time-keeping solutions. In those days, 
the opportunity was in the banking segment but 
they had very strong unions. And it was then I 
learnt that some union members had poured acid 
on one of the machines as a sign of protest... 


Tough Infancy 
It is perhaps strange that I have been asked to 
write on the context of going global, for my goal 
with Moser Baer was always to make it the finest 
Indian company—creating benchmarks, setting 
new value and vision standards, and building 
tomorrow’s technology. 

Going back to Xidex, after that first meeting in 
California, Moser Baer began manufacturing floppy 
diskettes out of India and faced some very tough 
initial times. Those were the days of the licence raj 
and protection for small-scale industries, and we 
were awarded a licence to manufacture only 60,000 
units per month. As the Indian market for diskettes 
was virtually non-existent, it was foolhardy to 
even contemplate competing with global players 
with capacity numbers as low as this. For instance, 
demand for floppy diskettes from international 
customers was half-a-million in a single order. 


PROBLEMS are part and parcel of any industry. To 
take on the best in the world, you have to have a global 
outlook and the skill-sets to back it up... and the right 
attitude; the customer doesn't want to listen to excuses 
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Luckily for us, the government had begun 
pushing exports in a big way, and that saw us 
setting up shop in the Noida export-processing 
zone. That’s when things really began to move for 
Moser Baer. Production numbers began their 
upward march, our quality was comparable with 
the best in the world and we expanded our product 
line with time and in keeping with technology 
developments and market demand; we manufac- 
tured eight-inch, five-and-a-half-inch, and three- 
and-a-half-inch diskettes. Expansion was the only 
way to keep growing and we extended the mag- 
netic media product portfolio by beginning the pro- 
duction of audio and video tapes. 

1996 was the year that we toyed with the 
idea of manufacturing optical media, but stepped 
back a bit since the market was in its infancy 
and the resources and risks involved made it too 
dangerous a business proposition at the time. 
But optical media stayed at the back of our minds 
and less than two years later, we decided to take 
the plunge. We had a terrible initial period—in a 
space of three months, the sale price of CD-Rs 
(compact disc-recordable) crashed from $7 
(Rs 297.50 then) to $1 (Rs 42.50). And that, 
when the manufacturing cost was around a dollar- 
and-a-half! Also, the company was looking at an 
annual capacity of 30 million units, while the 
global demand was at 60 million. So here was a 
Rs 60 to 70 crore Indian company keen to invest 
Rs 300 crore and cater to nearly 50 per cent of the 
global demand, and yet sell products at a price less 
than the manufacturing cost. It was a sureshot way 
of becoming a millionaire overnight, provided 
you started out as a billionaire... 

Here is where restlessness prevailed over 
sensibility—I believed it could work, and jump in 
we did. 


Global, Yet Local 


One of the reasons restlessness has led to results is 
the Moser Baer team’s expertise in being able to 
compress project implementation times and thus 
move to market fast, apart from substantially low- 
ering interest costs. Committing huge amounts of 
money and waiting for 18 months—the normal ges- 
tation period for most manufacturing projects—is 
sheer stupidity. We have managed to cut down the 


MOSER BAER KEY STATS 


@ Total revenues (2003-04): Rs 1,585.69 crore 





@ Expected revenues (2004-05): Expected EBIDTA growth 
between 30 % and 45 % over the next three years 





@ Overseas earnings*: 80-85 % 
€ Number of employees: 4,500 + 





€ Number of employees outside India: Around 100 





€ Number of offices outside India: 2 countries; 3 offices 





* Proportion of 2004-05 revenues expected from exports 


gestation period by less than half in some cases and 
we have been able to use lower global interest 
rates to open letters of credit (LCs) for machinery 
supply, etc. A higher rate of interest in India means 
that we still come out on top when we take a 
forward swap three months down the line. 
Today, I am proud of what Moser Baer 
stands for—technology that matches any in the 
world; R&D that has set many industry bench- 
marks and driven down costs, enabling Moser 
Baer to remain competitive in tough market 
conditions; project management capabilities that 
see us cut down time-to-market cycles; processes 
and systems that make us perhaps the lowest-cost 
optical media manufacturer in the world; and a 
human resource pool that is proud of every disc 
that leaves our facilities—with the *Made in 
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THE EARLY DAYS 





N 1997, WHEN | PITCHED FOR MY FIRST BIG-TICKET ORDER, | WAS TOLD BY THE GERMANY-BASED BASF's 

magnetic division (now defunct) that they did most of their business with Taiwanese 

companies. But doing business with an unknown Indian company was not something they 
were keen on. | told them, you do nothing. Just give me a rolling forecast and your word that 
if you find me convenient month to month, if the product is of international quality and if you 
find me competitive, you might think about buying from us. | will ship it directly from India, 
store it in our warehouses in Europe and ship it to your warehouse at your command so that 
you can have zero inventory. Further, | will give you 90-days’ credit from the date of shipment 
and if your customer took 60 days’ credit from you, you will still be sitting for 30 days on my 
money. | was confident that operating out of India, | could give them value additions and yet 


be able to compete with my European rivals. 


India’ stamp shining bright on it. 

I am often asked what problems Moser Baer 
faced while going global, what others we had to 
counter when we started out... As | once told a very 
senior government functionary when asked this 
question, we had and have no problems. For prob- 
lems are part and parcel of any industry, and peo- 
ple need to work around them. There will always 
be handicaps, and a business has to get going and do 
business. To go global and take on the best in the 
world, you have to have a global outlook and the 
skill-sets to back it up. And the right attitude—the 
customer doesn't want to listen to excuses about 
problems in India. Even in the early days, we tack- 
led issues like opening LCs, import-export procedu- 
res and other irritants of doing business in India qui- 
etly and fast. When we faced severe power problems 
at our facility, we built our own power plant. 

At Moser Baer, we have been global in our 
outlook since our very inception. Each time we 
enter a market, it is with a long-term strategic 
approach, vision and plan. As a result, along with a 
strong presence in over 36 countries spread across 
six continents, we have built an international repu- 
tation for quality and lasting relationships with 
our customers. Today, we supply to 11 out of the 
top 12 global brands. 


The Globalisation Caveat 
How does it feel to have gone global? What are its 
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benefits? Globalisation is more than just about busi- 
ness and economies. It offers wide-ranging oppor- 
tunities for worldwide development... the only 
caveat being that it is not progressing evenly. Some 
countries are becoming integrated into the global 
economy faster than others. Countries that have 
integrated are seeing faster growth and reduced 
poverty levels. For instance, outward-oriented poli- 
cies have brought in dynamism and greater pros- 
perity to much of East Asia, transforming it from one 
of the poorest areas of the world just 40 years ago. 

Critics of globalisation forget that free trade 
fosters prosperity and ignore perhaps its greatest 
benefit—its tendency to prevent war. Quantitative 
studies by the International Monetary Fund (IMF) 
and the World Bank have shown that trade fosters 
peace both directly by reducing the risk of military 
conflict, and indirectly by promoting prosperity 
and democracy. 

Having said that, the crises in emerging mar- 
kets in the 1990s made it evident that the oppor- 
tunities of globalisation do not come without 
risks—risks arising from volatile capital move- 
ments and the risks of social, economic and 
environmental degradation created by poverty. 
This is not a reason to reverse direction but an 
imperative that all concerned—in developing 
countries, in advanced countries and of course, 
investors—embrace policy changes to build strong 
economies and a stronger world financial system 
that will produce rapid growth and ensure that 
poverty is reduced. El 
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MEN A нана а 


RANBAXY'S 
GLOBALISATION 
JOURNEY 


With Vision 2004 achieved in February 
2004, Ranbaxy has set itself a new vision: 
Vision 2012. Here's how the company 

has travelled from infancy to globalisation, 
and what further challenges lie in store 

to fulfil the new vision. 


EBRUARY 2004 WAS A HISTORIC MOMENT FOR RANBAXY. THE COMPANY 
attained its Vision 2004: to achieve $1 billion (Rs 4,400 crore) in sales, thus 
becoming the first Indian pharma company to enter the coveted billion-dollar 
club. Ranbaxy had set out on this journey way back in 1993, and succeeded 
in achieving the target ahead of schedule. 


The First Steps 
Ranbaxy took a definitive step towards internationalisation in the early 1990s. This coin- 
cided with the first wave of economic liberalisation in India. With 99 per cent of the 
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Malvinder Singh, President (Pharmaceuticals) and ED: A huge emphasis on R&D made their dream a reality 


pharmaceutical market outside India, and antici 


pating a change in the patent regime, Ranbaxv's 


visionarv (former) CMD, the late Parvinder Singh, 
saw a huge opportunity in expanding into the 


global arena. He felt the need to shift the focus 


transform it into a transnational corporation, 
straddling the globe. 

With this intent, Ranbaxy enunciated its mis- 
sion in 1993 to become a research-based interna- 


tional pharmaceutical company. The company 


from being a domestic export-based company to organised its international operations into four 
regions—India and the Middle East (HQ in New 
Delhi); Europe, CIS and Africa (HQ in London); 


Asia-Pacific (HQ in Hong Kong); and North and 


becoming a research-based international pharma- 


ceutical company. There was the need to test 


Ranbaxy’s mettle in the developed world and 


Е TODAY, RANBAXY is among the 
generics pharmaceutical companies and intends to 
figure among the top five generics players ` by 2012. 


10 largest 








Its products are being sold in over 100 countries 
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South America (HQ in New York). Innovation and 
research became the key focus to take the com- 
pany forward. In 1994, a new state-of-the-art 
research centre at Gurgaon (near Delhi) became 
fully operational. Such significant decisions man- 
dated huge investments in creating the necessary 
infrastructure across several countries. Many, 
within and outside the organisation, had the 
feeling that this capital-intensive approach would 
impair growth and could put the company at a 
very high financial risk. Even though the decision 
was strategic and counter intuitive to many, 
Ranbaxy remained committed and energised the 
entire organisation to deliver the “mission impos- 
sible”. So, without letting off its eye from the 
Indian market, Ranbaxy began to tread in the 
global pharmaceutical space. 


The Global Arena 


USA, the world’s largest pharmaceutical market, 
has been on the forefront in driving the company’s 
business and growth. Ranbaxy’s first generic pro- 
duct in this market was launched in 1998, and there 
has been no looking back since. Year 2001 saw the 
company cross sales of $100 million (Rs 480 crore 
then). Today, it has over 80 products in the us, 
contributing to more than $400 million (Rs 1,760 
crore) in sales. Ranbaxy is among the top three 
ANDA (abbreviated new drug application) filers in 
this market and is ranked 27 in the prescriptions 
filing. The company has scaled its sales force to 
cover the large distribution chain and doctor base. 

While strengthening its presence in the Us mar- 
ket, Ranbaxy increased its focus towards building 
its strengths in Europe. In April 2000, it acquired 
Basics GmbH, the generics arm of Bayer in 
Germany, paving the way for the company's entry 
into the German generics market. In early 2004, 
Ranbaxy acquired the generics business of RPG 
(Aventis) in France, which is presently the sixth- 
largest generics player in that country. France is 
now the third-largest market for Ranbaxy, after 
the Us and India. During the past few years, the 
company has also established joint ventures and 
subsidiaries in select markets to strengthen and 
expand its business. Today, Ranbaxy sells its prod- 
ucts in almost all EU markets. The key growth 
engines in Europe will be provided by the Uk, 


France, Germany and Poland. Ranbaxy will 
continue to develop both generics and branded 
business in the European markets. 


Strengthening The Home Base 
Historical evidence proves that successful global 
companies have a strong home base. Ranbaxy set 
up an extensive distribution and sales network to 
reach all parts of India. With changing disease 
profiles, Ranbaxy has re-aligned its product port- 
folio by focussing on the anti-chronic segments 
instead of the traditional antibiotics area. 
Ranbaxy has leadership positions in various key 
therapeutic categories with the third-largest 


RANBAXY KEY STATS 


@ Total revenues (2003-04): Rs 4,530 crore 





@ Expected revenues (2004-05): Around Rs 5,400 crore 





@ Overseas earnings*: Over 75 % 





@ Number of employees: 10,000 





@ Number of employees outside India: 2,500 





@ Number of offices outside India: Ground operations: 44 
countries; manufacturing facilities: 19 in 7 countries 





* Proportion of 2004-05 revenues expected from overseas operations 


market share in India. Preparing for the post- 
2005 patent regime, Ranbaxy has launched vari- 
ous innovative novel drug delivery system (NDDS)- 
based formulations, for example, once-a-day 
products. The company will also enter into strate- 
gic marketing alliances and in-licensing arrange- 
ments in India to leverage its well-established 
brand equity and infrastructure. 


Leveraging Research 
Research and innovation is a major factor to cata- 
pult the company into the big league. Year 1999 
was a significant year with the company receiving 
DCGI (Drug Controller General of India) approval 
to conduct Phase-I clinical trials for its first new 
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A Ranbaxy lab in the US: Over 40 per cent of the company's turnover is generated by its US arm 


chemical entity (NCE), RBx 2258, a urology mole- 
cule. In the same year the Company also licensed 
its original research product, Ciprofloxacin Ob, 
to Bayer AG, Germany. Later in 2002, Ranbaxy 
licensed RBx 2258 to Schwarz Pharma АС, 
Germany. Presently, RBx 2258, developed in part- 
nership with Schwarz Pharma, is progressing well 
in Phase-II clinical trials. At the moment, there 
are six molecules in various early stages of clinical 
development. The Company's NCE pipeline focus 
is on four disease areas: infection, urology, 


inflammation/ respiratory and metabolism. Ran- 
baxy's foray into NDDS has led to proprietary 
"platform technologies" resulting in a number of 
products under development. 

While there is the need to innovate, at the 
same time there is urgency for such innovation. In 
an attempt to leapfrog and crash timelines, it is 
necessary to adopt a strategy of licensing and net- 
working through arrangements for collaborative 
research. The collaborative rescarch programme 
with Medicines For Malaria Venture (MMV), 


THE growing need to develop competencies in IP legal 





and regulatory affairs, and partnering with pharma 


companies, both for research and business development, 


will be vital for achieving Ranbaxy's vision 
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WITH AN ASPIRATION to become a $5-billion 





(Rs 22,000-crore) company by 2012, the 
markets of the US, Europe and BRIC countries 
will be strategic to Ranbaxy’s plans 


Geneva, for the development of anti-malarial 
drug, is well under way. The collaborative 
research program with GlaxoSmithKline (Gsk) has 
also been initiated. 


The Big Picture 

Today, Ranbaxy is among the 10 largest generics 
pharmaceutical companies and intends to be 
among the top five global generics players by 
2012. Ranbaxy’s operations are spread across 44 
countries and its products are being sold in over 
100 countries. Over three-fourths of its turnover 
is generated outside India, with the us contribu- 
ting over 40 per cent of sales revenue. Ranbaxy 
has 19 manufacturing facilities spread in seven 
countries conforming to the highest standards of 
the world’s leading regulatory bodies. Realising 
the importance of an efficient marketing and dis- 
tribution system across geographies, Ranbaxy 
has built a strong infrastructure in this area. In 
the us, the world’s largest pharmaceutical mar- 
ket, its products are available in major pharmacy 
chains and mass merchandisers such as the 
Walgreen’s and Wal-Mart. 

In 2002, as the company neared its target of 
reaching $1 billion (Rs 4,400 crore) in sales, the 
think-tank got together to re-align and re-position 
itself for the next decade. A cross-functional team 
of the top 40 people was formed and a renowned 
international consulting firm was engaged to chart 
a vision for the next decade—Vision 2012. The 
company’s ambition is to achieve significant busi- 
ness in proprietary prescription products with a 
strong presence in developed markets. With an 
aspiration to become a $5-billion (Rs 22,000- 
crore) company by 2012, the markets of the us, 


Europe and BRIC countries will be strategic to the 
company's plans in achieving this target. Generics 
business will be a source of cash and will fund 
research and development necessary for making 
proprietary drugs. The R&D strategy for Ranbaxy 
will be to have a prudent mix of new drug disco- 
very research (NDDR) and NDDS drugs. The growing 
need to develop competencies in intellectual pro- 
perty, legal and regulatory affairs, brand marke- 
ting, and partnering with pharmaceutical compa- 
nies, both for research and business development, 
will be vital for achieving our vision and aspira- 
tions. Ten years from now, Ranbaxy will be recog- 
nised as a research-based specialty pharmaceutical 
company in international markets. 

Ranbaxy has three competitive edges: 

1. Aggressive in the home market, which it will 
carry to the other global markets 

2. World class manufacturing facilities, and 

3. Relatively low cost of innovation (productivity 
from the R&D spend). The company is on the 
threshold where it has a significant competitive 
advantage and immense opportunities in the Us, 
Europe and BRIC countries. 

People will always remain fundamental to 
Ranbaxy's success. With the company now spread 
far and wide, building the human bridge, team- 
work and productivity will be core to its triumph. 
In this direction, there is already an increased focus 
on listening and sharing employee thoughts and 
ideas, and engaging employees in people pro- 
cesses. Significant amount of time and resource is 
being invested in employee development and 
training initiatives. 

Today Ranbaxy has evolved and come a long 
way. There is a buzz about the company in the 
world's major markets, which was non-existent 
earlier. The best is yet to come! E 
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NOW 
IS THE 
RIGHT 
| TIME 


"WE Sundram Fasteners started its export 
M drive at a time when there were too 

ê many restrictions around for Indian 

| companies to be genuinely interested 
BW in branching out of the country. But 

À today, the environment has changed, 
which makes it the right time for Indian 
Ё companies to make that attempt. 

1: However, as experience shows, the 

1: road ahead is full of challenges. 
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O FACE THE CHALLENGES OF GLOBALISATION 

adequately, one must be a leader in the 

domestic market first. Without being a 

leader on the home front, it is futile or 
inadvisable to look outwards. The second point to 
remember once you have established leadership in 
your turf is to sell the idea of globalisation across 
the organisation to all the employees. Everybody 
must participate in the feeling. They should not be 
left with apprehensions that there would be job loss 
on this account or that lesser number of jobs 
would be created. 

I used to tell my people that our endeavour is 
not just to create jobs, but sell wealth. If we are a 
global company in Malaysia, that also benefits 
us here—both the countries and its peoples profit. 

After all, today many people vie to work in 
MNCs, who in turn have done precisely this. Why 
can't we become an MNC ourselves with people 
wanting to work for us overseas? 


Sundram Fasteners’ Journey 
Sundram Fasteners itself started its export drive in 
1985 in a serious way. The first big break came 
with the radiator cap exports to General Motors 
(GM) where it was the exclusive supplier. The 
employees got tuned to the global market concept 
with this, and being awarded GM’s best supplier of 
the year consistently for five years boosted my 
people's morale. They decided that this was 
something that was do-able, and they could be 
proud of it, and it became a way of life. Quality 
should become a mantra whichever religion you 
follow—rPM, TQM, Lean or anything else—they all 
lead to the same goal. 

It was not so easy in the 1980s, though; the 


eee 
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company exported in those years more to get an 
understanding of the overseas market than any- 
thing else. This is also needed if one wants to 
make a foray overseas. We had the time to learn. 

| had been influenced by the lectures of C.K. 
Prahalad. In 1987, as cit president, I had the 
opportunity to attend at least 100 meetings across 
the country right from Kashmir to Kanyakumari, 
where I went on spreading the message that Indian 
companies should go global. If you repeat the 
same dogma so many times, you get to believe in 
it deeply yourself. 


Believe In Excellence 

Exports alone, however, are not important for 
globalisation. Nor is the presence of foreign com- 
panies in India sufficient by itself to goad you to go 
overseas. The company has to essentially believe in 
excellence, and will have to bring value to the 
table. Otherwise the exercise will be a washout. 
The value of becoming world class should be sus- 
tained repeatedly to get totally ingrained in the 
company's psyche; for us at least the GM awards 
helped in the process. 

However, the concept of bringing value 
should be practised from the beginning, because 
outsourcing is growing day by day in the 
developed countries. The West is becoming non- 
competitive and the huge windows that exist in 
seizing the outsourcing business should be utilised 
in the next 15 years. After this, the opportu- 
nity will not be present. 

And if the MNCs decide to go to China, Malaysia 
or Thailand for their outsourcing requirements, we 
have to do our homework quickly enough to fol- 
low them there. We can be proactively present in 


THE WEST is becoming non-competitive and 


the windows that exist in outsourcing should 





be utilised in the next 15 years. After this, 


the opportunity will not be present 
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those countries when they do it. 

It is not always possible that the West will 
think of coming to India. Sometimes market 
constraints or lack of infrastructure here could 
make them go elsewhere. If we sit here perenni- 
ally waiting for the manna to fall, we would be 
cheating ourselves. The reason for Sundram 
Fasteners going to China was to ensure that our 
existing customers (in exports) still turn to us in 
China, which is their new market base, rather 
than go to other vendors. 

The reason for us buying out Cramlington 
Forge in England was because we needed a local 
presence that could double up selling our products 
with its existing range to its OEM customers. 
Though this was an opportunity that fell right 
into our laps, we did not actively seek it. A manu- 
facturing and marketing base overseas where there 
is great potential for the Indian company to value- 
add is a good way to go forward. 

I must also emphasise at this juncture that no 
joint venture can truly take on an MNC colour. 
Only a 100 per cent Indian company can truly 
become global. 


How To Go Global 


There is a minimum size that would permit a 
company to go global. And even more than the 
size, cash flows of Rs 20 crore to Rs 25 crore 
every year (for successive investments to ramp 
up growth) is needed. The company should be able 
to muster enough resources not to feel the dent on 
this account. Perhaps a company with a turnover 
of Rs 250 to Rs 300 crore could perhaps generate 
such cash flows. 

Raising money through equity year-on-year 
(if there are not enough cash flows) may not be a 
good way to fund ventures overseas. Nor is it 
correct to depend every time on debt—one could 
lead to equity dilution and loss of control and 
the other could lead to a cash-strap situation. 

Besides, a company going overseas should also 
think of the initial capex investment. An alter- 
nate route would be to buy into the majority 
shares of an existing company overseas and run the 
company profitably by value adding. But it is 
important that there is an existing market access 
that you can readily take on. Otherwise the exercise 


SUNDRAM FASTENER KEY STATS 


@ Total revenues (2003-04): Rs 687 crore 
@ Expected revenues (2004-05): Rs 850 crore 


@ Overseas earnings*: 34% 


@ Number of employees: 2,700 


@ Number of employees outside India: 85 








€ Number of offices outside India: One subsidiary office each in 


China, the UK and the US 


* Proportion of 2004-05 revenues expected trom overseas operations or exports 





of taking over would be meaningless. 

Of course, the supply chain is another issue that 
has to be effectively managed. This can be out- 
sourced, and in my opinion it is best not to dabble 
with this ourselves. Sundram Fasteners, for ins- 
tance, supplies to 23 plants of GM, and having 
an internal logistics department to handle complex 
just-in-time supplies would distract our attention 
from our core manufacturing strengths. 


The Globalisation Outlook 

To some extent in a globalised environment, a wide 
product range as much as a wide geographical 
presence helps to mitigate cyclical risks. Sundram 
Fasteners itself has grown its product range tremen- 
dously. Our takeover of Autolec gave us an entry 
into pumps, and we also have Autolec’s plant in 
Malaysia. We are also into powdered extrusions 
and cold extrusions. In fact, Autolec’s exports 
for the first time have exceeded its domestic sales. 
We could not yet do this in Sundram Fasteners; 
exports are still only 30 per cent of our turnover. 

Design competency is not an urgent need of 
the hour. Probably for next generation vehicles, 
design competence will come into the fore. But 
companies going global need not be put out on 
lack of it. For even here we can hire people for 
this—universities have the know-how and there is 
no dearth of people. Part of designing can also be 
outsourced to competent agencies. It is more 
important to have a local presence in the geogra- 
phies of export, at least for service requirements, 
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global—there were too many restrictions 
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doors are open, is the right time 





Facing challenges head-on: Foraying overseas early gave Sundram Fasteners first mover advantage over others 


three hours within call. 

It will take at least 20 years for the next stage 
in outsourcing to happen where complete design 
and prototype testing will be done in one place, 
and final assembly in another. In my opinion, 
companies won’t think of closing down en-masse 
all the huge factories they have built up. At least 
some critical components will continue to be 
manufactured within. 

For now at least, we can satisfy ourselves with 


As spoken to Business Today 
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some figures that spell out global requirements. 
While auto exports from here may be $1 billion 
(Rs 4,400 crore), a single company like Wal- 
Mart outsources $15 billion (Rs 66,000 crore) 
worth of goods from China. 

It pays to be persistent and unswerving in our 
goal and vision. In 1985, the time was not right to 
think of going global—there were too many res- 
trictions to make that attempt. But now, when the 
doors are open, is the right time. fg 


INDIA INC. 
GOING T GLOBAL 
BY RAVI KANT 
EXECUTIVE DIRECTOR, 
COMMERCIAL VEHICLE BUSINESS UNIT/ TATA MOTORS 


CRAFTING 
A GLOBAL, 
WORLD-CLAS 


TATA MOTORS 


The challenge for any brand that is going global 

is to build amongst its global customers the same 
level of trust, respect and acceptance that it 
enjoys in its home country. And that is what we at 
Tata Motors are aiming to do. 


EING THE SIXTH-LARGEST COMMERCIAL VEHICLE MANUFACTURER IN THE WORLD, THE CHALLENGE 

for us as we seek to globalise our operations is to produce relevant, world-class products 

for the markets we are seeking to penetrate. And within those targeted markets, we need 

to identify the segments where we expect to have reasonable market share. The simple prin- 
ciple behind this is that if we need to be globally competitive, then for obvious reasons, we need to have 
the scale to produce those products in a cost-effective manner. The approach, therefore, that we need 
to take has to be far more studied and calls for careful planning. 


COLLECTOR'S EDITION VOLUME II, 2005 83 


INDIA INC. A 





GLOBAL 


Tata Motors' Kant: Looking to replicate home success in overseas market: 


D 
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A VERY important aspect that holds the key to any 
globalisation effort is the mindset with which one 
enters a country. Flexibility in approach is crucial if 
one has to succeed outside our own country 


Thus, in terms of our globalisation strategy, we 
are now focussing on 12-15 select countries. And 
for each of those markets, we are preparing all 
aspects pertaining to the brand launch: after-sales 
service, quality of our products and distribution 
channel, and the brand awareness and brand 
identity programme. Given the nature of the 
commercial vehicle business, there is typically a 
very high level of customer interaction called for, 
and we are doing that in the markets we have 
already tapped or are in the process of tapping. 
This approach, I think, works if I go by the results 
of our Sri Lanka and South Africa launches carried 
out recently. Our business, following the launch, 
has indeed grown manifold if I was to take the 
example of South Africa. 


Be A Local Company 

I would also like to highlight an aspect that I 
think holds the key to any successful globalisation 
effort. And that is the mindset with which you go 
into a country. The chances of success in a coun- 
try are far higher if you operate in a country, 
let’s say in Korea, as a Korean company or in 
South Africa as a South African company rather 
than as an Indian company trying to operate in 
that country. In my opinion, flexibility in approach 
is very important if one has to succeed in any 
serious globalisation effort. And changing the 
mindset is often a challenge. 


Tata Motors’ Strategy 
At Tata Motors, we are essentially looking at a 
combination of organic and inorganic growth to 


TATA MOTORS KEY STATS 


© Total revenues (2003-04): Rs 12,938 crore 
© Expected revenues (2004-05): Rs 17,000 crore 


@ Overseas earnings*: 10% 
(Estimated, post Daewoo unit acquisition) 


@ Number of employees: 22,000 


@ Number of employees outside India: 40 

















© Number of offices outside India: 19 countries 


*Proportion of 2004-05 revenues expected from overseas operations 


fuel our growth. Our acquisition of Daewoo 
Commercial Vehicles in Korea has accelerated 
our ability to have products that India does not 
have or does not need. And the complementary 
product line-up that Daewoo offers will strengthen 
our complete product offering and help us better 
address our target markets as well as our home 
turf, India. Our acquisition of Daewoo is also 
giving us an opportunity to amalgamate the best 
of both the cultures and strengths, to bring out 
winner products. 

At Tata Motors, our engineering base and cost 
base certainly give us a competitive advantage. A 
combination of our local talent or competency 
plugged in with high technology available outside is 
giving us the strength to compete in global markets. 

And the real challenge for us, therefore, lies in 
sustaining the momentum of growth for the com- 
pany through the strength of our Indian operations, 
coupled with a large size of international busi- 
ness. And the driving force behind all our initiatives 
is our vision of making the Tata brand a world- 
class, global automobile brand. Œ 
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THREE 
KEYS TO 
SUCCESS 


For India to succeed in its globalisation 
drive, it has to measure up to three key 
challenges: attaining global standards 
of customer centricity, creating a global 
workplace culture, and establishing 
mutually-rewarding relationships 

with local communities. 


LOBALISATION MIGHT MEAN DIFFERENT THINGS TO DIFFERENT 
people, but seen from the business perspective it simply 
means free choice of location for production of goods and 
services, for consumption anywhere in the world, based o1 
simple economic logic. For instance, Indian IT services 
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companies developing software in Bangalore to 
serve customers in Santa Clara would necessarily 
mean free flow of jobs (and therefore of people) 
across countries, without any barriers. 

I see three fundamental challenges for a typical 
Indian company trying to prosper in this new 
“globalised” world: one, working towards global 
benchmarks of customer centricity; two, creating a 
global workplace culture; and three, working on 
mutually-rewarding relationships with local com- 
munities. Let me expand each theme and reflect on 
how we could be engaging with these challenges. 


The Customer-centric Benchmark 
The game we are expected to play at the global 
level is of significantly higher order. This reality was 
poignantly reinforced by our single silver medal tally 
at the recent Athens Olympics! Clearly, we will not 
be able to raise the level at which we play overnight. 
It is going to be a long haul, but eminently possible. 
What gives me hope is more than a few examples 
around us—from IT services to auto components to 
pharmaceuticals. Let me talk of rr services, which 
I am most familiar with. Study after study done by 
reputed research agencies like Gartner, Forrester 
and IDC clearly establish that Indian IT services 
companies like Wipro are competing head- 
to-head with global giants like IBM, Accenture and 
EDS, and besting them. Indian rr services majors are 
ahead of these global behemoths on the low-cost 
global delivery model they operate. 

Such improvement was not achieved in a year or 
two but through solid work of at least a decade. For 
instance, at Wipro we started working on our soft- 
ware development processes as far back as the early 
19905, initially through the iso 9000 framework, and 
then through SEI CMM and Six Sigma around 1995. 





Quality processes alone are not going to make 
your customers like you. Gleaning rich customer 
insights through frequent interaction with cus- 
tomer organisation at all levels, and turning it 
into value for the customer, is equally critical. 
Our decision to locate the CEO of our global rr ser- 
vices business in the Us, our largest revenue gene- 
rator, was to facilitate this process. 


Global Workplace Culture 

The second challenge is that of creating a global 
workplace culture. Globalisation by definition 
means that your operations and customer base 
are globally dispersed. For reasons of operational 
efficiency and effective customer interaction, sooner 
rather than later, the workforce has to become 
multi-racial and multi-cultural. Such a workforce 
will be comfortable in a work environment that 
is rooted in universal values and has zero tole- 
rance for discrimination of any kind. 

The universal values I am talking of are that of 
"integrity", which is being forthright, transparent 
and committed; *human values", which is being 
sensitive and respectful to one another; and *open- 
ness", which is being able to give and take feedback 
across hierarchies, and being non-bureaucratic. 

At Wipro, we have consciously gone about 
creating such a workplace. It has not been easy 
facing crunch situations where walking the talk is 
critical. | would say that this task always would be 
work-in-progress as we keep growing at a rapid clip 
and add a new “Wipro” every two-to-three years. 

We have tested waters at bringing in non- 
Indians at all levels of the organisation. For 
instance, our head of sales in the Us and Japan are 
locals. The success has been mixed, but I believe 
we must keep faith and push ahead. 


THE GAME we are expected to play at the 

global level is of significantly higher order. This 
reality was poignantly reinforced by our single 
silver medal tally at the recent Athens Olympics! 
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The Community Angle 

Finally, the challenge is to ensure that the com- 
munities that are impacted by your operations— 
directly or indirectly—are happy to give you the 
social licence to operate. Let me illustrate it through 
the example of the rr services and BPO industry, 
which is currently facing an outsourcing backlash in 
the us. The economic logic of outsourcing is not in 
doubt at all. However, the dislocation that it gene- 
rates is leading to strong protests. As companies 
globalise their businesses, there will be more and 
more of such instances where business logic dents 
the social equilibrium. It is not clear how individual 
corporates would deal with such issues, or if it 
necessarily has to be dealt with collectively. The rr 
industry has worked through Nasscom and the 
Government of India to situate the discussion on 
facts but with limited success. 

I believe that economic logic alone will not 
take us very far. It has to be tempered with the 
demand for social equity and right to decent living. 
For instance, the Indian rr services industry has also 
created jobs in the us, even though at a much 
smaller scale compared to jobs created in India. 
Individual companies need to make a distinct effort 
to be good corporate citizens wherever they operate. 
They need to be willing to work with people locally, 
and with local identities, so that there is not much 
of a conflict between one's local identity and loyalty 
to the company. And, I believe that this one chal- 
lenge, by its very nature, is going to be the toughest 
challenge for globalisation. 


How India Measures Up 

If I have to assess a typical Indian company on 
these challenges оп a scale of 0 to 10, I would rate 
it at around 5 on global benchmark of customer 
centricity, at 3 on global workplace culture, and 
at just about 1 on relationship with local com- 
munities. Therefore, the task ahead is tremendous 
and success rate will be low. I believe there is a 
window of opportunity that we must make the 
best of. What gives me confidence is a combina- 
tion of three factors: 

m One, our technical education system has really 
delivered all these years. For instance, we graduate 
the largest number of engineers in the world. Our irrs 
and IIMs are rated among the best globally. However, 


we need to make sure that we continue to remain at 
the top. There are issues of quality that need to be 
addressed. For instance, there is a shortage of good 
professors for engineering disciplines. In addition, we 
need to work at the primary and secondary educa- 
tion level also to develop and enhance the potential 
of every child. Through Wipro and Azim Premji 
Foundation we are contributing in our own way to 
address this issue. 

i Two, Indian entrepreneurial instinct is among the 





WIPRO KEY STATS 


@ Total revenues (2003-04): Rs 5,881 crore — 
@ Expected revenues (2004-05) “Rs 8,050 сгоге* * 





@ Overseas earnings**: 76 % 
@ Number of employees: 37,063 
@ Number of employees outside India: Not available 


€ Number of offices outside India: 28 offices 


* Includes revenues of Wipro Consumer Care and Lighting business 





** Proportion of 2004-05 revenues expected from overseas operations: excludes 


India and Asia-Pacific revenues * Analyst estimate 


best. Indian entrepreneurs have reached out to 
the remotest parts of the globe, and the Indian 
diaspora is one of the largest. Indian entrepre- 
neurs are good at sensing an opportunity to add 
value, at taking business risk, and at delivering on 
commitments. We must provide all encourage- 
ment to Indian enterprise. 

W Three, is our ability to appreciate diversity and still 
remain focussed on the task on hand. Diversity within 
India, which helps develop a natural ability to work 
within it, is one of the unique abilities we have. The 
globalised world puts a premium at this ability. 

I have no doubt that given these strengths, we 
have a good chance at becoming a major player in 
the globalised world. I wonder if we have the 
hunger for it! Ell 
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e First time ever in India the only golf-centric real estate development 
and landscaped parks * A secured multi-generational community nestled 
residential units е Surrounded by an 18-hole Greg Norman signature 
tracks, playgrounds, feature gardens, water features, integrated sports 


architects • A community with a soul of its own e Developed by one of the 


"| believe this exclusive place is reserved for those who desire and 
appreciate good things in life. Jaypee Greens is a legacy to be enjoyed 
from one generation to the next - a value beyond holdings of a purely 
financial nature. The added feature of the place is the excellent quality 
of construction, with the sun poring light and warmth in our homes.” 


- Dr. Swadesh Paul Ahuja 


"It's a place where nature connects to a recreation destination, social 
activities and gracious living. Each home is a private, personal 
sanctuary within the framework of sculpted golf course settings." 


- Agil Sethi 








8 Greens 
Water Bodies 
ШШ Real Estate 


(Owners of residential units at Jaypee Greens) 


his is only an artistic impression of the master plan. The actual master plan layout, construction designs, specifications, dimensions, etc. may be at variance from the indications made 


ubject to the site conditions, architectural requirements, aesthetics and statutory approvals 


zu BmartFabric 
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eloped for NASA to protect astronauts 
n extreme temperatures in space 
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The new HP iPAQ Pocket PC h6365 combines of the power of a PC, connectivity of a phone, the handiness of a camera with the sheer enjoyment ol 
mp3 player. Vv t GSM/GPRS capobilities, wii a tooth’ tect y benelit Гот 3»way wir лесби, Make soho: 


fir 19 ) with a detachable keyboard; share dat 
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HP iPAQ Pocket PC h6365 features Windows Mobile™ softwa 


HP iPAQ POCKET PC h6365 


* Integrated wireless 802 | 1b 


* Microsoft” Windows Mobile™ 2003 software 
| for Pocket PC - Phone edition 


| * 3way wireless connectivity (GSM/GPRS, Wi-Fi and Bluetooth wireless) 


GSM quad band phone 


* Pocket versions of Microsolt" software included Get the HP iPAQ 
‘Outlook, Word, Excel and Internet Explorer for Pocket PC) 
* Texas instruments OMAP™ 1510 processor Pocket PC h6365 
| + 3.5* (89mm) Tronslective TFT color display with LED backlight before 31st May ‘05 
| * CMOS VGA Camero, 640 x 480 resolution » & 
a special promo pric 


* 128MB Memory (64-MB SO RAM, 64.MB Flosh ROM 
* 1800 mAh Lithium«on rechargeable battery 


Detachable keypod 


* integrated SD slot 





* integrated microphone, receiver, speaker ond one 3 5 mm stereo 


headphone jack, Mp3 stereo [through audio jack and speoker 
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etaining customers requires 
ligned business processes 
ided by technology like CRM. 

lith customer focus being 

ie watchwords in every industry 
iday, CRM has moved on to be an 
Itegral part of every company's 
verall business strategy. 


Tech Special Sponsored By SAP 


CRM FOR 
THE SKEPTICAL. 








AND THE 
ACCOUNTABLE. 





mySAP CRM GENERATES REAL ROI. AND WE HAVE THE PROOF. 





Over two thousand five hundred companies have chosen mySAP Customet 
Relationship Management to reduce front-end costs, increase cross-selling, and improve 
net cash flow. With results like these = real, quanutiabl results — it's no surprise that SAP is 
the fastest-growing CRM provider in the world. For your tree ROI reports please visit 
sap.com/erm roi, e-mail info.india(?sap.com or « ill toll-free on 1600 445959, prepared in 


collaboration with an independent third party, which detail real customer results. Then get 


ready to become believers 








Driving business strategy of today and tomorrow. 


ITH A MARKET SIZE THAT IS SLATED 

to be to the tune of $8 billion 

(Rs 35,200 crore), Customer 

Relationship Management (CRM) 
software is no longer the niche software for 
call centre and sundry BPO (business pro- 
cessing outsourcing) outfits it once was. 
For instance, the Indian market for cRM 
applications is estimated by market 
research firm ipc at $15.1 million (Rs 66.4 
crore) for the year 2003, registering a 
growth of 44 per cent over 2002. ipc further 
estimates that this market is expected to 
grow at a слоя of 17 per cent during 2003- 
2008, to reach a size of approximately 
$33.5 million (Rs 147.4 crore) by 2008. 
However, if you think growth in the CRM 
space is an Indian phenomenon only, think 


again. Major markets across the world are 
seeing a similar movement (see CRM 
Global Outlook for more details) 

As customers become central to the 
organisation in all industries, managing 
them well has become critical to gaining 
competitive advantage. сям, therefore, is 
now looked upon as a key business stra- 
tegy that is able to improve the effective- 
ness of all customer-centric activities 
Companies across the entire spectrum of 
sectors, particularly in an increasingly glo- 
balised world, want to optimise core busi- 
ness processes, and develop a profitable 
business model to enter new markets and 
launch new products and services 
Moreover, they want to leverage new 
sales and marketing channels and models 
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for additional revenue. 


CRM In Topay’s WORLD 


What can cRM give companies in today's 
competitive environment? Well, companies 
that have fully embraced customer relation- 
ship management are finding that it can 
transport them into new dimensions of 
revenue, profitability and customer satis- 
faction. A successful cRM vision must be 
driven by a business solution that connects 
and optimises every conceivable customer 
touch point, from the interaction centre to 
the sales, service and billing departments. 

Companies have also learned that 
unless the features of a cRM solution are 
integrated with critical business processes, 
having a large list of features doesn't help. 
After all, if à company's competitors can 
verify a customers credit on the spot or 
commit to delivery dates and product 
availability in real time, customers will turn 
to those companies. 

Today's markets, therefore, demand that 
companies fill orders faster, more accurate- 
ly, and at a much lower cost. Companies 
can only do that if their сям processes are 
bound to their financial and logistics activi- 
ties. For cRM to be successful, the vision of 
every customer-facing organisation (which 
is true for almost all companies) should be 
to achieve these end-to-end efficiencies 
and to bring back-end integration to the 
customer's front-end doorstep. 

But even a solution that delivers unpar- 
alleled functionality and integration across 
the entire expanse of an enterprise’s supply 
and demand networks is not enough. A CRM 
solution should come with end-to-end ind- 
ustry-specific processes built in. The solu- 
tion should have marketing, sales, service, 


CRM India Outlook 





According to IDC, for 2003, the CRM appli- 
cations market in India stands at an estimat- 
ed $15.1 million, an increase of 44 per cent 
over the previous year. For the period 2003- 
2008, a CAGR of 17 per cent is expected, at 
the end of which the market is expected to 
reach around #33.5 million. Here are a few 
broad pointers to the CRM market in India. 


e With services becoming a critical compo- 
nent in today's competitive market scenario, 
the relevance of CRM will continue to grow. 
@ Among verticals adopting CRM s jl 
Banking and Financial services, - and 
Telecom continue to be the largest. — 

€ Demand for customer support and contact 
centre solutions is growing as the BPO sec- 
tor matures in India _ 

e In 2003, CRM Analytics remained in great 
demand 

ө CRM vendors are aiming to provide a 
broader range of services, besides bridging 
different focus areas within CRM itself 





e-commerce and analytic processes pre- 
configured and ready to integrate into the 
existing landscape. This is where high- 
impact, customer-facing business proces- 
ses take place and the value multiplier effect 
on return on investment (Ro!) takes hold. This 
is where business is transformed, and it is 
where the promise of cRM is realised. 

To realise the promise of CRM, pre-confi- 
guration and readymade integration are key. 
The integration needs of a cRM implementa- 
tion are otherwise too daunting. That's why 
it's crucial that a CRM solution be engineered 
with a thorough understanding of the 
processes and back-end integration consid- 
erations that are unique to an industry. Sales, 
service and marketing processes need to 


According to IDC, SAP is the market leader in the 
Indian CRM space with 21 per cent market share, 
followed by Broadvision & Oracle 
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operate in the proper industry context. 

For a CRM deployment to reach its full 
potential, therefore, companies need to 
look for a vendor that has designed dozens 
of vertical industry solutions. This experi- 
ence helps to identify the most important 
business needs related to customers, 
including those that bring the greatest 
returns for companies in each industry. 
Companies should also look for a vendor 
that can offer a spectrum of solutions to fit 
a spectrum of needs. The good news is 
that this kind of expertise is available today, 
but what about tomorrow? 


Whar THE Future Но1р$ 

For the enterprise of tomorrow, CRM will 
continue to play an increasingly important 
role. Companies will use adaptive, indus- 
try-specific cRM solutions that can continu- 
ously extend the limits of the enterprise to 
provide comprehensive customer solu- 
tions. As a company's reach expands—for 
instance, as Indian companies increa- 
singly seek to expand beyond the frontiers 
of the country—so will the complexity of its 
processes, channels and relationships. 
Customers will increase, as will the part- 
ners a company must rely upon to support 
them, including partners from other indus- 
tries. An adaptive, industry-specific CRM 
solution will have the power to manage all 
of these relationships, and the CRM 
processes that anchor them. By integra- 
ting all cRM business processes—no mat- 
ter how complex—a crm solution can 
enable full collaboration to meet customer 
requirements, supported by a single, 
seamless flow of CRM information 
that affects processes throughout the 
value chain. 

Reaching this pinnacle of connectivity 
with outside systems and seamless 
process flow will only be possible with an 
adaptive cRM solution that includes an 
open, standards-based, enterprise servi- 
ces architecture to support it. And if you 
think that is something that technology will 








CRM Global Outlook 


Here's how the CRM market looks worldwide. 


USA: CRM is identified as the fastest grow- 
ing application category, at an estimated 8 
per cent CAGR over the next five years, 
according to AMR Research. Companies 
are estimated to spend 18 per cent of their 
IT budget on CRM. 

France: In 2004, most customers were driv- 
en by tactical reasons for signing CRM deals 
and starting projects. Niche players per- 
formed better than the big CRM vendors. In 
нек 


bring forth only іп the future, you're wrong. 
The adaptive сям solution of tomorrow is 
here already in the sap NetWeaver applica- 
tion and integration platform, with its 
Enterprise Service Architecture, and the 
mySAP CRM solution. 

SAP NetWeaver is preparing the way 
for the future's adaptive сам solutions 
because it can integrate people, informa- 
tion and processes across heterogeneous 
system landscapes. 

In today's, and tomorrow's world of busi- 
ness, customer-centricity is becoming pivo- 
tal. Only an effective cRM tool can help com- 
panies gain true competitive advantage. In 
the end, what you get is a smiling customer, 
the end-objective of all business. * 





“CRM Can Help Companies 
Put Their Customers First 


In an e-mail interview, Paul Com- 
lay, Director (Services Industries 
& CRM), sAP Asia Pacific, elabo- 
rates on the role of CRM in mod- 
ern business. 


What is the significance of CRM 
in today's corporate world? 
Very important! In today's com- 
petitive corporate world, they need CRM sys- 
tems to better understand their current and 
future customer in order to serve them more 
effectively, and to differentiate themselves 
from the competition. One of the benefits 
from this win-win relationship is that they can 
increase the wallet size of their customer. 
Since customer-centricity is at the centre 
of most corporate processes today, can 
CRM be said to be at the pivot of a com- 
pany's organisational goals? 

Yes. Most companies preach about putting 
their customers first, and cRM can help them 
to achieve that. The main objective of putting 
the customer at the centre is to focus on 
them. Every process in the organisation has 
to add value to the customer experience life- 
cycle. The customer will be happier if their 
needs are met or even exceeded from this 
relationship and this will help to deepen their 
trust with the organisation. 

What role do you see crm playing in 
emerging markets like India, which are 
growing at a fast pace? 

CRM will play a major role in emerging mar- 
kets like India. India is growing at cyber 
speed and cRM technology provides a 
means to accommodate that rapid customer 
growth and serve their increasingly deman- 
ding needs in a consistent, repeatable, effi- 
cient and effective manner. A lot of compa- 
nies realise that reputation and image of a 
customer-focussed company is important to 
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winning more deals in the future. 
A flexible cRM technology plat- 
form can be a major differentia- 
tor to that of your competition 
and facilitate securing an 
increasing share of the market. 
For Indian companies that are 
striving to go global, can crm 
play a strategic role in helping 
them adapt to unfamiliar markets? 

CRM will definitely play a strategic role in 
helping companies understand the different 
needs and buying behaviour of their cus- 
tomers in different parts of the world. 
Companies use CRM analytics to better 
understand their customers needs and 
thereby segment the markets more accu- 
rately. They use сям service to collect 360- 
degree feedback from their customers, infor- 
mation that can then be used to tailor 
processes and/or services more precisely 
according to local need. 

Is crm helpful only to service industries, 
or can other industries also benefit from 
this technology? 

CRM is useful to all industries as long as 
they have customers! Even manufacturing 
companies have a service arm that also 
needs cRM. For example, they are using 
mysaP CRM complaints and returns manage- 
ment to track case management real time by 
using mobile technology including PDAs. 
What has been sap’s role in encouraging 
adoption of cRM tools by companies? 
SAP has been providing end-to-end indus- 
try-specific business solutions for all our cus- 
tomers for more than 20 years. sAP currently 
has more than 2,000 mysaP CRM customers 
and in fact, was voted the #1 cRM vendor by 
Frost & Sullivan. Our very own CRM success 
story is also a testimony to our customers' 
path to CRM success. Г) 





Driving Customer 





Luxury car maker Audi, one of the leading makers of luxury automobiles in the world, drove 
greater customer loyalty and repurchase through implementation of mySAP CRM 


OR NEARLY A CENTURY, AUDI HAS CONSIS- 

tently maintained its position as one 

of the world’s leading luxury automobile 

manufacturers. And technological inge- 
nuity has played a major role in its success. 
After Audi entered the luxury automobile sec- 
tor in the early 1990s, it capitalised on this tech- 
nological ingenuity, and has competed well 
on the sector's defining elements of design, 
safety and performance. Since that time, Audi 
has enjoyed record-setting results. 

Despite the success, however, the com- 
pany needed to differentiate itself even further 
in order to increase customer loyalty and 
repurchase. “All companies in this sector try to 
prosper on the basis of good quality, maximum 
safety and technical design,” says Dr. Christoph 
Wargitsch, Head of cam and New Media. “But 
if we were going to play in the premium league 
and gain competitive advantage, we needed to 
markedly distinguish ourselves from our com- 
petitors to gain the long-term customer loyalty 
we are all after.” The challenge was thus 
formed: to sustain Audi's brand promise of 
top product quality while creating a fresh 
approach to generate repurchase. 


DELIVERING THE CHALLENGE 
To deliver on its fresh approach, Audi decided 
to utilise the strategic power and technological 
advantages of Customer Relationship 
Management (cav) software to provide a rich 
customer experience across channels. Audi 
reckoned that such an approach would prove 
vital to expanding brand relevance bey- 
ond product innovation alone. 
For this, Audi needed a 
consolidated, 360-degree 


view of customers based on lifestyle, life stage, 
product preferences and purchase motivations. 
Prior to its CRM initiative, the elements that 
most companies have had to struggle with at 
some stage—disparate legacy systems and 
information stores—inhibited Audi's ability to 
further interact with end users and identify 
their needs. The company sought to establish 
customer-focussed processes within customer 
care and marketing in order to meet those 
needs in an efficient and profitable manner. 
Only by doing this could Audi hope to drive 
repurchase by delivering relevant, individua- 
lised offers to customers at the right time. 
Being a global organisation, Audi also 
recognised the role its dealers worldwide 
would play in acting on this insight. “While 
manufacturers traditionally relate to customers 
through brand promotion, dealers are critical in 
managing customer relationships,” says 
Dr. Wargitsch. By collaborating around cus- 
tomer data, manufacturer and dealer would 
elevate the customer experience and make tar- 
geted offers at key points across the entire cus- 
tomer lifecycle. This would create higher custo- 
mer Satisfaction, loyalty and repurchase. 


THE SOLUTION 

To enable its vision, Audi chose MySAP CRM 
based on two criteria, says Dr. Stefan Scholer, 
Head of Customer and Dealer Systems. The 












The Rol Of CRM 








Audi expects a 22 per cent Internal Rate of Return (IRR) on its mySAP 
CRM investment through 2005. 


IN MILLION EUROS 2001 2002 2003 2004 2005 TOTAL 
Direct Investments -2.15 -2.10 -0.27 0 0 -4.52 
Operating Costs -1.14 -1.61 -1.50 -1.34 -1.34 -6.93 
Cost Reductions 0 0.10 0.10 0.10 0.10 40 
Cash Flow after CRM —3.29 —3.61 1.78 5.06 5.06 5.00 
ROI Calculation : IRR through 2005 22% 


*Note: Savings calculated on direct cost comparison. 


first was the ability to leverage systems already 
in use. Second, “The functionality of mysaP CRM 
would provide us a sustainable holistic view of 
the customer and allow us to integrate touch- 
points. It was a clear decision; says Dr. Scholer. 

Audi implemented mysAP CRM from October 
2001 through April 2002. mysAP сям enabled 


CRM At Audi 


Germany-based luxury car maker Audi 
gained increased customer loyalty and 
reduced costs by implementing mySAP CRM. 


The Company: Based in Ingolstadt, Germany, 
Audi is one of the world's leading makers of 
luxury cars, with operations around the world. 


Revenues: 24.5 billion in 2004 


Problem: Need to sustain Audis brand 
promise of top product quality and create 
fresh approach to generate customer loyalty 
and repurchase. 

Solution: mySAP CRM 

Benefits: 

e Targeted direct marketing campaigns to 
drive more productive lead generation, result- 
ing in over 2.3 million in revenue by 2005 

e Reduced costs by 400,000 by replacing its 
complaint handling system with the function- 
ality of mySAP CRM 

€ Access to up-to-date customer profiles will 
generate over 10 million through 2005 due to 
more efficient customer interactions 

e Audi estimates a (3.4 million increase in 
contributions through increased customer loy- 
alty by leveraging dealer integration and glob- 
al rollout of customer strategies enabled by 
mySAP CRM 
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the integration of multiple customer contact 
channels—telephone, e-mail, fax and letter— 
and the optimisation of outbound marketing 
processes such as campaign management. 
Audi also connected mysar CRM to its computer 
telephony integration (ст!) system to enable 
customer service representatives to personalise 
interactions with inbound calling customers. 


THE PAYBACK 

The benefits of mysaP CRM have been several. 
By using mysaP сям to collaborate with dealers 
around rich customer data and manage the 
customer experience across channels, Audi will 
boost customer loyalty and repurchase while 
operating more efficiently. Such efficiency enri- 
ches its brand value. Audi expects over 3.3 
million in revenue contribution related to loyalty 
increases through 2005. Then, in 2000, Audi 
consolidated multiple databases into a central 
customer source,which holds data on over 
700,000 customers, 600,000 vehicles and 
several million interactions. mysAP CRM also 
enabled Audi to streamline its customer 
touchpoints. Also, fuelled by customer and 
prospect insight, Audi is using mySAP CRM 
to generate highly targeted campaigns and 
qualified leads. This will generate over 2.3 
million in revenue through 2005. 

After Audi instituted CRM as an organisa- 
tional core competency in 1999, it could fully 
develop customer-centric infrastructure and 
processes and set the stage for the highest 
return on its CRM investment. Such utilisation of 
technology has seen Audi deliver the pre- 
mium customer experience. п 





Integrating Customer 


For any organisation, customer service is key. Swiss energy major BKW FMB Energie AG 
deployed mySAP CRM to enable a smoother customer experience. 


NE OF THE MAJOR SWISS ENERGY SUP- 
pliers that's integrated into the Euro- 
pean energy grid, skw FMB Energie 
AG (BKW) has a legacy that spans 
over a 100 years. Besides having operations 
in Switzerland, where it is headquartered in 
the capital Berne, skw also operates beyond 
Switzerland, partnering with Europe's energy 
suppliers to meet needs of customers. 
Operating within the constraints of a regu- 
lated market, skw saw an opportunity in 
2001 to realise savings by streamlining 
processes within its Customer Service 
Center (csc). The problem with the csc was 
that it operated as eight decentralised billing 
locations and lacked a single data repo- 
sitory. As a result, service agents could not 
access individual customer profiles, leading 
to higher costs, reduced productivity and 


consequently, lower customer satisfaction. 

To overcome this problem, skw selected 
mySAP CRM as the enabling solution, after an 
extensive vendor analysis. And results fol- 
lowed soon after. mysAP CRM brought renova- 
ted processes to life, ranging from more effi- 
cient customer interactions, cleaner data 
flows and the ability to log customer calls 
and information into individual profiles. Pro- 
ductivity and process improvements have 
been enabled through cost reductions, allo- 
wing the company to achieve an iRR of 15 
per cent on its mySAP CRM investment 
through 2007. As a testament to the success 
of the csc's renovation, skw won CallCenter- 
World 2004's premier award for its trans- 
formed service centre and seamlessly integ- 
rated application landscape. 

The customer-focussed csc is also a 





The Rol Of CRM 


BKW is expected to reap a projected 15 per cent Internal Rate of Return (IRR) through 
2007 on its mySAP CRM investment. 





ROI Calculation through 2007: IRR of 1595 
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long-term strategy for skw. In an uncommon 
move, in 2001, Bkw and its partners laun- 
ched “1to1 energy’, the first Swiss electricity 
brand that aimed to offer customised pro- 
ducts and services to customers. This move, 
coupled with the power of mysaP CRM, hel- 
ped transform the csc from a transactional 
billing function to a customer interaction cen- 
tre, and is proof of Bkw's ability to deliver on 
its brand promise as a customer-focussed 
energy hub. As a result of the mysaP CRM 
deployment, in the short term, skw has 
boosted profitability and in the long terms, 
has laid the foundation of becoming a leader 
within a market that may become deregula- 
ted tomorrow. When that happens, Bkw will be 
present as a very competitive player indeed. 


How Ir HAPPENED 
Morphing a transactional billing function like 
the csc into a customer-focussed one 
required considerable business process 
improvements and technology enhance- 
ments. Disparate, and disconnected, appli- 
cations had to be integrated to work in one 
seamless whole. To handle this disparity, Bkw 
implemented three mysaP cRM capabilities 
starting October 2002: Interaction Center 
(1С), Activity Management and Interactive 
Intelligent Agent, implementation of which 
took five months, which was perfectly on 
time, and on budget as well. skw also integ- 
rated mysaAP сям with Cisco's contact center 
platform (cri), enabling fast prompting of cus- 
tomer profile information when a customer 
initiates contact. 

mySAP CRM's seamless integration capa- 
bilities provides a uniform flow of data that 
enables Bkw's high level of customer service. 
Of 77 unique business processes, 25 are 
now supported with workflows to help agents 
manage various types of customer interac- 
tions. Standard processes are supported by 
mySAP CRM'S full functionality, eliminating the 
need to log in to back-end or peripheral sys- 
tems. With single views of customers, trained 
csc agents resolve 75 per cent of customer 
contacts in a single interaction. 
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CRM At BKW 


Swiss energy giant BKW FMB Energie AG 
integrated its decentralised billing systems 
into a seamless whole, getting a host of 
added benefits in the bargain. 
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THE PAYBACK 

Benefits of mysaP cRM have been several. 
The integration of mysaP сам with BKW's 
existing infrastructure has meant that agents 
can now access individual customer infor- 
mation. Former agents were transferred to 
new jobs within the organisation as a result 
of the reorganisation of the csc, but that did 
not lead to an increase of workload. Then, 
mySAP CRM has eliminated overtime, saving 
BKW CHF 137,000 ($108,000) annually thro- 
ugh 2007. And finally, skw today relies on its 
own experts and power users to conduct trai- 
ning for their peers, rather going for external 
trainers. mySAP CRM, therefore, has given BKW 
more than just streamlined customer serv- 
ice; it has given the energy major the techno- 
logy for sustained competitive advantage. 8I 





ROI - How 
companies get 
what they want. 


Here are a few pointers that some of the 
world's leading companies have followed to 
get where they are today. We're sure they'll 
come in handy to you as well. 


1. Build a business case 


Align technology to business requirements by building a 
thorough business case outlining project scope, budget and 
deliverable targets with quantitative and qualitative 


benefits prior to implementation, 


2. Implement incrementally 

Implement each core piece of the technological 
infrastructure and the support processes one step at a time. 
This allows companies to track results, measure 
performance, apply key takeaways to subsequent phases 


and achieve ROI sooner. 


3. Capitalise on existing systems 

Maximise previous IT investment dollars by building on 
technology systems already in use. This allows for a more 
cost-effective implementation and provides a middle step 


on the road to enterprise-wide customer focus. 


4. Consolidate to reap rewards 

Eliminating disparate legacy systems and consolidating 
technological infrastructures enables the lowering cost ol 
ownership while bringing cost-saving efficiency 


throughout the enterprise. 
I 


5. Enable a unified customer view 

Centralise customer data to create a foundation of unified 
customer profiles accessible across the enterprise Siloed 
information, the absence of — inter-departmental 
collaboration and sparse customer data impede grow th and 


invite inethiciency. 


6. Connect customer insight with product 
innovation 


By creating direct. relationships with end customers. 


companies can collect, analyse and incorporate. valuable 


ADVERTORIAL 


customer feedback in the product development process 
Cultivating a continuous customer feedback loop not onh 
demonstrates customer focus, it increases. customer 


saustaction 


7. Incorporate change management efforts 
early 


While process and technology are two pillars to effective 
CRM, forward-thinking organisations understand that 
people represent the third pillar of the success 
triumvirate, Incorporate customer-focused. change 
management initiatives into strategic planning so cultural 


transformation will align IT and process transformation 


With CRM, companies like yours have been able to 
determine, at a glance, which of their customers are most 
profitable. It integrates with vour financials, and measures 
and monitors the lifetime value of your customers and 
deliver levels of service appropriate to each. You can 
leverage market insights, to drive innovation within your 
product and service functions while increasing your 
manufacturing efficiencies. Quite simply, you will be 
employing smart solutions that leverage exisung 
investments and extend the capacity for clear customer 


visibility throughout your organisation 


In this issue you will be taken through a series of in-depth 
studies of companies that have gained from CRM. What 
you'll read includes valuable tips on how they have aligned 
their enterprise resources and processes with the demands 
of customers to win in the new marketplace where uming 


pricing, quality and delivery of products are crucial 


More importantly, you'll learn the power of mySAP CRM 
And how some of the world’s leading compames have 
harnessed its power to move ahead. And. of course 


increase their ROI 


Visit www.sap.com/crm, 
email info.india“sap.com or call toll-free 
on 1600 445959 for details 


THE BEST-RUN BUSINESSES RUN SAF < 


SSES RUN SAP 
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AND HERE'S WHY: As part of its IT initiative, H&R Johnson implemented mySAP Supply Chain 


Management, mySAP Customer Relauonship Management and mySAP Enterprise Resource Planning. This helped the 


company to meet customers’ expectations and enhance operational efficiency across the value chain by significantly reducing 
time-to-market. Find out how SAP can help your bottom line, visit sap.com 


To get a free copy of "Best Practice - CRM done right" by Harvard Business Review, email us at info.india®sap.com or 


call toll-free at 1600 44 5959 


GET CLOSER TO REALITY 


۸ _ b! Introducing the new LG Flatron with XDP technology. 


Enhanced picture quality, better resolution and richer colours are some of the things you can 
expect when you switch on XDP in the all new LG Flatron. Because only its unique four image 


EXCELLENT DIGITAL PICTURE 


enhancers digitally improve picture quality, making everything you see come alive 


€ La | FLATRON 


TeLevrs Wows 


CONTRAST à NATURAL TRUE REAL 
© ENHANCER pag BRIGHTNESS + COLOUR + (—*  mcrumE 


Enhances contrast levels for Processes signals digitally to Equalizes saturation and brightness Processes signals digitally to 


greater clarity and image detail get optimum brightness giving you real life pictures get best picture clarity. 
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From The Editor 


ENERATIONAL CHANGES ARE ALWAYS INTERESTING TO 
watch and chronicle. And if that were to happen 
at one of India's oldest and best-known busi- 
ness houses, it can be fascinating still. That's why you find 
Rajiv Bajaj on the cover of this issue. On April 1 this year, 
the 38-year-old elder son of Rahul Bajaj took over as 
Managing Director of the two- and three-wheeler giant. 
As everybody knows, that was a mere formality. Since 
2000, Rajiv (along with his younger brother Sanjiv, 36) 
has been the driving force at Bajaj Auto. He's not only 
overhauled Bajaj's motorcycle line up, introducing best- 
sellers like Pulsar, but also made the company much 
more profitable in the process. Four years ago, Bajaj 
ranked #4 in the motorcycles pecking order. Today, it's 
#2, behind Hero Honda. In other words, Rajiv has 
been responsible for keeping Bajaj going in the race. 
Now firmly in the MD's saddle, the young Bajaj has 
drawn up even more ambitious plans. He's thinking of 
buying into partner Kawasaki's Asean operations as a 
springboard into the region's seven-million-motorcy- 
cle-a-year market. He's mulling a 
foray into China, which buys 
one in every three motorcycles 
sold worldwide. In three to five 
years, he could even be acquiring 
a European brand for a ready 
break in the market. His goal, 
as Business Today's Senior Editor 
Brian Carvalho writes in his story 
that he got after chasing a busy 
Rajiv for several weeks, is to 
grow Bajaj five times by tapping 
the global markets. Clearly, Bajaj 
is turning over a new leaf with a vengeance. 
Meanwhile, another automotive warrior seems to 
be losing steam. I am talking of Hyundai Motor India— 
the Korean carmaker that stormed the Indian market with 
its Santro in 1999, Its market shares in the compact, mid- 
size and premium segments have taken a hit, courtesy pro- 
duction snafus, revitalised rivals like Maruti and its own 
dated product portfolio. Yet, while Hyundai may seem 
down, it isn't out. It has announced plans of investing 
$500 million (Rs 2,200 crore) in a second plant that will 
raise production capacity to 400,000, and make India a 
hub for car exports. No wonder its new Managing Direc- 
tor Steve Yang is confident of a strong comeback this year. 
For the first time last year, we launched a special on 
India's Best Equity Analysts. In the issue in your hands, 
you'll find this year's list of top analysts. Once again, we 
polled equity fund managers (with minimum assets under 
management of Rs 1,000 crore) to find out who are the 
analysts they swear by. And if you thought it was just the 
stock market that was fickle, consider this: Only four of 
the analysts made it back to our list this year. 
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bt letters 


Second To None 

This refers to your cover story, 
India’s Best CFOs, (BT, April 24, 
2005). Post globalisation, the work 
profile of cFos has expanded dra- 
matically, resulting in 
new opportunities and 
threats. But thanks to 
our premier institutions 


Best letter wins 
a HIDESIGN travel bag 


from 


JIK 
PAPER 


ЈК PAPER LTD. 


2, 





C nealing lasing impressions 


like IIMs, ICAI and the inherent 
financial acumen, there will never be 
a dearth of able and world-class 
financial wizards. However, what is 
noteworthy is that financial genius 
of at least an equal calibre exists in 
the domestic financial sector as well 
as in Indians abroad. 

KAUSHAL AMIDHAR SURTI, through e-mail 


Your article on India’s Best CFOs 
(Br, April 24, 2005) was unique 
and novel. It has highlighted the 
role a CFO plays in the new age 
globalised dynamic corporate 
environment. In this corporate 
world of mergers and acquisitions, 
it would not be wrong to call the 
CFO a joint CEO or an assistant CEO. 

SUDHIR K. GUPTA, through e-mail 


Your cover story on India’s Best 
CFOs (BT, April 24, 2005) was very 
informative. However, it would 
have been even more interesting if 
detailed descriptions were available 
on the other 13 finalists as was in 





the case of India’s CFO #1, Mahindra 
& Mahindra's Bharat Doshi. 


PIJUS KANTI DAS, through e-mail 


Bring In The Centre 

This refers to your article Land- 
grabbers Inc. (Br, April 24, 2005). 
Considering the huge amounts of 
money involved in the sale of land 
held by centrally located sick textile 
mills in Mumbai, the issue should be 
handled by the Union government 
rather than the Maharashtra autho- 
rities. The Centre should take over 
these mills to best utilise the huge 
tracts of prime land in a planned 


manner. This move will also help 
banks and financial institutions 
recover their past loans. The mill 
owners can be compensated in the 
form of land in backward areas 
based on the Chinese model, so 
that they can set up new units with 
modern machinery, leading to more 
job opportunities. 

MADHU AGRAWAL, through e-mail 


On The Contrary 
This bears reference to All Work 
And No Play (Br, April 10, 2005), 
which states that Dr. Vijay Mallya 
(Chairman of the us Group) would 
embark on a strategy of divesting 
non-core businesses like UBICS. I 
must submit that the information 
published is not accurate. Contrary 
to the belief that Dr. Mallya is 
looking to exit out of UBICS, he has 
initiated a dedicated effort to help 
UBIGS secure a leadership position in 
the global rr sector. As a reflection 
of his commitment, Dr. Mallya has 
assumed the responsibility of the 
UBICS CEO to drive the company suc- 
cessfully with this global initiative, 
despite his busy schedule and the 
demanding responsibilities of other 
group companies. 
SUNIL J. PATIL, President (Global 
Solutions), UBICS 











JK COPIER PLUS 


Superwhite Multipurpose Paper 


The ultimate paper, 


for all your multi-application needs. 


Brighter surfaces * Printer or Copier, runs impeccably * Both sides printing • Non-stop performance 


n 





(Bv 


JK PAPER LTD 


Creating lasting impression. 





The No. 1 European airline in India with most take offs. 


Offering the biggest network, best on time performance. 
So you can rest assured on reliable shoulders. 


Eis Т C C 


|e make sure th à s 
ют uh i There’s no better way to fly. 
formance, 
SA. Fly with compl 











o Se ттт en! LSE Ie eee Fe a сеа THE eee 


Time To Open Up 


OME OF INDIA’S MOST MINERAL-RICH STATES ARE 

also its poorest, lagging behind in almost every 

measure of economic performance. While one 
can assign several reasons for their poor showing, like bad 
governance, rampant corruption and lack of invest- 
ment, the lion’s share of the blame has to go to the 
states’ inability to exploit the abundant mineral resour- 
ces for economic progress and prosperity. States such 
as Bihar, Orissa, Madhya Pradesh and more recently 
Chhattisgarh (which was carved out of Madhya Pradesh 
five years back) have been virtually sitting on mountains 
of mica, coal, lignite, iron ore, bauxite, manganese and 
aluminium for decades without doing much to take 
advantage of these reserves. Even Jharkhand, arguably 
India’s most resource-laden region, has only a few 
islands of prosperity to talk about. And that too is 
really because of a single steel plant and its 
adjoining township in Jamshedpur, where 
the Tatas invested way back in 1908. 

Orissa, for instance, has 90 per cent 
of India’s chrome ore and nickel reser- 
ves, 70 per cent of bauxite and 24 per 
cent of coal reserves. Yet, more than 47 — — 
per cent of its population lives below — 
the poverty line (that is, on incomes 
less than Rs 16,000 a year, according to 
Word Bank estimates). This anomaly 
becomes starker when you consider that 
companies that want to set up steel, alu- 
minium and coal-based power projects 
have really very little choice in terms of where 
to build them. States like Orissa and Chhattisgarh, 
which have rich mineral deposits but are also among the 
poorest, are the obvious choice. 

Yet when opportunity knocks, few states take 
advantage. Often in their eagerness to exact the pound 
of flesh, they create so many roadblocks that it becomes 
virtually impossible for companies to remain interested. 
Sometimes these hurdles are because of archaic rules 
and regulations that aren't in consonance with the 
new market dynamics. We aren't suggesting that exis- 
ting rules and policies be changed to accommodate the 
whims and fancies of every new player. But there has 
to be scope for negotiation and give and take. 

Resource-rich states like Orissa must weigh the 
benefits of new investments when they apply conditions 
for new projects like the Rs 45,000-crore ($10-billion) 
steel factory that South Korea's Posco wants to build in 
that state. The multiplier effect of such an investment, 
even if it is over 10 years, has the potential to change 
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the face of one of the poorest states in the country. Yet, 
the state government continues to dither over the deci- 
sion, with Posco's intention of exporting some of the 
iron ore to its global network becoming a thorny issue. 
The fact is that the Indian mining industry has 
been one of the last to reform. Part of the blame lies 
with the Centre, which enacted the Mines and Mineral 
(Development and Regulation) Act, 1957, and the 
Mines Act, 1952, which together constitute the basic 
law for the mining sector, with the states themselves 
having little say. It was only in 1994 that the sector was 
opened up to foreign investment (only for 13 specified 
minerals) and states were given some say in the policies 
governing their own resources. This delay (in opening 
the sector) is rather difficult to comprehend, given 
that these “poor states" neither had the money nor 
the technical wherewithal to exploit the abun- 
dant mineral wealth. Ascribe it to xenopho- 
bia and a hangover from the days of pur- 
suing "self-reliance" when foreign invest- 
ment was synonymous to outsiders plun- 
dering India's natural resources. 

That even after 57 years of indepen- 
dence any debate on foreign investment 
can raise the hackles of ideologues is 
curious but real and happens across the 

spectrum of Indian politics. The Right 
sees foreign investment in many industries 
as impinging on indigenous enterprise; the 
8 Left is paranoid about the rebirth of colonia- 
lism in economic terms. Both, in our view, miss 
out on reaping the benefits of globalisation. If Orissa 
continues to sit on its abundant mineral resources, 
like it has for more than half a century of modern 
Indian history, it can kiss goodbye to climbing up the 
prosperity ladder. On the other hand, if it invites skil- 
led and deep-pocketed foreign players like Posco to unle- 
ash the power of such resources, everybody benefits. 
Finally, it is not quite clear why governments are 
apprehensive about foreign companies whisking away 
India’s natural resources. Pragmatic contracts, which 
give as well as take, can easily work around the most 
intractable of commercial interests between two part- 
ies. Lastly, as a guarantee to protect the interests of its 
people, a government can always invoke its powers to 
take over assets of MNCs if it thinks it harms its interests, 
like it did Esso (now Hindustan Petroleum) in 1976 and 
Burmah-Shell (Bharat Petroleum) in 1981. With little 
to lose and a lot to gain, states like Orissa should 
turn on the green lights for foreign investment. Œ 
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In retail, FM radio, even domestic airlines, the government begins 2005-06 
with a spate of announcements regarding foreign direct investment. 


BY SHAILESH DOBHAL 


NDIA HAS ATTRACTED FOREIGN 

direct investment (FDI) of 

$49.72 billion (Rs 2,18,768 

crore at the current exchange 
rate) and China, $60 billion 
(Rs 2,64,000 crore). Hold the bub- 
bly, though. India’s figure is a 
cumulative one and includes all 
FDI since 1990-91. China's is a 
yearly figure, for the calendar year 
2004. One way to indulge in dis- 
sonance reduction (a term bor- 
rowed from the discipline of mar- 
keting psychology that describes a 
consumer's efforts to justify his 
choice of product or service when 
it is all too apparent that compe- 
ting ones are much better) is to 
resort to the cliché about the 
Indian economy not being FDI-led 
(unlike the Chinese one). 

The Manmohan Singh led 
United Progressive Alliance (UPA) 
government must think otherwise. 
It has started the current financial 
year, 2005-06, with a spate of 
announcements regarding FDI: 
those in retail, domestic aviation 
and FM radio stations are on, and 
an increase in the ceiling on FDI 
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in insurance, from 26 per cent 
to 49 per cent, may well be. This 
could be one element of Singh's 
recipe for growth; after all, the 
man admitted, during a mid-year 
review of the Ninth Five-Year 
Plan that India's GDP growth for 
the period (2002-2007) would 
be well short of the targeted 7 
per cent a year. 

That, say some economists, is a 
generous view: the government 
had to do what it has done with its 
commitments to the World Trade 
Organization (WTO) regarding pro- 
vision of free access to its markets, 
kicking in from 2006. "Let's wait,” 
is the refrain from a clutch of 
political parties, including some of 
UPA's own allies and its rival 
Bharatiya Janata Party, a reform- 
oriented entity during its years in 
power (1998-2004) that has since 
discovered the merits of protec- 
tionism. None of these announce- 
ments have been forged into poli- 
cies yet, they add. 

Most people, then, have missed 
the Big Idea behind the announce- 
ments that have not merely come 


in a spate, but deal with sectors 
where bogeys such as social- and 
national-security have stayed the 
hand of successive governments 
from opening them up to foreign 
investment. “It was really the big 
organised domestic retailers that 
were trying to protect their turf 
all this while," says a consultant 
to the retail industry. *The impact 
on petty traders was just an 
excuse." That observation applies 
to other sectors as well. As a note 
circulated by India's Foreign 
Investment Promotion Board (ЕІРВ) 
observes, the danger to small 
retailers comes as much from their 
large organised Indian counter- 
parts as from foreign firms. 

The announcements also 
redress some of the inconsisten- 
cies in India’s FDI policies. For 
instance, although FDI was pro- 
scribed in FM radio stations, foreign 
institutional investors were allowed 
to invest in them (up to a ceiling of 
20 per cent). This, when FDI was 
allowed (up to 26 per cent) in all 
other media, even direct-to-home 
broadcasting (20 per cent). 
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Mallya can now find a foreign 
investor for Kingfisher... 


Finally Jaipal Reddy allows 


Indian partner... FDI in FM station 


"The government's FDI philo- 
sophy seems to be linked to raising 
productivity and employment,” 
says Rajeev Memani, CEO & Coun- 
try Managing Partner, Ernst & 
Young. If so, that’s a radical change 
from the days when efforts to 
attract foreign investment were 
good enough things by themselves, 
a sort of political scorecard for the 
government of the day. “Just 
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The APMC Angle 


opening stores is not retail,” says 
Raghu Pillai, President, RPG Retail. 
"Big international retailers will 
make huge investments in the sup- 
ply chain," he adds, explaining how 
they will generate employment. 
There may be those disap- 
pointed that the UPA has been satis- 
fied with small gains—in retail, for 
instance, the ceiling on FDI is 26 per 
cent and questions are already 


being asked about just how many 
foreign retailers would want to 
come in under such arrange 
ments—but as Saumitra Chau 
dhury, Chief Economist at credit 
rating agency ICRA and a member 
of the Prime Minister's Economic 
Advisory Council, points out: *The 
government is just trying to get 
some traction to make headway 
here." May the force be with it. 


UIETLY, A REFORM THAT COULD CHANGE THE COMPLEXION OF 

the Indian agricultural sector is under way. This is the 
amendment of the Agricultural Produce Marketing Committee 
Act by several states (around 16 have already agreed to do 
so by the end of April this year). Apart from creating a unified 
national market for agricultural produce, this should also 
enable such imperatives as contract farming. Then, there is 
the impact it will have on creating a market, and marketing 
infrastructure. These changes will attract investments by : 
private sector companies in the sector and, hopefully, pave z 
the way for the next wave of agricultural reforms. If all goes z 
well, the result could well be another green revolution. 
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The Rs 1,10,000-Crore Boom 


With tele-density nudging double digits and telcos firming up ambitious investment plans, 
the great Indian telecom story looks set for a happy middle. BY KUMARKAUSHALAM 





NDIA, PREDICTS THE COUNTRY’S 

Minister for Communications 
and rr, Dayanidhi Maran, will have 
250 million telephone connections 
by December 2007. That should 
translate into a tele-density (phones 
per 100 people) of 22, up from 
the existing 9.13. 

That number looks as impressive 
as the amount India's telcos are 
readying to invest in the business, 
upwards of Rs 1,10,000 crore, 
maybe more, over the next three 
years. Equipment makers, says 
N.K. Goyal, Chairman Emeritus, 
Telecom Equipment Manufacturers 
Association of India (TEMA), can 
look forward to orders worth 
Rs 1,60,000 crore in this period. 

No one is challenging the 
minister's numbers, although 
А.К. Sinha, CMD, Bharat Sanchar 
Nigam Limited (BSNL), the govern- 
ment-owned telco that is the coun- 
try’s largest (it is also making the 
largest investment, Rs 75,000 crore 
in three years, although a significant 
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part of this will go into upgrading its 
network), admits that its target, an 
additional 72 million subscribers in 
three years, is a difficult one. “The 
task of winning two million subs- 
cribers a month, with 85 per cent of 
them for our mobile services, is an 
uphill one.” 

The bulk of the new connec- 
tions will be wireless. It costs a 
company between Rs 3,000 and 
Rs 4,000 to provide a mobile tele- 
phony connection; a fixed line, in 
contrast, costs Rs 12,000 (a reason 
why companies are pushing broad- 
band services; the better returns will 
justify higher investment). And while 
private telcos are a lot more san- 
guine than BSNL—"If we have 200 
million connections, we will have 
50 million of that,” says Sunil Mittal, 
CMD, Bharti Tele-Ventures—getting 
to 250 million will not be easy. 

Most private telcos have thus 
far focussed on the metros (tele- 
density: 40) and urban centres (ave- 
rage tele-density: 27.56). Now they 






have to reach out to rural India 
(tele-density: 1.70) where they will 
compete with BSNL and aggressive 
newcomers such as Atlas ZTE, a 
company that will invest Rs 4,500 
crore over the next four years and 
try and sell one million connections 
over the next two. Already, subs- 
criber additions are slowing. Bharti’s 
was down 22 per cent to 325,561 in 
March (BSNL’s was up 298.6 per 
cent to 586,403). 

All companies may benefit by 
sharing infrastructure. “There is 
bound to be duplication if everyone 
builds capacities,” says Mittal. “We 
have been asking BSNL to share its 
infrastructure for a charge.” 
However, the public sector firm 
isn’t keen on this. That isn’t the 
only irritant. Arpita Agarwal, a tele- 
com consultant at Pricewaterhouse- 
Coopers, explains that a reduction in 
licence and spectrum fees will help 
catalyse the next wave of expansion. 
Maran shrugs these off. Demand 
alone, he reckons, will suffice. 
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Circa 2025: Water, water everywhere, nor any drop to drink 


Water Policy: At Sea 


A water crisis awaits India in 2025. 


HE FACTS ARE STARTLING. ACCORDING TO PROJECTIONS MADE BY 

Population Action International, a non-profit policy advocacy 
group that is working to strengthen public awareness, more than 2.8 
billion people in 48 countries will be facing water stress or scarcity by 
2025; 25 years thereafter (read 2050), the number of water-short 
countries is likely to increase to 54, affecting nearly four billion or 40 
per cent of the projected global population. Things look no better for 
India. The per capita annual availability of fresh water is down 
from 5,177 cubic metres (cu. m) in 1951 to 1,600 cu. m, and could 
fall further to 1,341 cu. m in 2025. The minimum per capita 
requirement is 1,700 cu. m per annum. “It could get worse simply 
because water in India is considered everybody’s right, but nobody’s 
responsibility,” says Anindo Chatterjee, a consultant with the Delhi 
Jal Board who is helping the capital put in place a 24x7 project aimed 
at ensuring that every resident of the National Territory of Delhi has 
water 24 hours a day, seven days a week by 2015. 

But currently the scenario is scary. The supply network is crumb- 
ling, with many of the water lines getting contaminated by sewage 
lines. Slum lords control distribution of water in many areas of 
Delhi and other parts of the country, and large parts of the popula- 
tion are unwilling to pay enough to even cover the operating costs or 
to use this finite resource responsibly. The highly subsidised irrigation 
for agriculture has only added to the burden of the local authorities. 

India’s complex bureaucratic structure doesn’t help matters 
either. While drinking water for the villages is the responsibility 
of the Ministry of Rural Development, drinking water for cities 
and towns comes under the purview of the Ministry of Housing 
and Urban Development. And it is the Ministry of Water 
Resources that is concerned with surface and underground 
water and also with the supra project in terms of linking of river 
waters. So there is hardly any coordination between the various 
ministries. If India doesn’t get its act together soon enough, its 
next civil war may be fought over water. 

ASHISH GUPTA 
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IPOS» 


Will They 
Boom? 


AST YEAR WAS THE BEST EVER 

for India's primary markets. 
Compared to the Rs 2,194 crore 
mopped up in 2003, new issues 
raised a record Rs 30,511 crore. 
According to Prime Database, a 
Delhi-based agency that tracks 
new offerings on the bourses, 
2004's takings were almost as 
much as what companies raised 
between 1995 and 2003. More 
importantly, there were fewer 
issues than average, but of bigger 
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size. There were three issues of 
Rs 5,000 crore each. Will 2005 
do any better? Despite the Sensex 
swooning the past fortnight, Prime 
reckons that as much as 
Rs 40,000 crore could be raised 
from the markets this year. The 
big variable, however, is public 
sector issues. Last year, of the 
Rs 30,511 crore raised, Rs 20,218 
crore was by public sector units. 
"Offerings from Psus (will) also 
strengthen (the) narrow secondary 
market, which is marred by 
excessive speculation and volatil- 
ity," says Prithvi Haldea, Prime's 
Manging Director, in a release. 
Now let's just hope the secondary 
market holds up. 
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That CSR Thing 


Companies discover that social responsibility thing can be a selling point too. 





Cashing in on CSR: HLL's ‘Do bucket paani...' campaign has helped increase Surf Excel sales by 15 per cent 


T SHOULDN'T SURPRISE ANYONE THAT INDIAN COMPANIES 

have just discovered the marketing pay-off of their 
corporate social responsibility (CSR) initiatives. They 
could get by with focussing on real or perceived 
product attributes, and with profit-mindedness being 
considered a coarse sentiment, any CSR programme 
they launched was far removed from their core busi- 
ness, brands, even consumers. 

There has been a spate of corporate CSR initiatives 
over the past few years. Companies have been quick to 
respond to crises (such as the Gujarat earthquake or the 
tsunami that hit the southern part of the country) or 
shown inherent goodness in plugging gaps in the gov- 
ernment’s efforts to provide healthcare and education 
to all—in a country as vast as India, there will always be 
gaps—but there has been little effort to link such work 
to things such as marketing, even corporate strategies, 
Most CSR activities are, at best, charity, not very different 
from discrete acts of philanthropy and, at worst, a mere 
humane facade of a for-profit-only capitalist system. 

Which is why recent advertising campaigns by the 
country’s two largest fast moving consumer goods 
(FMCG) companies Hindustan Lever Limited (HLL) and 
ITC are significant. The first, a campaign for Surf Excel 
Quick Wash with the tagline Do bucket paani ab 
rozana bai bachna (I will save two buckets of water a 
day), has struck a chord in a country where the shortage 
of water is an endemic phenomenon. *We decided it 
would be of immense benefit to a household if a tech- 
nology could be developed that would reduce the 
water consumed in the washing of clothes and the 
amount of effort required while rinsing while delivering 
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superlative cleanliness," says an HLL spokesperson. 
Surfs sales, say sources in the market, have gone up by 
as much as 15 per cent since the advertisement, starring 
actress-turned-social-activist and former Member of 
Parliament Shabana Azmi, went national (the com- 
pany had tested the strategy in water-starved Tamil 
Nadu last year with another actress-turned-social-activist 
Revathy Menon). 

Then, there is rrc's Working for you, Working for 
India campaign, one strand of which focusses on the 
company's e-choupal initiative, an effort that seeks to 
enhance rural incomes, then, sell a variety of products 
and services to rural customers (apart from sourcing 
agricultural produce from them). The tagline itself 
smacks of old-style image-led CsR activity, but given 
what the e-choupal does, it is actually an attempt to 
build and position the company's brand around the idea 
of doing something for the country. 

In some way's ITC’s e-choupal is a far stronger 
example of a CsR-brand linkage than the Surf Excel 
campaign. It is a programme that is obviously advan- 
tageous to the company, yet it is accompanied by 
enough socially relevant goodies to make it look the 
Way a government programme targeted at rural deve- 
lopment ideally should. HLL, co-incidentally, has an ini- 
tiative that fits the bill, its Project Shakti that uses 
women's self help groups in rural areas to further its 
reach. “The problem with old-style CSR was that the 
benefactors were not in control of what they would 
get," says Vivek Vaidya, a brand consultant. With 
brand or corporate strategy driven Csr, they are. 

SHAILESH DOBHAL 
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Weekend Action 


TV channels are focussing on weekend fare. 


Rona: PROGRAMMING HEADS ARE GUNNING FOR 
your eyeballs on weekends. Says Ajay Vidyasagar, 
Senior УР (Marketing), Star Plus: “Till a year-and-a-half 
ago, we were trying to establish our weekday domi- 
nance. Having done that, we have now turned our 
attention to weekends.” Star Plus has launched LoC-Life 
Out Of Control in a weekend slot, which opened to a 
TVR (television rating) of 5.47. “The idea is to have dif- 
ferentiated programming compared to soaps,” says 
Tarun Katial, Executive vp (Programming & Response), 
Sony Entertainment Television, which airs the popu- 
lar serial CID on Fridays. 

Zee was among the first to target weekend view- 
ership with its Antakshari show. There are also various 
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award programmes and tailor-made shows, like Star 
Holi Utsav, which bring in TRPs (televison rating 
points) comparable to weeknight programming. Zoom, 
which was launched a few months ago, telecasts its best 
shows over the weekends. It has also introduced week- 
end editions of popular weekday shows like Popkorn. 
Channels are casting their nets wide and including 
as many genres as possible. Since it’s not easy to 
break the stream of popular soaps during the week, it 
makes sense to introduce non-soap shows over the 
weekends. Zee’s Business Baazigar is scheduled to 
be telecast over the weekend and Kaun Banega 
Crorepati (KBC) II comes back in August as a weekend 
show. “КВС will redefine the weekend audience just as 
it redefined the weekday audience,” says Vidyasagar. 
We're waiting. Let the airwaves crackle. 
PRIYANKA SANGANI 
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The Final Frontier: So-youz want space? 
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For $20 million you can too. 


HEN IT COMES TO EXOTIC HOLIDAYS, IF YOU 

have $20 million (Rs 88 crore) to burn (lite- 
rally), the sky is the limit. Well, actually, it isn’t. 
That kind of money will buy you 10 days on the 
International Space Station (Iss), 400 km above 
the earth’s surface. It will also include six months 
of intensive training, a return trip on a Soyuz 
rocket and all meals. As for the view... 

All these claims are made by Eric Anderson, 
CEO, Space Adventures, who happened to take a 
mundane international flight to Delhi not too 
long ago. Now before you write off the gentleman 
as a kook, Space Adventures did send American 
businessman Dennis Tito and South African 
entrepreneur Mark Shuttleworth up to the iss. 
“We are the only company to send someone into 
space,” boasts Anderson. 

Strangely, Anderson hasn’t been on a rocket 
himself, but he is confident that the advent of 
new sub-orbital vehicles like Burt Rutan’s 
SpaceShipOne will open up space to many more 
people. “Space is defined as starting at 100 km 
above the earth. While we are still a long way 
from seeing private vehicles going into orbit, sub- 
orbital flight is a reality and I believe in the next 
two-three years a lot of people will be taking these 
flights at around $100,000-200,000 (Rs 44-88 
lakh) a pop and we will be their travel agency." 
Space Adventures proposes to lease space on flights 
operated by a variety of companies, including 
Richard Branson's Virgin Galactic, and resell them. 

If you want a taste of the real deal, the first 
available seat on a Soyuz rocket through Space 
Adventures is in late-2006 or early-2007. “It is the 
ride of a lifetime," promises Anderson, and for once 
the sales pitch might actually be bang on. 

KUSHAN MITRA 
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Forty And Ticking 


Moore's Law turns 40 and is still relevant, but batteries could play spoilsport. 


HAT A YOUNG RESEARCH 

director at Fairchild Semi- 
conductor wrote in the April 19, 
1965, issue of Electronics maga- 
zine has become the driving force 
behind the semiconductor indus- 
try. The engineer was Gordon 
E. Moore and he went on to found 
and lead a firm called Intel (whose 
processors are inside 75 per cent of 
the world's pcs). Today, 40 years 
on, Moore's Law is one of those 
things that is frequently evoked, 
but is it still relevant? 

The original law postulates that 
the number of transistors etched on 
a single chip of silicon will double 
every 18 months. Moore admits 
that he thought up the law (it was 
termed Moore's Law by physicist 
Carver Mead; and computer scien- 
tist Douglas C. Engelbart com- 
mented on the same phenomenon 
well before Moore) on a lark and 
that it was to apply for only 10 
years. Its resilience has surprised 
even him. There has been only 
one significant modification to the 
law; Moore changed the period 
of time from 18 months to 24 
months to account for increased 
processor complexity. 

Processors moved from tens of 
thousands of transistors to hun- 
dreds of thousands in the 1980s, 
millions in the 1990s and billions 
today. And most people interpret 
Moore's Law incorrectly as saying 
that the speed at which computers 
run will increase every two years. 
The problem is that in the last two 
years, the maximum speed of 
commercially available processors 
has remained constant at around 
3.2 GHz. Why? Reason one: Speed 
doesn't mean a computer runs 
faster. While processing speed has 
remained more or less the same, 
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1970 1975 1980 

the number of calculations a com- 
puter can handle has increased in 
the past two years, thanks to 64-bit 
technologies (the old technology 
was 32-bit and the still older one 
16-bit; 64-bit means the proces- 
sor has, well, higher processing 
capability) among others. More 
transistors on a chip does not 
equal more speed. 

Reason two: Heat. A billion 
transistors packed into a space the 
size of a fingernail can generate 
significant amounts of heat. 
Already, the best innovations in 
computer design are being made in 
the space of fan design, because 
fans are loud and bulky. Stories 
of laptops burning laps are get- 
ting all too frequent. The reason 
behind this is.... 

Reason three and this is very 
important: Power. You may not 
realise, but your desktop is not 
that cheap to run. And don't you 
just hate it when your laptop bat- 
tery starts dying? This problem 
is not unique to computers—it 
impacts everything that uses 
microprocessors. The new Sony 
PSP, for instance, cannot run at 
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top speed because if it did, the 
battery would discharge before 
you could finish a race in Need 
For Speed. Your new mobile 
phone probably has less battery 
life than the old Nokia 5110 you 
owned seven years ago. 

There have been no major 
developments in battery technology 
in the past few years, barring 
Matsushita's new Oxyride batteries 
and those are pretty expensive. 
Thus, while power demand from 
portable electronics devices grow at 
over 25 per cent a year, the 
amount of power on a battery 
grows only 8 per cent a year 
(according to a research report by 
the Boston Consulting Group). 

A few years ago, some scientists 
speculated that physical barriers 
of space (how small could transis- 
tors get?) would kill off Moore’s 
Law. Today, with nanotechnology 
addressing that issue, it looks like 
the more intractable problem of 
power will eventually spell the end 
for a principle that has guided 
semiconductor research for the 
past four decades. 

KUSHAN MITRA 
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Tracking the weak global trend. 


HERE IS A MELTDOWN HAPPENING IN GLOBAL 

markets as the figures at the bottom of 
this page show. That has forced the вт 50 to 
235.87 shed 16 points (6.37 per cent) during the last 
fortnight, with rr being the most affected sec- 
tor (Br Tech fell by 8.54 per cent). Still, falling 
oil prices (oil just dipped below $50 or 
Rs 2,200 a barrel) is a cause for hope. 

Our flagship free float methodology-based 
index considers only the value of stocks 
freely available in the market (after excluding 
the part held by promoters and other strate- 
gic investors) and the weightage assigned to 
individual shares is more representative 
Apr. 16, or ig, than the market capitalisation-based metho- 

?"5 ^ dology. In short, it's a better weather-vane. 
wai vinis 6, NARENDRA NATHAN 
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Adieu, Rs 44,000 Crore 


Not really, say both Posco and Orissa.The deal is still on. BY ASHISH GUPTA 








HAT WAS ONCE TOUTED AS A FAIRY-TALE INVEST- 

ment ($10 billion, Rs 44,000 crore at the current 
exchange rate) by a foreign firm (Korea's Posco) in a 
poor state (Orissa) has rapidly turned into a game 
whose sub-theme could well be *the other guy 
blinked'. The April 14 deadline for the signing of a 
Memorandum of Understanding (Mou) between the 
two parties came and went with no appreciable 
change in the positions of either. The deal was off, 
said some. No, say the Orissa Government and 
Posco's representative in India. 

Orissa's reluctance to play ball is surprising and 
then, it isn't. The story of how the then government of 
the state of Maharashtra played ball with Enron for a 
$2.9-billion investment (the Dabhol project) is well 
known. For the record, Posco's investment in Orissa, 
if it happens, will break that company's record for the 
highest-announced Foreign Direct Investment (FDI) 
in India. Orissa Chief Minister Navin Patnaik's oppo- 
nents have keenly tracked his negotiations with Posco, 
hoping that he will bend the state's 48-year-old policy 
of allowing no iron ore to be moved out of it (a policy 
framed to encourage investment in the state). 

Nor is Posco's love affair with Orissa surprising. 
Although the company has, on occasion, spoken to 
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To export iron ore so as to import 
coking coal from Australia 


A flexible time-table for the 
completion of the 12-million- 
tonnes-a-year project 


Is against any export of iron ore 


















Is insisting that this be completed 
by 2015 (otherwise it says, the 
mining lease for iron ore will be 
cancelled) 


the media about how it could choose to locate its 
plant in Brazil instead, or China (largely motivated by 
the desire to force the Orissa government's hand), it 
cannot really find a better location than Orissa. One 
reason could be access to markets. Part of the com- 
pany's investment will go into developing a sea port 
and China is reasonably close to Orissa by sea and 
likely to remain the world's largest consumer of 
steel for some time to come. It can also service other 
markets in South-east Asia. 

Everyone is keen the deal go through. *We 
have reached an agreement on the supply of 600 
million tonnes of iron ore for captive use only. 
But there are other issues that still need to be 
cleared. Nevertheless, the project is still on course," 
says Bhaskar Chatterjee, Principal Secretary, Mines, 
Orissa. Posco's chief representative in India, Sang 
Moo Doh, sings a similar tune and says his company 
is hopeful of signing an MoU with the state govern- 
ment very soon. And the country's Prime Minister 
Manmohan Singh has jumped into the fray with his 
office suggesting that the Central Government 
could grant Rs 1,000 crore to Orissa towards the 
development of the railway that will carry the ore to 
Posco's plant. Everyone is still waiting. 
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Q&A» 


"For Our Clients, India Is Different" 


i: Pad M. SCHMIDT IS PRESIDENT AND CEO OF 
ACNielsen, the global market research major. With a 
background in the FMCG (fast moving consumer goods) 
sector, where he has had stints with Pillsbury, Pepsi 
and Procter & Gamble, Schmidt is in a vantage point 
to assess where India stands today as a market. How 
different is it and is it as promising as made out to be? 
He shares his thoughts on some of these issues in an 
interview with Business Today’s Priya Srinivasan on 
a recent visit to Mumbai, India. 


How important a market is India to ACNielsen? What kind 
of revenues do you expect to see from here? 

India is very important to ACNielsen. We are at 
about $30 million (Rs 132 crore) in India currently 
and want to double that in the next three years. The 
challenge lies in accurately auditing this market. 
With 6.5 million retail outlets of all kinds, it’s like 
no other market we've seen. So, just measuring 
market shares for clients is a task. In China, 1 per 
cent of the stores do 35 per cent of the business, 
while in India, just 3 per cent of the total market has 
been penetrated by modern (organised) retail. I 
am not saying this is good or bad, no value judge- 
ments, just that this is a very different market. 
When you travel on the streets here, just the sheer 
number and variety of outlets is simply unique. 


What are some of the challenges you face as an integrated 
provider of market information, research and media strate- 
gies, in a market like India? 

For one, there is the lack of scanned data that makes 
data mining quite impossible. The other issues could be 
branding, communication, huge income disparities 
and media fragmentation. 


Do you think local firms have an edge over the MNCs, 


FOCAL POINT 





"With 6.5 million retail outlets, the Indian 
market is like no other we've seen" 


given the challenges you have stated? 

If we look at our top 10 clients in India, about six or 
seven are local and they are critically important to us. 
It's all about cost structures and branding strategies 
of individual companies. I do see the MNC products 
present everywhere in the FMCG segment where they 
definitely have a foothold, but I suppose they have to 
figure out if it is economically viable for them to serve 
every segment of this market. From our perspec- 
tive (as a research house), this market is not very dif- 
ferent from any others that we service in terms of 
what we offer, but from our client’s perspective, 
this is a very different market. 
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Saving Hindustan Salt 


Why revive a loss-making PSU salt-maker? 
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Union heavy industries minister Deb: Love me, love my PSUs 


p BY BUREAUCRACY'S HARE-BRAINED STANDARDS, THIS IS AN 
egregious plan. The Board for Reconstruction of Public 
Sector Enterprises (BRPSE) wants the government to revive a state- 
owned salt manufacturer that has a piffling 1 per cent share of the 
market, Rs 90 crore of accumulated losses on its books, and 
three near-defunct factories. Sure, there are 280 employees 
whose livelihoods are at stake. But in the long run, it may be 
cheaper to offer them a voluntary retirement scheme (VRS) than 
spending Rs 3 crore a year on wages and other expenses. 

But, it seems, Hindustan Salt, which falls under Union Heavy 
Industries Minister Santosh Mohan Deb's portfolio, isn't the 
only ailing PsU that BRPSE's Chairman Prahlad Basu wants to 
breathe life into at the cost of the Finance Ministry. Set up in 
December last year—ironically, its setting up was announced by 
the Finance Minister P. Chidambaram in his 2004 budget—the 
board is responsible for advising the government on whether to sell 
or close chronically-sick psus. Possibly, because of the UPA's political 
compulsions (its Communist allies can't brook sell-offs, forget clo- 
sures), BRPSE has recommended more revivals than closures. 
Cement Corporation of India and Madras Fertiliser Ltd., with accu- 
mulated losses of Rs 1,638 crore and Rs 63.74 crore (2003-04), 
respectively, have also been recommended for revival by Basu, who 
was earlier Secretary in the Ministry of Mines. In the latter's 
case, BRPSE has recommended the government guarantee Rs 150 
crore the company plans to raise from the market. 

Unfortunately for Finance Minister Chidambaram, who would 
rather have such psus sold at salvage price, the BRPSE has a host of 
other PSUs under its preview. Some of them are Bharat Opthalmic 
Glass, Heavy Engineering Corporation, Hindustan Cables, and 
Hindustan Photo Films. Why the government needs to be in 
any of these businesses is, of course, a question BRPSE isn't asking. 

ASHISH GUPTA 
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Osian's Tuli: Art's new poster boy 


EUREKAD 


Sold On Art 


ANT TO INVEST IN ART BUT 

don't have skills enough to 

back the right (dark) horse? No 
sweat. Neville Tuli wants to help. 
The 40-year-old Tuli, Chairman 
of Osian's, India's premium auc- 
tion house and art archive, is on a 
mission to convince fund mana- 
gers to start including art in their 
investment portfolio. Tuli, who has 
done considerable work in making 
art popular, admits that there are 
hurdles like the lack of a sophisti- 
cated market or even reliable 
information, but says they can be 
overcome. "If there can be a 
mutual fund for real estate, why 
not art?" he asks. The biggest 
problem with investing in art, how- 
ever, is valuation, but Tuli expects 
that to change too when the retail 
market for art, estimated to be 
growing at 30-35 per cent a year, 
matures. Meanwhile, Tuli wants 
to raise awareness of art so that 
more people appreciate the idea of 
art as a collateral. He's even con- 
sidering setting up an art university 
in Delhi. Talk about a wide canvas. 
PRIYANKA SANGANI 
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Prevent tooth decay and 
gum disease. 


ROTATING POWERHEAD 
With 9600 rotations 


per minute, it cleans plaque more 
effectively than an ordinary manual 


toothbrush 


SMART INTER-DENTAL BRISTLES 
Reaches deep to clean backteeth, 


gumline and inter-dental spaces. 


Clinically proven to clean better than 
an ordinary manual toothbrush. 
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Another First 


Dishnet DSL will launch Wi-Fi services soon. 





Want WiMAX? Well, Dishnet might answer your prayers 


HEN DISHNET DSL FIRST ENTERED THE MARKET IN 

1998, only dial-up facilities were available. 
The industry scoffed at the new broadband initia- 
tive—at the 128 kbps offered at a premium—and at 
the business model. There were rollout problems and 
servicing issues: TV cable operators cut overhead 
Dishnet lines and road diggers spoilt the rest. Other 
telcos and internet service providers also joined 
the game in 2002 and offered the same 128 kbps 
service. But, by then, Dishnet had already upgraded 
offerings to 512 kbps, and by 2004, sold the business 
to Tata’s VSNL for Rs 273 crore. 

Wireless activity takes away some of the Indian 
imponderables, such as road digging, feels 
C. Sivasankaran, Chairman, Sterling Infotech Group, 
and promoter of Dishnet DSL. Today, the company 
is planning Wi-Fi hotspots (6,000 in 18 months), even 
as pilot WiMAX facilities are being tested. WiMAX is an 
external modem that can be fitted into a laptop for 
mobility anytime-anywhere; it also works with a 
PC. The connectivity is 512 kbps, says V.G. Suriya- 
narayanan, Vice President, sales and marketing, 
Dishnet pst. With 5.7 lakh notebook owners in the 
country, and with penetration growing at 200 per 
cent per annum, both services could take off with a 
bang. (Dishnet already has 200 Wi-Fi hotspots). It 
has lined up investments of Rs 250 crore for these ini- 
tiatives and hopes to break even in two years. 

Sivasankaran has repeatedly said: "Not to 
make profits is a sin; but to be sentimentally 
attached to a business forever is foolish!" It's a 
belief he's turned into a tried and tested busi- 
ness model: be the first mover, pioneer a new busi- 
ness, make a success of it and then cash out. Will 
he do it again? Watch this space. 

NITYA VARADARAJAN 


36 BUSINESS TODAY MAY 8 2005 


ә 


AN VAASVNHSIMN 





Carlson Calling 


The Carlson Group is expanding in India. 
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Carlson Group's Nelson: Indian hospitality beckons 


HE ENJOYS BEING A GRANDMOTHER MORE THAN 

being a CEO, “but only just". Meet Marilyn 
Carlson Nelson, 64, CEO of the $25-billion 
(Rs 1,10,000-crore) hospitality and travel services 
provider Carlson Group. The Minneapolis-based 
Carlson—which owns the Radisson, Park Plaza, 
Country Inn & Suites hotel brands and the TGIF 
chain of restaurants—is in expansion mode. “We 
have 22. hotels in India, and have signed contracts for 
14 new properties," informs Nelson. Also on the 
anvil: plans to launch the top-end Regent Hotels 
brand in India. *I believe, the travel industry in this 
country is poised for a boom," she adds. Interestingly, 
Carlson manages all its Indian properties under con- 
tracts. However, Nelson points out that the Carlson 
Group has invested money in its Wagonlit travel ser- 
vices joint-venture in India and has also established 
IMT (Institute for International Management and 
Technology), a hotel management institute with 
campuses in Kolkata and Gurgaon. 

India is on her radar for another reason as well. 
She's scouting for a BPO partner who can take care of 
Carlson's considerable back-office functions. “But if 
we transfer some transactions to India, jobs will be 
lost elsewhere. So, it is a very delicate tightrope." she 
says. Going by her track record, it'll be a breeze. 

KUSHAN MITRA 
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Agents in the hood? Yup, and they worked for Mphasis 


Good, Better, Oops! 


Mphasis discovers just how fickle fortune is. 


S IX MONTHS AFTER THIS MAGAZINE CALLED MPHASIS INDIAN IT'S NEXT 
big thing (see Br, June 6, 2004) and barely a month after it des- 
cribed how the company was now trying to buy its way out of trou- 
ble and to growth (see Acquire Or Die, Br, April 10, 2005), the com- 
pany surprised almost everyone with a 32 per cent growth in reve- 
nues and a 26 per cent growth in earnings (2004-05 over 2003-04). 
The modest growth of the rr services component of this (22 per 
cent to Rs 481.47 crore, and this now accounts for 62 per cent of 
the firm's revenues, down from 67 per cent last year) is a cause for 
concern, not alarm. More immediately, the company's results 
for the last three months (the period ending March 31, 2005) 
were modestly-impressive with revenues increasing 29 per cent, earn- 
ings 23 per cent, and revenues from IT services, 27.6 per cent. 

Not long after, an international study of BPO (business process 
outsourcing) firms (see Tbe World's Best BPO in this section) 
named Mphasis the world's fourth best BPO. The fact that it 
scores over Wipro Spectramind, Progeon and other larger firms 
wouldn't have been lost on the company. 

If the celebrations have been muted, it is because Mphasis 
has been embroiled in a controversy involving three former 
employees of its call centre arm Msource who siphoned some 
Rs 1.5 crore (around $340,000) off the accounts of some CitiGroup 
customers in New York. 

In a surprisingly well co-ordinated heist, the gang (some 14 peo- 
ple have thus far been arrested) obtained personal identification 
numbers, and using an elaborate chain of false addresses and 
bank accounts defrauded a few customers. *At no time does 
Mphasis have access to PIN numbers, which are required to access 
accounts. While the case is still under investigation, it is assumed 
that the fraudsters memorised account information and phone num- 
bers and contacted the consumers directly for the PIN numbers," 
says the firm's chief executive Jerry Rao. In a classic demonstration 
of bolting the stable door after the horses bolted, the company has 
now tightened security procedures and India's National Association 
of Software and Service Companies (NASSCOM) has called for a data- 
base of all BPO employees. Meanwhile, unions in the West are gloa- 
ting and Mphasis is discovering just how fickle fortune can be. 

RAHUL SACHITANAND 
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T. S. Santhanam 
1912-2005 





WEEK BEFORE HE BREATHED HIS 

ast in Chennai on April 15, 
Trichur Sundaram Santhanam was 
busy calling up his sons and grand- 
sons, checking on the outstandings 
on their books. But such was 
Santhanam, son of rvs Group founder 
T.V. Sundaram lyengar: hands-on 
and passionate about business. *He 
loved numbers", recalls his nephew 
and Sundaram Brake Linings 
Chairman K. Mahesh. Joining his 


father's business when he was only 


18, Santhanam quickly established 
himself as the group's *money man". 
In 1954, he set up Sundaram 
Finance, which still remains one of the 
most respected finance companies 
in the country. Santhanam equally 
loved sports. In the late 40s, he 
founded the Madras Greens, a club 
that boasted of several top football 
players. A tennis player and fan, 
Santhanam was often spotted in 
Wimbledon, cheering Indian tennis 
champ Ramanathan Krishnan from 
the stands. "When we think of JRD 
Tata, we only think of him foremost as 
a great Indian, and that is what | wish 
to say of Santhanam," says T.T. 
Sundaram Finance, who worked with 
Santhanam for the last two decades. 
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Back To Basics 


The Razr helps Motorola's cause. 


EW BOSS ED ZANDER'S GAMBLE IS BEGINNING TO 
INS off. Facing an onslaught from Korean chae- 
bols like Samsung and LG and rejuvenated mar- 
ket leader Nokia, Zander, a former chief of 
Sun Microsystems, decided that the $31.3-billion 


Я x 
(Rs 1,37,720 crore) Motorola should fall back on its 

' core engineering and design capabilities. Its new 

Р anthem: seamless mobility. “We will focus on accessing 


hal ty op le ld ol 
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information from any device and any location seam- 
lessly," Padmasree Warrior, Motorola's Executive 
Vice President and Chief Technology Officer told BT. 

The restructuring worked: Motorola's Razr phone 
model boosted sales by 35 per cent and helped it 
turn the corner. This slim phone, made of space-age 
alloys, packs in Bluetooth, camera and instant-mes- 
saging capabilities in a chic, ultra-modern, steel-grey 
body. *Sure, we missed some trends, but we are in 
constant touch with customers and partners to try 
and get a sense of what the market wants," says 
Warrior, adding: *Motorola has launched over 20 
products in the last few months itself." 

So, Motorola, which spent $3.5 billion (Rs 15,400 
crore) or 11 per cent of its sales on R&D last year, will 
lean on research centres (including one in Bangalore) 
to drive innovation. Its Indian operations will also 
work on building a handset tailor-made for emerging 
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Nokia's Warrior: On to the battlefield with tech-savvy tactics 


markets, Warrior discloses, adding that the first such 
phone will hit the stores in mid-2006. 

According to technology analysis firm Instat-MDR 
estimates, Motorola's global market share in mobile 
phones at the end of 2004 stood at nearly 16 per 
cent, compared to under 13 per cent for Samsung. 
Nokia is still the market leader with a 30 per cent share 
of the market. “I don't see Motorola losing out to 
Samsung and LG anymore,” says Neil Strother, Senior 
Analyst, Mobile Devices, Instat. That’s indeed good 
news for a company that invented the cell phone. 

RAHUL SACHITANAND 


Going, Going, Boeing... 


OEING SEEMS TO BE FLYING AWAY WITH THE GAME IN INDIA. AIR-INDIA IS 
likely to place a massive Rs 51,000-crore (close to $12 billion), 50-aircraft order 





VAVA D чула 


with the us aerospace major (Boeing will get $6 billion or Rs 26,400 crore; the rest 
will go to other suppliers). The contract reportedly includes eight 777-200LR ultra long- 
range aircraft, 15 777-300ER long-range 350-seater planes and 27 787-8 long-range 
250-seater aircraft. "These aircraft will offer Air-India both fleet commonality, economy 
and reliability at a great price", boasts Dinesh Keskar, Boeing vP, South Asia. 

Boeing's European rival, Airbus Industrie, is obviously not very pleased at this 
turn of events. "It is surprising that Air-India has not considered the new Airbus 
A350, or the A380 double-decker aircraft," says Airbus spokesperson David 
Velupillai. According to Civil Aviation Ministry sources, the Airbus offer was 
deemed to be too expensive. There's more: Indian Airlines' Rs 10,000-crore order 
for 43 planes might also go to Boeing. These huge orders, it is learnt, will give 
India the political leverage it so lacks on Capitol Hill. 
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Boeing's Keskar: 
Price conscious? 


KUSHAN MITRA 
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ROPSY DEATHS DUE TO ADULTE- 
rated mustard oil... pesticides in 

soft drinks... worms in chocolates... 
Long after the dust has settled on 
these recent food-related contro- 
versies in the country, the joke is on 
the consumer: he still doesn’t know 
the “truth” behind these reports. 
Who was responsible? Was anyone 
punished? Were these acts puni- 
shable under existing laws? Or were 
they, as the cola majors would have 
us believe, mere NGO propaganda? 
The government proposes to 
table the Food Safety and Standards 
Bill, 2005 (The Integrated Food Bill) 
in Parliament in the second half of 
the Budget session to address these 
issues. But the big question is: Will 
it provide the legislative framework 
to develop the over-regulated and 
under-nurtured Indian food and 
beverages industry? Well, yes and 
no! That’s because the Bill’s fine 
print betrays its good intent. The 
positives—replacing the multiplicity 
of laws like the Prevention of Food 
Adulteration Act (PFA), The Milk 
and Milk Products Order, etc., with 
one comprehensive legislation, and 
bringing the hitherto confusing 
multi-level, multi-departmental cont- 
rols under one roof—are outwei- 
ghed by the fact that the Bill does not 
give enough teeth to the consumer. 
For example, the proposed Food 
Safety and Standards Authority of 
India (FSSA!) under The Integrated 
Food Bill—which will regulate the 
manufacture, processing, import, 
export, distribution and sale of food 
in the country—has one consumer 
nominee, one representative from 
the food industry, one food techno- 
logist and as many as nine govern- 
ment nominees. The fear is that the 
FSSAI will become yet another arena 
for bureaucratic jousting, leaving 
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Integrated Food Bill 


Good intent, not-so-good fine print. 





Where are the worms? The government is working to ensure there aren't any 


it with little energy, technical capa- 
bility or will to carry out its man- 
dated responsibilities. 

One way out could be to follow 
the industry suggestion and expand 
the FSSAI to include 15 members— 
two from consumer associations, 
three from the food industry, one 
from the judiciary, two from nation- 
ally-recognised research and develop- 
ment institutes, one eminent food 
technologist and six government 
nominees. This will allow the gover- 
nment to exercise regulatory control 
and, simultaneously, ensure healthy 
debate and accommodation of all 
shades of opinion and interests and, 
thereafter, lead to robust legislation. 

The Integrated Food Bill does 
well to introduce various grades of 
offences and related penalties, which 
are lacking in the laws that now 
govern the sector. But it also streng- 
thens the inspector raj: it gives the 
food inspector sweeping powers to 
pick up food samples, inspect facili- 
ties and levy fines for non-compli- 
ance with “improvement notices". 
Past experience shows that such a 
system leads to all kinds of arbitrary 
decisions and graft. 


Then there is the issue of trace- 
ability from the farm to the table. 
Here, the onus has been placed 
solely with the food manufacturer. 
In a scenario where it is difficult 
to track the raw material back to the 
farm—because contract farming in 
India is still in its infancy—this will 
unnecessarily place an additional 
and unwarranted burden on the 
industry. There is a proposal to ini- 
tially make manufacturers accoun- 
table only for the value they add. 
This means they will be responsible 
for any acts of omission and com- 
mission in their factories, storage 
facilities and distribution chain. 
Thereafter, there could be an agreed 
timetable to extend this chain of 
accountability back to the farm. 

"There are obviously several 
building blocks that will have to be 
put in place," says Utpal Sengupta, 
President of Agro Tech Foods. That 
will take time. But having a single- 
window reference point for all stan- 
dards, regulations and enforcement 
is not such a bad first step for the 
Rs 3,15,000-crore Indian food pro- 
cessing industry. 

SHAILESH DOBHAL 
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Technology should be as 

simple as the box it comes in. 

vře believe technology can be advanced and simple at the same time. It can be 
заѕу to experience. It can be designed around people. Simplicity can be the goal 


of technology. It certainly is the goal at Philips. It just makes sense. 


Join us on our journey at www.philips.com/simplicity 
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IT’s No Different 


As Bangalore's latest land-scam-in-the-making shows all business is the same. 


pe SOFTWARE MAJORS 
never tire of reminding 
anyone who cares to listen 
that they are different from 
companies in other businesses, 
many of which (especially the 
larger ones) have been around 
for much longer. We are 
younger, goes the refrain, 
and operate in a knowledge 
industry; we do not carry 
any baggage of having ope- 
rated in the licence-permit- 
quota era and know our res- 
ponsibility to society. 

They may be all of that, 
but as recent happenings in 
Bangalore show, they are also reluc- 
tant to pay market rates for land. It 
helps that states and their Chief 
Ministers woo IT companies; they 
generate employment, add to the 
state's export numbers, and attract 
more of their ilk. 

Karnataka has been no laggard 
and the state government has been 
busy acquiring several thousand 
acres of land (it does not have an 
exact idea of the quantum acquired) 
for various purposes including the 
construction of the international 
airport at Devanahalli (some 4,300 
acres have been acquired for this) 
and allotment to rr companies. Not 
too long ago, it (the state govern- 
ment) announced that it was in the 
process of allotting 300 acres in 
North Bangalore to the city's tech 
glimmer twins Wipro and Infosys, 
and all hell broke loose. 

Farmers went up in arms accu- 
sing the government of forcibly 
acquiring land from them and han- 
ding it over to IT companies at prices 
well below the prevailing market 
rates. “Why is the government using 
its right to acquire land, forcibly 
and at below-market prices from 
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See the tech campus? Nor can Reddy and he likes it 


us, and giving it to the tech com- 
panies?” asks K. Jaganath Reddy, 
President, Belandur Village 
Panchayat (the village is near 
Sarjapur, an emerging destination 
for technology firms, and the state 
government's proposed IT corridor 
runs through it). “Why is the govern- 
ment subsidising billion-dollar com- 
panies in their land grab act?" 

Reddy's ire is understandable: 
the government pays farmers a com- 
pensation of Rs 25 lakh an acre 
compared to the prevalent price of 
Rs 13.2 crore. And for those readers 
wondering why farmers should sell 
if there is such a huge difference, the 
government enjoys what is called a 
right of eminent domain (this essen- 
tially means it can acquire any land 
it wants to). 

The IT companies involved 
(Wipro and Infosys wouldn't speak 
to Business Today because the first 
is in the quiet period in the run up 
to its results, which will be anno- 
unced around the time this issue 
hits the stands, and the second is in 
the quiet period in the run up to its 
ADS issue in the Us) insist that they 
have to take the government's help 


because of lack of clear titles. 
That explanation doesn't cut 
ice with anyone. *There is 
absolutely no merit in the 
government forcibly acqui- 
ring land and giving it to 
profitable companies at 
below-market prices," says 
Ramesh Ramanathan, 
= Campaign Co-ordinator, 
= Janaagraha, a Bangalore- 
* based citizen’s movement. 
© “Let the government auction 
2 land parcels and pay farmers 
* from the proceeds." 
The state's view is that if 
IT companies are not offered 
the land, they will leave for alternate 
destinations. ^A number of states 
like West Bengal and Kerala are 
ready to go to any extent to lure our 
companies," says a senior bureau- 
crat. He is also dismissive of Reddy's 
claims regarding the actual price of 
the land. *Owners always want 
more," he says. Allowing free-mar- 
ket dynamics to set prices may be 
the ideal way out but it's far quicker 
and cheaper to just grab the land. 
Last word: On April 15, the 
Karnataka High Court struck down 
the notification issued by the state 
government acquiring 2,750 acres 
of land from farmers for develop- 
ment of the Arkavathy residential 
layout by the Bangalore Develop- 
ment Authority in February 2004. 
The court said: *There is no public 
interest involved in the project as it 
only helps the affluent people at 
the cost of poor agriculturists." 
Some farmers whose land has been 
acquired by the government for 
other projects like the international 
airport and the IT corridor are 
jubilant and say that they will now 
go to court. 
VENKATESHA BABU 


Next time, use ice 
'efore you feel the pain. 


hilips Satin Ice. Satin Ice is the only epilator with the sense to have an ice pack 
tached to soothe and numb the pain while you're epilating. So you get smooth legs 


iat last for weeks, without the pain that seemed to last forever: 
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RESULTS» 


So Far, 
So Good 


G OING BY THE STOCK MARKET'S 
swooning act of mid-April, 
it may seem that investors don't 
expect companies to make 
profits—ever again. OK, we are 
exaggerating. But so is the 
stock market. One conservative 
guidance (by Infosys, which, 
among other things like a global 
knock-on effect, triggered the 
stock market fall) is hardly rea- 
son enough for investors to 
panic. And certainly not at a 
time when topline and bottom- 
line growth is looking robust. 
Consider the first flush of 
results for 2004-05. A Business 
Today analysis of the results 
of 64 companies shows a 33 


LOOKING GOOD 





Total Income* 30,837.47 40,864.24 3251 





Net Profit (РАТ)*3,516.68 5,653.36 60.76 






Based on results of 64 companies *Figures in Rs crore 


per cent jump in total income 
and a 61 per cent rise in net 
profits over the previous year 
(see Looking Good). Some of 
the more savvy readers may 
want to point out that stock 
prices reflect not past but future 
earnings. Indeed, and precisely 
our point. Infosys’ muted gui- 
dance was only for the first 
quarter of this financial year. 
The us market is expected to 
rebound in the second and 
third. Want a million-dollar tip? 
Buy stocks now. 


PRIYANKA SANGANI 


Saving time saves lives. 


Philips Brilliance CT Scanner. In an emergency room, time saves lives 


Philips Brilliance CT Scanner takes a comprehensive picture of a patient in se 


organs, blood vessels-at the push of a button, which could be the difference b 


life and death. It just makes sense. simplicity 


Join us on our journey at www.philips.com/simplicity 
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Maqbool (Film) 
VCD Rs. 150/- 


Code No. VCD Z 04010 





1. Sing With Us 
2. Love Beckons 
3. Just Dancing 


4. Strums and Drums 
5, Drive to Frenzy 


Code No. VCD M 03107 
Code No. DVD M 04172 





Amazing Fusion Concerts 
Rahul Sharma, Louis Banks, Taufiq Qureshi & Shafaat Ahmed Khan 
VCD Rs. 295/- DVD Rs. 350/- 


1. Invocation 
Smt. M. S. Subbulakshmi 
2. Raga Bhimpalasi 
Bismillah Khan & Party 
3. Raga Bihag 


Bismillah Khan & Party 
1. Dadra - Bismillah Khan & Party 


Code No. VCD A 04174, DVD A 04175 





Lakshminarayana Global Music Festival 
Volume - 1 
VCD Rs. 195/-, DVD Rs.295/- 


la. Adi Dev Namostutam 
1b. Mero Alla Meherbaan 


2. Govind Damodar Madhaveti 


Code No. VCD D 04189 
DVD Coming Soon 





The Very Best Of 
Pandit Jasraj - Volume 1 
VCD Rs. 195/- 








Special Offer 
BUY 1 get 1 


FREE" 


1. Ghambira 

2. Utsav 

3, Taj Mahal 

4. Chanchal 

5, Colours of India 
6. Ahimsa 


Code No. VCD M 03108 
Code No, DVD M 04171 





Amazing Fusion Concerts 
Ganesh and Kumaresh 
VCD Rs. 295/-, DVD Rs. 395/- 


1. Innvocation 
Smt. M. S Subbulakshmi 
2. Composition 
rova Вагата - (Thyagaraja) 
Raga Bahudari - Dr L Subramaniam 
3. Bhajan - Pandit Jasraj, 
Dr L Subramaniam, 
Smt. Kavita Krishnamurti Subramaniam 


Code No. VCD A 04176, DVD A 04177 


Lakshminarayana Global Music Festival 
Volume - 2 
VCD Rs. 195/-, DVD Rs.295/- 


1. Om Namo Bhagwate 
Vasudevaya 
2. Braje Basantam 


Code No. VCD D 04191 
Code No. DVD D 04192 





The Very Best Of 
Pandit Jasraj - Volume 2 
VCD Rs. 195/-, DVD Rs. 350/- 


*Conditions apply. Free VCD /DVD of same/lower price. 


sla! 
3 | 


1. Aaja Ve Mahi 
. Tere Ishq Nachaya 
3. Mere Saheba 
. Heer 
Saif-U]-Maluk 
. Video of Nit Khair Manga 


1. Raga Yaman 

2. Pagh Ghungroo Bandh 
Meera Nachi Re 

3. Saheliya Sajan Ghar Aye 

4. Main Kaise Aaungi 


Code No. VCD A 03110 


Code No. VCD B 03172 Code No. DVD A 04163 


Code No. DVD B 04170 





Tera Ishq 
Hans Raj Hans 
VCD Rs. 125/-, DVD Rs. 295/- 


Dama Dum Mast Qalandar 


Haq Bahu 


Maestros In Concert 
Kishori Amonkar 
VCD Rs, 195/-, DVD Rs. 350/- 


1. Raga Maru Bihag 
2. Raga Amba Manohari 
3. Raga Hamsdhwani 


3. Allah Hoo ‹ 
4. Ghunghat Chuk 4. Sadra-Bhawani Dayani 
‚ Suno Maharaj 


Code No. VCD A 03109 


Code No. VCD B 03175 Code No. DVD A 04164 


Code No. DVD B04170 








Sufis In Concert 
Hans Raj Hans 
VCD Rs. 195/-, DVD Rs. 295/- 


Maestros In Concert 
Parween Sultana 
VCD Rs. 195/-, DVD Rs. 350/- 


1. Srimahaganapathira 


2. Samukhananilva 


3. Enthamuddho 


4. Raghupathi Raghava Rajaram 


5. Yendaro Mahanu Bhavalu 


Code No. VCD M 03030 
DVD Coming Soon 





Maestros In Concert Sufis In Concert 
U Shrinivas & U Rajesh Wadali Brothers 5. 
VCD Rs. 195/- VCD Rs. 195/-, DVD Rs. 350/- 


Yes, I would like to order the following albums, 


Sno. Album Code по, Veo (оу [око (ty) Total | Tk Free 
(Qty) (Qty. Wie | Album | 





[1 |VCDZ 04010 





1. Mast Qalandar 

2. Ranjha Nadiyo Раа! 

3. Tere Ishq Nachaya 

4. Tujhe Takya Toh Laga Majhe 
5. Heer 


Code No. VCD B 03183 
Code No. DVD B 04168 


Please put a cross on the title code no. which you wish to order & also tick a free album of your choice. 





Add up the total value after checking individual prices of cassettes & CDs as given above. Please fill in block letters 
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* Please allow a minimum lead time of 3-4 weeks for delivery * Cut and mail this 
coupon to MUSIC TODAY. 201, F-14, Competent House, Connaught Place, 


New Delhi-110001. Please write your name and address on the reverse of cheque/ DD 


e Price valid only for India All disputes are subject to the exclusive jurisdiction of 


competent courts in Delhi Only. 


For any suggestions and feedback please write to musictoday@intoday.com а. + 
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Thirty flights an hour, eight luggage lines: Spot the problem? 





Seventh In Queue And Waiting 


All those planes, and nowhere to land. The airline boom has an adventitious fallout. 


LITTLE AFTER 8.40 P.M., THE 

flight from Chennai to Delhi 
has taken off on time, and this 
correspondent is wondering 
whether to play a guessing game 
(What's for dinner?) with himself or 
dip into Malcolm Gladwell’s The 
Tipping Point when the captain 
comes online with the mandatory 
post-take off announcement. Blah, 
blah, blah, he goes. Then, “We 
will reach Delhi at 10.50 p.m. as 
scheduled, but depending on our 
position in the queue, we could 
take anything from 15 to 20 min- 
utes more to land.” The flight 
eventually lands at 11.15 p.m. 
And not even The Tipping Point is 
gripping enough for an individ- 
ual to condone that sort of delay. 

This was the Chennai-Delhi 
flight; colleagues who fly frequently 
between Delhi and Mumbai have 
horror stories to narrate of 20 minu- 
tes in the queue prior to take off in 
Delhi and an identical time in the 
queue, waiting to land in Mumbai. 
That’s because the two airports in 
question, Delhi’s Indira Gandhi 
International Airport and Mumbai’s 
Chhatrapati Shivaji International 
Airport, account for 60 per cent of 
all domestic traffic. 

The problem is this: India’s air- 
traffic infrastructure was built at a 
time when domestic air travel was 
the privilege of a few. You were 
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either senior enough for your com- 
pany to fly you across the country 
on work, or you were rich enough 
to do so yourself on a whim. These 
days, thanks to apex fares, the 
booming economy and the growing 
prosperity of the general populace, 
everyone flies. And apart from old 
faithfuls Indian Airlines, Air Sahara 
and Jet Airways that have either 
increased the number of flights they 
operate or are considering expand- 
ing fleets (or both), and new entrant 
Air Deccan (the pioneer of the dis- 
count airlines movement in India), 
a clutch of airlines such as Kingfisher 
and SpiceJet (and several others 
such as Go!) are rushing to grab a 
slice of the business. Some esti- 
mates suggest that by 2007, 
there could be as many as 
300 aircraft (there are cur- 
rently around 150) criss- 
crossing the Indian skies and 
ferrying 30 million passengers 
(15 million last year). 

“There are definite issues with 
both air traffic control and landings, 
but it isn’t as if there is no solu- 
tion," says Alex Wilcox, CEO of the 
soon-to-take-wing Kingfisher 
Airlines. “In Mumbai, for instance, 
there is a second runway that can be 
used by narrow-body aircraft, and in 
Delhi there is one that is hardly 
used.” Air Deccan’s CEO Captain 
G.R. Gopinath suggests that Delhi’s 








Safdarjung Airport be used by 
small private aircraft “that really 
clog up landing slots”, but given 
that this airport lies in the heart of 
Lutyens Delhi (where all the poli- 
tical bigwigs live) security consi- 
derations have led to it becoming 
a rarely-used facility. 

India’s Minister of Civil Aviation 
Praful Patel admits that congestion 
is a major issue, especially in Delhi 
and Mumbai, but claims work is 
afoot (high-speed taxiways, 
upgraded software and the like) to 
“increase runway use from 25 
movements per hour to 35”. That 
would increase runway capacity by 
40 per cent and that should do if 
things go according to Patel’s 
design and “we see more point 
to point traffic; flights from 

cities like Raipur, Nagpur, 
Dehradun to the rr hubs". 
The minister also believes 
the problem can be solved by 
expanding the Delhi airport and 
building a second airport on the 
outskirts of Mumbai. “London, 
Paris, New York, Chicago have 
multiple airports,” he says. “Why 
not Mumbai?” 

Much of these proposals will 
take time to be implemented. The 
next time I have to fly I propose to 
take something a whole lot more 
gripping than Gladwell. 

KUSHAN MITRA 


SVG унау 


E 
AWNS, 6 LANE EXPRESSWAYS, 
PLUG AND PLAY INFRASTRUCTURE, 
A SPECIAL ECONOMIC ZONE, 
AN ENTIRE CITY. 


fahindra World City is what happened when businessmen were busy 
yaking other plans. An international-standard fully integrated 
usiness city has taken shape at the threshold of tomorrow. Located 
ist 30 minutes from Chennai airport, it is a businessman's dream 
ome true. Sylvan surroundings, an onsite railway station, 
ell networked transport & communications systems, six lane 
xpressways, captive power and abundant water are all part of this 
400 acre mega reality. It even accommodates Corporate India's 


first SEZ. Benefits here include income tax holidays, exemptions on 
duties апа taxes, onsite customs, single window clearance and 
hassle-free operations. There is no reason to step out of here for 
business or otherwise. The walk-to-home residential township will be 


replete with all social and recreational facilities, No wonder, disceming 


business leaders have already decided on Mahindra World City. 


Come discover the world 
your business needs. 


New Cherri 


GD mahindraWorld City 


Mahindra-TIDCO (Tamil Nadu Industrial Development Corporation Ltd) Initiative. 
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ISB vs IIM-A 


Competition hots up in the one-year MBA market. 
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ISB students: Will their queue thin next year? 


O FAR, IT HAS BEEN THE USP OF THE HYDERABAD-BASED INDIAN 

School of Business (ISB): An intensive one-year MBA prog- 
ramme for students with work experience. But come April of 
2006, India's best-known B-school, the Indian Institute of 
Management in Ahmedabad (iM-4), will launch a similar prog- 
ramme of its own. Will that dent ISB’s appeal? The threat 
can't be ruled out. The Vastrapur-based management school 
scores over ISB on a couple of important fronts. One, the 
school has a brand equity far more valuable than isb's. Two, its 
one-year MBA (called post graduate programme in management 
for executives or PGPX) at Rs 8 lakh will cost almost half of isb's 
(Rs 14 lakh). Says G. Raghuram, IIM-A’s professor in charge of 
the programme: “Apart from providing international exposure 
to the participants, we will scout around and get interna- 
tional faculty and course material." 

Is ISB worried? “As pioneers, we know we will be imi- 
tated," says Ajit Rangnekar, the school's Deputy Dean, him- 
self an IIM-A alumnus. And far from being a threat, the 
move, he says, will vindicate the school's belief in the one-year 
MBA model. That apart, says Rangnekar, there's room for seve- 
ral more good B-schools and programmes. *We need at 
least 50 top B-schools with such programmes over the next 
five years," he says. On its part, 15В has been expanding its 
batch size every year. In 2004-05, it had 273 students. This 
year, the number is 320. In contrast, IIM-A will only take 40 
students in the first year for its first executive MBA. Therefore, 
ISB may still gain on the rebound. 

E. KUMAR SHARMA 
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HLL goes adult with its ice creams. 


y bi SUMMER LOOKS HOT. THAT ISN'T THE 
weatherman talking, but the ice cream 
marketer, who seems to have abandoned an 
age-old positioning of the product (as a 
fun, family treat) in favour of a new one: as 
an adult indulgence. Leading the new stra- 
tegy is Hindustan Lever Ltd. (HLL), which has 
reworked the marketing communication of 
its Kwality brand to something more risqué. 
Its television and bil- 
lboard ads show 
adults “pleasuring it 
up” quite sugges- 
tively (see right). 
What’s up? Accor- 
ding to an HLL spo- 
kesperson, the repo- 
sitioning is “a bid to 
reflect the sensorial 
awakening in soci- 
ety”. Evidence of 
which, the spokes- 
person continues, is 
to be found in the 
spending one sees at 
malls and multi- 
plexes. At any rate, 
says the spokesper- 
son, given that half 
of the country's pop- 
ulation is between 
18 and 34, its new 
communication bet- 
ter reflects its image 
as a youthful and 
indulgent brand. 
Rivals haven't yet 
followed suit. On 
the contrary, ones 
like the Anand- 
based milk marketing 
cooperative Amul, whose officials were not 
available for comment, are sticking to their 
family-centric campaigns. Will HLL's new 
positioning put its Rs 89-crore (2004 reve- 
nue) ice cream business on the boil? Hard to 
say. For, this is one category where avai- 
lability plays a bigger role than just branding. 

PRIYANKA SANGANI 
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The World’s Best BPO 


It is IBM Global/Daksh, but there is a sting in this tale. 


TOP 10 Cy CAN NOW 


refer to their own 
1 IBM Global/Daksh black book (The Black Book 


2 Accenture of Outsourcing; Doug 
3 Hewlett-Packard Brown & Scot Wilson; 
4 Mphasis (Msource) Wiley Publishers) and, as 
5 Ernst & Young/Capgemini was to be expected, India 
6 Wipro Spectramind has reason to be happy. 
7 ICICI OneSource There are three Indian firms 
8 eFunds Global Outsourcing in the top 10 (four if you 
9 Convergys include ївм Global/Daksh) 


10 Affiliated Computer Systems and another 12 firms in the 
top 50. In percentage terms 


OTHERS IN THE TOP 50 that would mean Indian 


firms account for 30-32 per 


14 HCL Technologies cent of the world’s top busi- 
15 Xansa ness process outsourcing 
19 Satyam (Nipuna) (BPO) firms, and every 
22 24/7 Customer Indian firm that figures in 
25 Infosys (Progeon) the list (and every one that 
32 i-flex doesn’t) must be praying 
33 TCS that this will someday trans- 
38 Datamatics late into a similar propor- 
41 iGate tion of the global business 
45 Patni Computer process market, esti-mates 
47 VCustomer of which vary from $300 
49 WNS Global billion (Rs 13,20,000 


crore) to $544 billion 
(Rs 23,93,600 crore). 

Mphasis, a company that this magazine has praised and 
damned in turn (see Good, Better, Oops! in this section) must be 
the happiest of the lot. The company, which merged its BPO 
Msource with itself in September 2004, is ranked #4, although this 
still isn’t vindication of its claim that its BPO and IT services offerings 
are far more integrated than that of other firms and that this trans- 
lates into a winning selling proposition in the marketplace. 

The happiness of Indian BPOs, however, is likely to be shortlived. 
“The rates of growth of India and China will, in five years, lead to 
a situation where western outsourcing to these nations is no 
longer a profitable option,” say authors Brown and Wilson. “The 
costs of labour in China and India will approach that of western 
nations and limit the benefits of offshoring.” That could well mean 
that companies seeking to outsource work to BPOs may find cul- 
turally better-matched vendors in Baltimore than in Bangalore. 
Outsourcing may be becoming a widespread phenomenon—the 
authors point out that mid-sized corporations accounted for 
more outsourcing deals in 2004 than large ones—but Indian 
firms may not really benefit from it in the future. 

RAHUL SACHITANAND 
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What, we worry? Infy's top management 
before announcing the 2005 results 


51,000 CRP 


The I-bug 


HE FACT THAT GLOBAL STOCK MAR- 

kets were cold that day con- 
tributed, but if analysts are to be 
believed, Infosys Technologies' 
below-par results for 2004-05 (it grew 
revenues by 46.91 per cent and ear- 
nings by 48.48 per cent) and con- 
servative guidance for 2005-06 (it 
hopes to grow revenues by between 
24.7 per cent and 26.6 per cent for 
the year, and between 32 per cent 
and 33.2 per cent for the quarter 
ending June 30, and earnings by 
between 23 per cent and 24.9 per 
cent for the year, and by 32.7 per 
cent for the quarter) are to blame. 
One would have thought these num- 
bers were impressive; a growth of 
around 25 per cent—analysts expect 
it to actually be around 35 per cent 
given the company’s record of 
keeping expectations low—on a 
base of Rs 7,129.65 crore (that is 
what the company closed 2004-05 
with) is nothing to be sneezed at. 
However, the market sneezed; some 
Rs 51,000 crore in market capi- 
talisation vaporised (on April 15); 
and the term irrational expectations 
grew richer by one more example. 








THIS IS A STORY ABOUT EVOLUTION AND CHANGE. 


ITS ABOUT TEAMS OUT OF SYNC, INFORMATION 
OUT OF CONTROL, AND PEOPLE EVERYWHERE 
FINDING THEMSELVES OUT OF THE LOOP. 


ITS ABOUT THE NEW REALITIES OF WORK. AFTER 
ALL, THE WORLD HAS EVOLVED. THE WAY WE 
WORK HAS EVOLVED. TECHNOLOGY HAS EVOLVED. 


AND SO, MICROSOFT OFFICE HAS EVOLVED. 


Did you hear the numbers 
changed last night? 
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We only have five minutes 
to update the presentation! 
What do we do? 


You guys hide in the closet 
and I'll fake stomach pain. 


As the world around you changes, your software needs to change, too. That's 
why the latest version of Microsoft* Office has evolved for the times. Today's 
Microsoft Office helps you better manage documents, organise your workload, 
and collaborate with coworkers—not just from your desk, but from almost 
anywhere. In short, it's made for the challenges we all face every day. 

It's time to evolve the way you work. Discover how at 


microsoft.com/office/evolve 


We still have Office 97. 


| thought we were feeling 
a little behind the times. 





Made In India 


Made for the world. It’s clichéd, but the manufacturing boom is on. 


E THIS MONTH, A 
manufacturing facility of 
Finland’s Elcoteq Network 
Corporation, one of the 
world’s largest Electronics 
Manufacturing Services (EMS) 
firms—the breed manufactu- 
res entire products for origi- 
nal equipment manufactu- 
rers, sort of like contract 
manufacturing, just much 
more advanced and com- 
plex—started operations in 
Bangalore. Elcoteq makes 
products for firms such as 
Nokia, Siemens and Sony- 
Ericsson; its Chairman Antii 
Piipo, in India for the com- 
missioning of the plant, the 
company’s 31st and first in India, 
says: “India is very important to us 
and to our clients... The big dom- 
estic market, (availability) of skilled 
labour and cost advantage were 
reason enough for coming here.” 

Риро is right on the demand 
thing; his company largely makes 
products for telecom firms and 
India's telecommunications mar- 
ket has been on overdrive for the 
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Elcoteq's Antii Piipo: He is pro-manufacturing 


past two years. The country already 
boasts 51.4 million mobile teleph- 
ony connections with 1.7 million 
new ones being added every month 
(that's 40 added every minute). 
Not surprisingly, Nokia recently 
announced an investment of 
Rs 625 crore in a handset-manu- 
facturing facility in Tamil Nadu 
and Hyundai proposes to invest 
$50 million (Rs 220 crore) in a 


facility that will make both 
GSM and СОМА phones. 
The entry of EMs firms 
such as Elcoteq signals the 
emergence of India as an 
attractive destination for 
hardware manufacturing. 
EMS majors Flextronics, 
Solectron (through a sub- 
sidiary Solectron Centum), 
and Jabil Circuits are already 
here. It also indicates life 
beyond mobile phones. This 
т year, says data from Skoch 
Consultancy, an IT research 
firm, some five million pcs 
will be sold in India (last 
year, 3.4 million were sold). 
This, says Sameer Kochhar, 
the firm's CEO, is *a market large 
enough for manufacturers to begin 
looking at setting up larger manu- 
facturing facilities in the country". 
As this magazine pointed out in 
early 2004 (see Hardware's 
Rs 75,000-crore Opportunity, BT, 
February 29, 2004) the Indian 
hardware-manufacturing story is 
well and truly on. 
SUPRIYA SHRINATE 
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Canada's Dealmaker In Delhi 
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EDC's Nesbitt: Heave-ho 
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FTER 30 YEARS OF DOING BUSINESS WITH INDIA, CANADA FINALLY NAMED A PER- 

manent India representative for its trade-facilitating agency, Export 
Development Canada (крс), early April. The announcement, made by 
Canada's Minister of International Trade James Scott Peterson on his recent 
visit to the country, is significant. Although India is Canada's largest trading part- 
ner in South Asia, the annual trade adds up to less than us $2 billion (Rs 8,800 
crore). Tasked with changing that is Peter Nesbitt, a 10-year South-Asia 
veteran and who was Scotiabank's pointman in Bangalore. "Canadian exporters 
are realising that opportunities in India are for real, while for India, Canada can 
be a beachhead to the us," says Nesbitt, EDC's India representative. 
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HE'S BROUGHT BAJAJAUTO 
BACK FROMTHE BRINK... 


In 2000, all Bajaj two-wheelers 
lost money. Today, all segments are 
profitable, operating margins are the 
highest and the Pulsar is a cash cow 


ш Four years ago, Bajaj was at the 
#4 position in motorcycles. Today 
Bajaj is a clear #2 


ш From 1995, Bajaj has been 
making bikes, but few succeeded. 
The CT100, Pulsar, Discover, and 
the to-be-launched Avenger are 
changing that 


i Volume growth in 2004-05 in 
motorcycles was the highest in the 
industry, at 41.6 per cent. A 33 per 
cent increase is targeted for 2005-06 


ш |n the mid-1990s, warranty costs 
were as much as Rs 400 per vehicle. 
Today they're down to Rs 18 


... AND HE'S NOW FIRMLY 
ON THE GROWTH PATH 


т Take the Bajaj brand into the 
seven million motorcycles South-east 
Asian market, by perhaps buying 
into Kawasaki 


B Enter China, which accounts for 
close to a third of world sales, 
perhaps in a JV with Taiwanese 
majors like Kymco and Sym 


m Chip away at Hero Honda's 
strength in the mid-segment by 
changing the complexion of that 
segment with new products just 
below and above 125 cc 


ш Relaunch a range of scooters 
by changing the proposition; 
they won't look and behave like 
scooters any more 


i Launch a more contemporary three 
wheeler, and a four-wheeler goods- 
cum-passenger light transportation 
vehicle for intra-city purposes 





For the new CEO of Bajaj Auto, nothing is impossible: 
Buying into partner Kawasaki’s Asean operations, a 
joint venture in China, even the acquisition of a 
European brand. His goal: Grow Bajaj five times 

by tapping the global market. BY BRIAN CARVALHO 


HEY RE CALLING IT THE AVENGER. BY JUNE, EACH EMPLOYEE AT BAJ 

Ltd. (BAL’s) plant at Chakan—on the fringes of Pune—will mak 
extra vehicle per day. Currently the 800-strong workforce produces 
2,400 Pulsars (150 and 180 cc) and Discovers in two daily shifts. Come 





June, Chakan will be rolling out another 800 motorcycles. At first 
glance, these would look suspiciously similar to BAU's earlier attempt at a crui 
ser in the guise of the 175 cc Eliminator. That product, priced in the Rs 90,000 
bracket, wasn't a rage, although it served the purpose of announcing that BAL could 
also make bikes high on style and power. The Avenger is pretty much the Elim 
nator, but then again it isn't. Certainly not the engine. BAU's R&D team has mou 
ted the best-selling Pulsar's 180-cc DTS-i engine onto the Eliminator (which didn't 
boast a too-advanced power plant), re-engineered the frame for a more refined 
drive and, most importantly, been able to slash the cruiser's price to around 
Rs 63,000, thanks largely to the economies of scale that are go be gained by 
increased volumes of the Pulsar (30,000 of which are bought every month) 


Af SHA VHDOLOHG 


The Avenger—another name Rajiv Bajaj, Managing Director since April 
was toying with was “Aura”, reveal company officials—may not end up as on 
of the many high-volume warhorses Bajaj's R&D and product engineering team 
is currently prototyping, but there's a clear message in the branding: That Bajaj 
is back. From the brink. With a bang. 

With a vengeance. 
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Sanjiv Bajaj 
EXECUTIVE DIRECTOR/ BAJAJ AUTO 


"We'll tap 90 per cent of 
the global market, which 
is five times the Indian one. 
In 5-7 years, India will be 
just one of our businesses" 


Five years ago, things were so 
bad that BAL’s future as a two-whe- 
eler manufacturer appeared bleak, 
with the one-time champion get- 
ting relegated to fourth position, 
and profits from two-wheelers non- 
existent. Today, BAL is a clear #2 
with close to a 30 per cent market 
share, although it is still some distance 
away from leader Hero Honda, 
which accounts for one of every 
two bikes sold. Profitability isn't an 
issue any more, with operating mar- 
gins in the 15 per cent region, mak- 
ing it one of the most profitable 
automobile companies in India. 
"The situation was fundamentally 
rotten... as a two-wheeler company 
we might not have existed... today 
the trend is in our favour... we've 
been #1 before, but right now being 
smarter is more important," says 
Rajiv, who began his career at BAL 
on December 19, 1990—he remem- 
bers the day—after returning from 


66 BUSINESS TODAY MAY $ 


2005 





the University of Warwick with a 
Master's in systems engineering. 


The Bajaj Way 

Beating Hero Honda, the leader in 
motorcycles, which sold half of the 
total 5.2 million mobikes in the 
market last year, and regaining the 
tag of #1 two-wheeler manufac- 
turer in India, is of course a priority. 
But these days Rajiv (38) along with 
brother Sanjiv (36), is seeing a big- 
ger picture—a picture not just res- 
tricted to the domestic market, but 
one that's painted across close to 90 
per cent of the global market for 
two-wheelers, and one that is five 
times larger than India. Simul- 
taneously, Rajiv plans to chip away 
at Hero Honda's dominance in the 
executive segment, which is the 
largest, accounting for half of all 
bikes sold, with the six-month- 
young Discover 125 cc, and a num- 
ber of variants around it, just above 
125 cc and below. He'll do so by 
riding on the product development 
skills endorsed by consumers who 
have lapped up the Pulsar at the 
premium end—800,000 Pulsars 
have been sold in the last four years, 
and recently in January production 
peaked at 1,150 Pulsars a day. The 
Pulsar itself—a segment that didn't 
exist until Bajaj launched it—will 
be extended into a higher cc level, 








possibly 200 cc, perhaps even 250 
cc. The cr 100 at the entry level, 
which would have just completed 
sales of 1 million since launch last 
May, will also be tweaked to pave 
the way for a couple of variants. 
The objective: Command a price 
via innovation and differentiation. 
“Be it the Honda Activa in scooters, 
or the CT, or the Pulsar, the most 
expensive product is the segment 
leader. The whole theory that India 
is a price-sensitive market is 
bull****. Only the unimaginative 
feel that way. The Indian consumer 
will pay if he sees value, for which 
there has to be enough innovation in 
the product. We are about to launch 
a new, upgraded cr 100 to celebrate 
its first anniversary. Hero Honda 
celebrates anniversaries by giving 
price discounts, we do it by making 
better products,” quips Rajiv. 
Meantime, BAL will also climb up 
the knowledge ladder by developing 
higher-powered bikes, right up to 





S. Sridhar 


“By the third quarter of 
2005, our target is to get a 
40 per cent share of the 
executive segment (so far 
dominated by Hero Honda)” 


250 cc—and maybe some day up to 
2,000 cc—exploiting the huge 
unlocked opportunity that will play 
out in the Indian two-wheeler mar- 
ket, maybe not so much for volumes 
but for chunky profits (the higher 
you go up in cc, the higher are the 
profit margins). Once the Bajajs 
master the development of higher- 
range bikes, it will pave the way 
for an entry into European and us 
markets. In three-to-five years, BAL 
could use a dual brand approach 
in Europe—similar to the Toyota 
and Lexus strategy—by acquiring a 


European brand that will enable a 
quick ramp-up and a dealer front- 
end in that region. Much before 
all that, though, in 18-24 months 
BAL would have unveiled a range 
of scooters that, well, won't look 
and behave like scooters, but might 
cost as little as one. And, yes, Bajaj 





might just be ready in a couple of 
years with a four-wheeled, light, aff- 
ordable, transportation vehicle that 
could take the shape of a city car. 
Doubtless most exciting is Bajaj's 
plan to enter the Asean region, Latin 
America (primarily Brazil) and 
China. “In five-to-seven years India 


GROWTH DESIGNS 


festation of Bajaj Auto Ltd.'s (BAL's) R&D, design and 
product engineering skills, but it isn't as if R&D was a 
stranger earlier at the Akurdi headquarters of the Pune-based 
two and three-wheeler giant. A couple of decades ago Bajaj 
developed the blockbuster rear engine three-wheeler; the once 
- best-selling M-80 too was an original. The problem for BAL 
_ though is that somewhere down the line—between the late- 

` -1980s and the mid-1990s—the focus shifted from product 
. development to high-volume manufacturing. Long waiting lists 
meant customer rejection was non-existent, which ín tum me- 
ant there was little reason to shift the focus on to product im- 
provernent and away from volumes (in 1997-98 the company 
“produced all of one million scooters, which included of 
course the Chetak and a range of variants not too different from 
the bestseller). Such monotonous production also meant 
machines were inflexible and manufacturing processes rigid, 
` discouraging improvements and innovation. The short point: 
R&D was forgotten. “R&D is like art: You can only get better 
by practice, otherwise you degenerate,” points out Abraham 


T= PULSAR MIGHT HAVE BEEN THE MOST HIGH-PROFILE MANI- 


Joseph, one of the five members of the core team that set out 
to change things at BAL along with Rajiv Bajaj, and now head 
of BAL's R&D division, tucked in a comer at Akurdi, away from 
the bustle and din of the production and assembly lines, 
The Pulsar gave Joseph, and Bajaj, the confidence to be- 
lieve that they could develop world-class bikes that could com- 
mand the highest price tag in the market. When Joseph be- 
gan work on the Pulsar he knew he had to build the best mo- 
bike in the country—anything less would have meant the end 
of Bajaj as a two-wheeler maker.After the Pulsar, Joseph got 
cracking on modifying the engine of the Boxer (which was on 
a Kawasaki platform) to develop a more fuel-efficient, rideable, 
powerful and refined two-wheeler. Result: The CT 100, 
which is doing almost two times the sales of the Boxer, even 
as it is priced the highest in the entry-level segment. The 
Avenger, the old Eliminator mounted with a 180-cc Pulsar en- 
gine, is the next product that will roll out from the Bajaj sta- 
ble, and there are at least five more projects Joseph is work- 
ing on currently. “Bajaj today is driven by engineers, not 
managers," thunders Joseph. It's easy to see why. And how. 
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will be just one of our businesses,” 
says Sanjiv, Executive Director in 
charge of the international business 
(he’s also head of finance). As Sanjiv 
sees it, Bajaj can launch products in 
these markets positioned some- 
where between the Japanese majors 
and the low-cost Chinese models. If 
Japanese 125-cc bikes cost $1,500 
(Rs 66,000) and Chinese bikes $700 
(Rs 30,800), Bajaj could get in at 
$1,000-1,200 (Rs 44,000-52,800) 
with a similar model. *We could 
even give a 150 cc for $1,500," 
adds Sanjiv, revealing BAL’s obsession 
with providing the customer “more 
for the same price”. 

Rajiv reveals that partnering 
Kawasaki—by buying a stake in its 
Asean operations—is an option for 
fast ramp-up (rather than creating 
capabilities from scratch). “Kawasaki 
has a presence in every Asean coun- 
try in terms of plant, dealer network, 


THE BIG BREAK 


vendor base. It’s hypothetical, but 
the best thing to happen would be if 
Bajaj would take this over, because 
Kawasaki’s interest in this region 
is waning... they want to build a 
better helicopter or a bullet train. 
One way to get onto the fast track 
in Asean would be to purchase this, 
It is something we discussed with 
the seniormost team of Kawasaki 
last month, not that we'll buy them 
out, but how we can work together. 


PAN, 


Engineering head Shrivastava: 


And that applies to Brazil also.” 
What might make the Kawasaki 
alliance in South Asia work is the 
respect the Japanese major has for 
Bajaj. “Kawasaki was our initial 
benchmark. Today, Kawasaki 
acknowledges we are better than 
them in terms of productivity and 
quality (in lighter bikes),” says 
C.P. Tripathi, vp, Operations. 
Then there’s China—close to a 
third of the global market. “The 


FROM THE PAST 


HAKAN: WAS STARTED OUT OF FRUSTRATION,” |S PRADEEP 
Shrivastava's favourite way of providing a reason for 

Bajaj Auto putting up a new plant in the late 1990s, 

some 45 km away from the Akurdi plant (and the head- 
quarters) in the back of beyond, at least at that time. For: 

Rajiv Bajaj and his core team, the objective was clear-cut: 
To create a break from the past that refused to let go of built- 
in systemic rigidities, and inflexible equipment and man- 
power; a past that was making it impossible to attain the 
- - much-avowed goal of producing Japanese quality in India— 
-something Rajiv badly wanted to prove was very much pos- 
sible. Even if systems and equipment could be changed 
ovemight, there was something else prevailing in Akurdi (and 
Waluj, the other Bajaj plant near Aurangabad) that just 
couldn't be remoulded. "It would have been difficult to-do 
what we're doing in Chakan in Akurdi because the mindsets 
(at Akurdi) weren't changing," adds Shrivastava, who's 
also head of Engineering at Bajaj Auto. 

A walk through the Chakan plant—which currently 
produces Pulsars, Discovers, and soon, the Avenger—reveals 
the obviously perceptible differences between this unit 
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and Bajaj's older ones. The average age of the 800-odd cell- 
members (workers, if you insist) is 24, three-fourths of them 
are engineers, and the good part of course is that they carry 
no baggage from the past, which makes them open about 
learning. They're largely multi-skilled—as doctors and fire- 

"fighters, for instance—and aren't wasted on roles like 
supervision and inspection, which Shrivastava terms 
"extraneous, non-value-adding" exercises. 

Unsurprisingly, Chakan has been producing 2,400 

two-wheelers a day, which means three vehicles per 
employee, as against the average 0.8 vehicles per day at 
Akurdi (Bajaj's total workforce stands at 10,500). That figure 
-will soon go up to four vehicles by June once the Avenger 
hits the market, with 1,600 Discovers being rolled out, along 
with 1,600 Pulsars and Avengers. Going forward, 
Shrivastava says all high-end models will be made at 
Chakan, even as he reveals “an implicit faith” in the 
capabilities of the R&D division. The equation between the : 
two is evident in the fact that R&D developed the Pulsar, and 
since then over the past four Jus Chakan has tumed out 
800,000 of them. 


: THE VENDOR COMPONENT - 


LN APRIL. 2000, BAJAJ AUTO нар 50. ISG vendor. base, de is а. 
vendors supplying roughly- half of -huge opportunity for growth. ‘The > 
“the components needed. Today, ће - growth so far is nothing to be sneezed 


company relies on 210 suppliers, and | at either, thanks in the main to the - 


the company makes only 15 percent of. “rationalisation. Over the past three 


г the core components like crankshafts, _ 


M camshafts,. ‘crankcases and primary - 66 per cent. The 200-odd vendors - 
for their part have grown at an average А 
2200 per cent. To ensure that these | 


` fears: Last fortnight, even the petrol. , 
tank moved out of the Bajaj plants, - 


3 with an Indo-Thai joint venture be 


- -ween Thai Summit and JBM signing up - 
E with Bajaj: “Till recently we considered _ 
. petrol ‘tanks our core competency... 
i five years ago, frames were being made _ 
- in-house; today they're not. Eight years | 
ago we were making silencers in-house, ` 
“today | have four companies making sil- © 
© encers for us. It's all a function of tech- _ 
г nology that’s available,” points out N.H. 
i Haves Vice President, Materials. 
4 - Hingorani adds that Bajaj “Auto - 
A will be increasing its capacity from. 
+ 5,000 motorcyles a day to 9,000 in 
_ two phases. In the current year itself, 
“targeted production is 2.5 million _. 
(motorcycles and scooters) a 


x d ` ArT: а 


years, Bajaj has grown cumulatively at 


-venidors are in a position to deliver 


quality supplies, Bajaj has arranged а _ 


number of. international technology 
_ tieups. For instance, a technology 
alliance was formed to make front 
` forks between the local Endurance 
group and Paoli Mechanica of Italy, 
Europe's leading: front forks manufac- 
> turer, with Rajiv Bajaj himself pitching 
into ‘get the partners together. _ 

- Of the: 210 suppliers, 120 are- 
"betty: ‘much dedicated, with 80 per 


cent of their turnover coming from - 
-Bajaj (21 of the vendors are at Chakan, : 


with another 17 due to start up). By 
г reducing the number of vendors, the 
Lopes ah is sak ЛИ; 






МР (Materials) Hingorani: 
Leveraging partnerships to 
get more out of less 


them become single-source suppliers. 
For instance, of the 552 items that go 


‘into a Pulsar, 521 (94 per cent) are 


from single-source suppliers. This ens- 
. ures commitment as well as less dup- 


lication of development costs, which is 
inevitable in a multiple vendor sce- 
nario. The downside of course is higher 


-risk that comes with a single source, 
- but the hedge is the multi-location of 
the vendors, at Chakan (which also 
ipe ie Akurdi) as well as Waluj. 


market's there, and it's huge, maybe 
not in profitability terms—every- 
one from Honda to Toyota has not 
made money there. We have to 
find a smart way to go there,” says 
Rajiv. One such smart way would 
be to find a partner familiar with the 
Chinese market. “Taiwanese com- 
panies Kymco and Sym are looking 
for some kind of partnership (with 
Indian companies). Theoretically it 
would be very interesting if Bajaj 
could combine forces with someone 
like that,” suggests the MD. 

The third, slightly longer-term 
prong of the global gambit is to 
step into Europe, and eventually 
the us. By then, in two-to-three 
years, BAL's R&D team would have 
developed heavier bikes, up to 250 
cc, even more. “Definitely acquiring 
a European brand (is an option), 
and from time to time there are 
proposals from various brands. One 
can follow a dual brand approach, 


like Toyota and Lexus. We are not 
looking at getting anybody else’s 
product or technology or cost quality, 
but the acquisition will be purely of 
a brand that will give a quick ramp- 
up effect because of its familiarity 
in the market and access to a suc- 
cessful dealer network,” says Rajiv. 

On the financial front, Bajaj is 
well placed to make the financial 
commitments, sitting as it is on a 
war chest of Rs 5,000 crore, and 
growing. Kevin D’Sa, vp, Finance, 
points out that the cash base will 
come in handy when Bajaj goes abr- 
oad and is confronted with aggres- 
sive pricing. “Our cash reserves will 
help us sustain price cuts; also, we 
will need the money to build the 
brand and the distribution network 
internationally.” Adds Sanjiv: “Cash 
is king in a price war scenario,” 
pointing to the $8-10 billion (Rs 
35,200-44,000 crore) cash on the 
Honda balance sheet as an example. 


At the heart of this grand blue- 
print are the talent, passion and 
ambition of the product develop- 
ment team. After all, if Bajaj is going 
overseas, it’s taking products deve- 
loped in-house to international bases. 
“All you need is people who can do 
things right the first time. Joe 
(Abraham Joseph, head of R&D) 
made the Pulsar when he was 27. 
These guys will make Bajaj’s future,” 
says Rajiv. (see Growth Designs). 

With design and development 
as the backbone, Rajiv has over the 
past decade also changed mindsets 
and brought about a cultural trans- 
formation amongst the 10,500- 
strong workforce of today. 
“Everyone in Bajaj Auto had to be 
made committed to the philosophy 
of being world-class—just a few GMs 
or DGMs thinking that way wasn’t 
going to be enough,” says Tripathi. 

And by introducing various 
change agents like streamlined 
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"WE SHOULD SELL 10 MILLION VEHICLES OVERSEAS" 


| EL FROM AN EXCLUSIVE 
interview with Rajiv Bajaj. 


On how Bajaj came back: 

The issue for Bajaj was never 
things like its brand, or cash or 
dealer network or production 
capacity. Bajaj had everything, 
but as Darwin tells us, being the 
strongest or the most intelligent of 
the species doesn’t ensure sur- 
vival. Those who are most adap- 
table will survive. Darwin had 
also told us, if you don’t use it, 
you lose it. If you don’t develop 
an ability to anticipate change and 
be ahead of it, then when the 
change happens you are not 
ready. And in terms of how bad it 
was, it was very bad: On the face 
it would appear the industry 
changed from scooters to motor- 
cycles, but that was the first layer. 
But if we peel off that first layer 
and look at the second layer, what 
it tells us is the move was from an 
old or bland style to stylish pro- 
ducts; or from less fuel efficient to 
more fuel efficient products; from 
less expensive to more expensive 
products; from slower to faster 
products. So the move from 
scooter to motorcycle involves 
not just the form, but also some 
product benefits...If we had not 
made the transition, this company 
would not exist today as a two- 
| wheeler company. Till 1995 we 
| were at least selling scooters. In 
| 2000 all Bajaj two-wheelers put 
together made no money. It’s not 
something we say explicitly, but 
the only money we made was on 
three-wheelers and out of our 
financial income. The stock 


| 
| 





market knew that. Our stock was 
down to Rs 200—not that that is 
the best way to judge a com- 
pany—but it showed. In terms of 
profitability, we didn’t have a 
two-wheeler business in 2000. 
From 1993-94 onwards a slow 
but sure market transition started. 
It could be seen although nobody 
knew it would go this far. We 
lost the higher end scooter custo- 
mers to LML and we certainly lost 
the motorcycle customers to 
Honda, Tvs and Yamaha. Around 
Oct 1994, we started a small ini- 
tiative on the marketing and sales 
side to improve the market share 
of our motorcycles. We were sel- 
ling a lot of scooters—70,000 a 
month—our dealers were com- 
placent and customers thought of 
us as a scooter company. We 
thought we could probably 
address the customer issue by 
advertising and the dealer issue 
by bullying them. So we started 


4 
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advertising and bullying. And then 
we realised that people don’t want 
our motorcycles. Prof. Yamguchi, 
who comes to us for TPM, said 
“Business starts when the cus- 
tomer says no.” Our business 
started when the customer said 
that for the same price I won’t 
buy a Bajaj. That really sent some- 
thing down my spine. That’s when 
we sat back and analysed. We 
estimated Hero Honda’s warranty 
at that time in the region of 
Rs 150 a motorcycle and ours 
was over Rs 800. The situation 
was fundamentally rotten. 





On early initiatives in motorcycles: 

We started from 1995 onwards. 
Boxer was in the market in 1997, 
then came Caliber... not every- 
thing succeeded because, let’s 
face it, the competition from 
Japan had probably had around 
50 years to perfect things before 
they brought them here. They 
came with all their suppliers, all 
their experienced engineers, all 
their proven products; our 
engineers were starting from 
scratch, so we were bound to 
make some mistakes. We made 
lots of mistakes, but the direction 


was correct. 


On the turning point: 

The Pulsar was the first big thing 
we challenged and did right and 
we really stretched ourselves to 
achieve this. I was reading about 
Lexus and how they took over 
the market in the us (also in the 
nineties). Of course, their success 
is incomparable to us. There is a 
magazine quote: “Ultimately 


“We thought we could address the customer issue by advertising and the dealer 
issue by bullying. And then we realised that people don’t want our motorcycles...” 
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Lexus shouldered its way into the 
luxury car market the good old 
fashioned way: It made a better 
product." So, when our guys led 
by Joe (Abraham Joseph, head of 
R&D) said we'll make the best mot- 
orcycle in the country, we said, 
let's redo it. If that works, everything 
will fall into place. It started— 
Pulsar ment—in October 
1998; by November 2001 we 
launched it out of Chakan. It’s 
funny: Joe’s wife was pregnant 
and in the hospital at that time, 
and we were looking at drawings 
etc...that's how it turned. 


On building a car: 
There is an opportunity to make 
a little vehicle that serves a city 


at the lower end of the capital 
and business axis. First, keeping 
the same knowledge, how can 
we, with the money we have 
grow our business? The Indian 
market is five-to-six million vehi- 

cles, and the global market is five 
times that much, and most of this 
is the kind of vehicles we make. 

There are only three meaningful 
markets outside India: Asean, 
Brazil and China. So if Bajaj has 
the right knowledge as reflected 
by its products, we are competing 


with virtually the same products. 


that Honda or Yamaha is selling 
in those markets. So if Bajaj has 
the right products and can suc- 
cessfully be a clear #2 here, why 
can't we take this successful 


“It’s very important to get the concept 
right... if you make an inadequate car 
for Rs 1 lakh, who is going to buy it?" 


purpose as opposed to a full- 
fledged vehicle that serve an inter- 
city purpose. In that context, a 

two/three wheeler maker is in a 
better position because the way to 
make it successfully depends on 
two things: You must evolve the 
specifications up from the two 
and three wheeler, not down- 
grade from a four wheeler... We 
can build a vehicle that can take 
four people and has four wheels. 
It will be a more elegant solution, 
not a carriage on the side like 
the Chetak. It's very important to 
get the concept right... If you 
make an inadequate car for 
Rs 1 lakh, who is going to buy it! 


On the future growth opportunities: 
There are two axes along which 
we can expand our business. 
There's a capital axis and a 
knowledge axis. Today we are 
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formula to the other markets? 
Basically you have to have the 
courage to go there, invest there 
and play the game. That's Sanjiv's 
responsibility, his planning. And 
theoretically, if the global market 
is five times the size of India and 
is selling two million vehicles 
in India, we should be selling 10 
million vehicles overseas. 
Another is the knowledge 
dimension: Maybe only 10 per 
cent of vehicles (globally) are over 
250 cc but Bajaj has not even hit 
the 250 cc mark yet and even 
200-250 cc is a huge market 
worldwide and will be in India 
too soon... That's why the bigger 
Pulsar. And from there onwards it 
goes up to 2,000 cc, where the 
volumes are not big, but the pro- 


fitability is very, very high. We are 


not going to stop till we cover 
the entire knowledge side. 
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manufacturing systems (SMS) and 
total productive maintenance (TPM), 
BAL has been able to improve pro- 
ductivity and quality levels, and 
reduce defects to near-zero on the 
shopfloor, at the vendor end, and 
on the dealer front. And the changes 
have been radical. Dealerships, for 
instance, have moved from the 
*landmark" 3,000-sq. ft. front-ends 
to 1,500-sq. ft. outlets that are 
“cute, sensitive and relevant to the 
customer. By letting go of our orga- 
nisational ego we have been able to 
change dealer mindsets," points out 
S. Sridhar, GM, Two Wheeler Sales. 
Earlier, a dealer thought it was the 
company's responsibility to bring 
in the customer, but today 73 per 
cent of sales are happening outside 
the dealership (in banks, at homes), 
and 45 per cent of business is being 
generated at the 2,500 service cen- 
tres, which are also today selling the 
bikes. Investment in such showrooms 
could be as little as Rs 1 lakh as 
against the conventional Rs 2 crore. 
It's such efforts that could help 
Bajaj Auto close the huge gap bet- 
ween itself and Hero Honda. “I 
don't like talking about competi- 
tion, but Honda makes us stronger. 
Our technology is better, our mar- 
keting is stronger and so is our ven- 
dor base," asserts Brijmohan Lal 
Munjal, Chairman, Hero Honda. 
Dethroning the king may be diffi- 
cult, but then again in the past five 
years, Bajaj's biggest feat has been 
survival. The growth process has 
only just begun. *We've achieved 
small successes that have been against 
all odds by looking at things diffe- 
rently. Today we've developed, along 
with our products, the confidence 
too. Our products speak for them- 
selves," beams K. Srinivas, GM, HRD. 
Best evidence of that: When Srinivas 
visits campuses for recruitment, few 
students ask too many questions 
about Bajaj. Most of them want to 

know more about the Pulsar! 
ADDITIONAL REPORTING BY 
AMANPREET SINGH 
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Everyone benefits from 
expert advice. 
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TATA TELE 


TIME? 


The eternal bridesmaid of the 
Indian telecom sector, Tata 
Teleservices is scripting a 
leading role for itself. With 

the sector's 800-pound gorilla 
Reliance Infocomm on a low, 
its timing couldn't be better. 
BY SAHAD P.V. 


N APRIL 11, RATAN TATA 
stepped down as the 
Chairman of Videsh 
Sanchar Nigam Limited 
(VSNL), an erstwhile pub- 

lic sector undertaking that the Tata 

Group had taken control of in 

2002. The reason proffered was 

that Tata would need more time 

to look after the group’s “expanding, 
activities in India and overseas”, 


RATAN TATA 
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and his additional responsibilities 
“in connection with the Investment 
Commission”, a government-created 
body of which he is the Chairman. 
The real reason is hidden in a rider 
that goes: “He would continue to be 
involved with the co-ordination 
and integration of the Tata Group’s 
strategies and activities in the tele- 
com space.” 

The message between the lines: 
Tata will now try and push the 
group’s foray in the telecom busi- 
ness, trying to integrate its various 
offerings into one saleable proposi- 
tion. His timing couldn’t have been 
better: 2005, after all, is when Tata 
Teleservices (rTSL), the group's flag- 
ship telco, looks to be getting its 
act together. Not too long ago, TTSL 
was a provider of fixed telephony 
services in Andhra Pradesh and 
Maharashtra. As recently as a year 
ago, it boasted operations in eight 
circles and 49 cities (India is divi- 
ded into 23 telecom circles). 
Today, it boasts a presence in 20 
circles, 1,200 cities and offers a 
clutch of services: fixed, mobile 
and broadband. From a little less 
than two million a year ago, TTSL’s 
subscriber base has doubled to 
close to four million, and most of 
the addition has come in the last 
eight to nine months. 

In a year when most of India's 
telcos were busy consolidating their 
operations, TTSL has grown to 
emerge the country's sixth-largest 
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WHAT’S WRONG 
WITH TATA TELE 
@ The Tata Group wasn't clear on 


whether to back GSM or CDMA; 
that hurt the firm 


@ Telecom did not seem to be 
important for the group 





© Coverage was very basic: eight 


circles and 49 cities 


@ Not aggressive enough. Lack of 
management focus and bad 
marketing 


telco (in terms of number of subs- 
cribers). “Earlier, we were confined 
to a small geography,” says Ajay 
Pandey, President (Operations), 
TTSL, “but a lot of things have hap- 
pened in network-rollout and dis- 
tribution ever since.” On the dis- 
tribution front, for instance, the 
company has added some 1,000 
True Value Shops, which are 
exclusive Tata Indicom (the integ- 
rated service brand) outlets, in the 
last four months alone. Pandey 
claims the coverage will expand to 
some 2,500 towns, double the cur- 
rent reach, to net an additional six 
to seven million subscribers over 
the next 12 months. That will entail 
an investment of Rs 4,000 crore 
over the next year, on top of an 
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AND HOW IS THE 
COMPANY FIXING IT? 


| @ The group is putting its weight 


behind CDMA now 


€ Group Chairman Ratan Tata is now 
as Serious about telecom as other 
group ventures 








| € Is present in 20 circles and 1,200 


Cities after an aggressive network 
expansion initiative 





@ Has launched a nationwide marke- 
ting campaign; has also unveiled a 
range of offerings and shown 
willingness to play the price card 


identical amount that the company 
spent over the past year. Clearly, the 
Tata juggernaut is rolling. 


The Game Changer 

So what has changed at Tata, which 
until a year ago looked like it had 
missed the telecom bus, opting to 
watch the most happening market 
in India boom from the sidelines? 
First, it would seem that the group 
has finally decided which technology 
to back. The Tata Group has a 24.7 
per cent stake in Idea, a company 
providing mobile telephony services 
on the GsM platform that operates in 
eight circles and boasts five million 
subscribers. Ironically, the Tata 


Group was also the country's first to’ 


offer CDMA-based fixed-but-wireless 
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services as long back as 1996. Unlike 
Reliance Infocomm, however, 
which drove India’s telecom policy 
and the market, both, garnering 
some 10 million subscribers in two 
years (2003 and 2004), the Tata 
Group preferred to play a waiting 
game. Thus, while Bharti Tele- 
Ventures and Hutch went the GSM 
way, and Reliance the CDMA one, 
Tata chose to have both irons in 
the fire. And by the time the 
Government came up with its uni- 
fied licence regime (November, 
2003), and the Tata Group decided 
to back CDMA, it looked much too 
late. After all, barring one rare 
moment of aggression, when TTSL 
acquired Hughes Tele in Maha- 
rashtra (2002), the Tata Group had 
done nothing of note. 

That (a situation replete with 
strategic inertia) is one way of look- 
ing at it. TTSU's Pandey, obviously, 
doesn’t share that point of view. 
He denies that the group was a slow 
starter in telecom and insists it was 
merely waiting for some clarity in 
the regulatory regime. “We wanted 
all regulations—such as CDMA, limi- 
ted mobility and the unified licensing 
issues—to stabilise,” he says. Sure 
enough, it has only been after this 
(late 2003) that the group had 
rewritten its telecom foray. 


The Rollout 

It is evident that TTSL has gone 
about its growth clinically. “For the 
first time in the lifecycle of the 
organisation, we set up a Prog- 
ramme Management Office (PMO) 
with a mandate to use up the exis- 
ting capacity and also to go in for 
expansion,” explains Pandey, who 
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heads the PMO. Project Sunshine, 
conceived to take operations from 
eight circles to 20 by March 2005, 
was completed on time. These 20 
circles currently account for 96 per 
cent of telecom revenues in the 
country (the only circles left out 


are the North-East, Andamans, and 
Jammu & Kashmir), TTSL’s coverage 
of 1,200 towns is comparable to 
that of key rivals Reliance 
Infocomm (1,700) and Bharti Tele- 
Ventures (2,300). “The business is 
like that," says S.C. Khanna, 


THAT 


UST TWO MONTHS AFTER THE TATA GROUP ACQUIRED CONTROL OF 9) 
Videsh Sanchar Nigam Limited or VSNL (February 2002), 

the telco's monopoly in intemational long distance telephony ended. The govem- 
ment compensated VSNL by allowing it free entry into domestic long distance 
telephony, but the company took two years to launch the service. Not surpri- 
singly, the VSNL stock is trading at Rs 186, 30 per cent off its peak. Still, Ratan 
Tata has reason to be happy. Last fortnight, US security agencies cleared VSNL's 
2004 acquisition of Tyco Global Network; this gives it access to a 60,000-km 
submarine cable network (read: international bandwidth) across three conti- 
nents. This should enable VSNL to cater to a growing market of enterprise cus- 
tives, has also signed up with a South African partner to offer fixed-line servi- 
ces in that country at a cost of Rs 7,000 crore. Clearly, things are happening. 
at VSNL. With Tata Teleservices (TTSL) yet to be listed, there's buzz that the 
Tata Group may well consolidate all its telecom businesses under one company. 
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of 110 member companies that use the technology) recently. The duo 
waxed eloquent about Tata Teleservices, today, a happening company, 
and an underdog till just the other day. Ironically, TTSL has become 
aggressive around the time Reliance Infocomm appears to be faltering, caught 
. in a messy play for control between the brothers Ambani who run the 

` Reliance empire. Only a few months ago, Reliance Infocomm announced 
-that its coverage would soon reach 5,700 towns, 400,000 villages and 65 
Crore Indians. With the brothers headed for a split and a lack of clarity on 
-who will end up with the telecom business, however, the company is defi- 
nitely not as focussed on business as it should be. The most recent setback 
was when last month it struck off about a million subscribers from its rolls. 
Inadequate documentation was the reason proffered, although ‘bad debt’ 
or 'defaulters' may be a better way of putting that. 


Secretary General, Association of 


Unified Telecom Service Providers 
of India. “Whoever goes to the 
larger number of towns will gain.” 
TTSL has plans to double its town 
coverage in the current year, altho- 
ugh its competitors like Reliance 
(its stated intention is to reach 5,700 
towns by the end of the year), Bharti 
(5,000) and most importantly 
Bharat Sanchar Nigam Limited or 
BSNL (its pan-India rollout is on its 
way) will increase their reach too. 

TTSL's efforts to expand reach 
have also been accompanied by an 
aggressive rollout of products. In 
mid-2004, it launched True Paid, a 
pre-paid service where customers 
were not charged any administrative 
or rental charge (thus, a customer 
buying a card worth Rs 300 would 
be entailed to talk-time worth 
Rs 300, unlike pre-paid offerings 
of other companies). True Paid also 
offered its service on the basis of a 
per-second pulse as against the exis- 
ting norm of 30 or 60 seconds 
(thus, a True Paid customer who 
spoke for 32 seconds would be 
charged only for 32 seconds; others 
would charge her for 60 seconds). 
Then, the company launched 
Walky, a fixed wireless service that 
became an instant hit with the 
consumers, although it is currently 


under fire from the Telecom 
Regulatory Authority of India (as are 
similar offerings from Mahanagar 
Telephone Nigam Limited, MTNL, 
and Reliance; the reason is that calls 
from fixed telephones fall under a 
different Access Deficit Charge slab, 
and while these companies treat 
the service as fixed for accounting 
purposes, the services provided are 
‘mobile’). Soon after, TTSL also 
launched its pay-telephone outlets; 
some 125,000 of them dot the land- 
scape across the country today. 


Ready To Play 

The simple point is this: TTSL has 
become aggressive in terms of reach 
and service offerings; it is not hesi- 
tant to be a price warrior (its True 
Paid vouchers are as cheap as can 
get); nor does it shy away from 
courting controversy (the Walky 
episode). It has also learnt the tricks 
of the trade by bundling its services 
with cheap handsets, with a bundled 
offering available for as little as 
Rs 1,500. *Now they have a match- 
ing strategy in terms of rollout, cove- 
rage, services and handsets," 
a telecom analyst. *This business is 
like land-grabbing. All you need is 
the coverage, the services at the 
right price points, and availability of 
quality and cheap handsets." 


sa ys 





RIL Chairman M. Ambani: Losing ground 


Simultaneously, TISL has also embar- 
ked on a nationwide marketing 
campaign (it has roped in Sourav 
Ganguly and Irfan Pathan as brand 
ambassadors; both, unfortunately, 
are no longer in the Indian Ор! 
squad as this article goes to press). 
“Our idea is to have a 20 per cent 
share of voice in mass media, and 
we have earmarked a marketing 
budget of 6-10 per cent of reve- 
nues," says Harish Bhatt, President 
(Marketing), TISL. He adds that 
TTSL is poised to garner a 25 per 
cent share of the country's 180- 
220 million mobile subscribers by 
2010. Analysts and competitors 
don't dispute this yet. 

Competitors have already taken 
the Tatas seriously, and count it 
among the five or six pan-India 
operators that will stay in the busi- 
ness. However, the GSM industry's 
grouse is that CDMA players like 
Tata and Reliance gain market share 
by "giving handset subsidies and 
predatory tariffs". *We are not in 
the handsets business. We are in 
the services business," grumbles 
Manoj Kohli, President (Mobility), 
Bharti Tele-Ventures. 

Still, for the Tatas, who entered 
the telecom business way back in the 
early 1990s, it seems the second com- 
ing is as strong as it can get. 3 
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GRAPHICS BY PINAKI PAUL 


The Mood 


Aiters 


The expected consolidation in the domestic pharma industry could have well 
started last year. Prices held better, there was a flurry of new launches and the 
big players got bigger. Or so reveals ORG IMS' pharma review of 2004. 





HEW! THAT'S THE SOUND 
of a collective sigh of relief 
coming from the Indian 
pharmaceuticals industry. 
After years of uncertainty 
over the exact nature of the new 
product patents regime and 


introduction of a value-added tax 
(VAT), companies are glad to get on 
with business on a surer footing. 
Despite last-minute concessions to 
its allies, the government has 
rammed through the Patents Bill 
into law, and despite the pyp-led 


The Stack-up: There's A New #1, Cipla 
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states doing a volte-face, VAT has 
been rolled out in 21 other states. 
Yes, the switchover to VAT this 
April has impacted sales (for some 
of the top companies, first quarter 
offtake by wholesalers is down 30 
per cent on average), and there are A 


Drivers Of Growth 


It's new launches that's fuelling growth, 
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signs that the consumer may have to 
pay more for some new drugs, but 
the fact remains that the pharma 
companies now have a better sense 
of where they are headed. It is evi- 
dent, for example, that there will 
not be any significant change in the 
status quo for another two to three 
years; it is also clear that companies 
that don’t have strong brands or a 
clear niche to operate in, will in 
the long term face extinction. On 
the other hand, those with a strong 
portfolio, marketing and distribution 
muscle, sophisticated R&D capabi- 
lities, and a global play—charac- 
teristic of Tier | companies—will 
not just survive, but thrive. 

To get a glimpse of what's to 
come, one only has to look at what 
happened last year in the domestic 
market. According to ORG IMS’ 
Market Intelligence Report, which 
tracks pharma’s retail sales on an 
annual basis, the Rs 20,500-crore 
industry grew 6.4 per cent in value 
terms. Driving the growth, once 
again, were new launches (that is, 
drugs launched between 2003 
and 2004). Unlike in the previous 
three years, the first-half sales 
actually jumped 9 per cent. But as 
S. Kalyanasundaram, Managing 
Director, GlaxoSmithKline (Gsk) 
Pharmaceuticals (India), points out, 
the growth was in comparison to a 


Tectonic Shifts: How Companies Moved On The Value Matrix 












Mankind, Intas, FDC, Lupin, 
Glenmark, Unichem, Sun, Micro, Aristo 


Shreya, Jagson Pal, Macleods, 
Solvay, Ipca, German Remedies 










Elder, Bluecross, Indoco, Raptakos 
Brett, Win Medicare, Astra 





Alembic, Alkem, Abbott, Zydus Cadila, 
Cipla 





JB Chemicals, Emcure, Franco, 
Himalaya Drugs, Merck, Janssen 
Cilag, Dabur, Parke Davis 


USV Torrent, Ranbaxy, Nicholas 
Piramal, Novartis, GSK, Aventis, 
Pfizer, Cadila, Wockhardt, 


Dr. Reddy's, Wyeth 





Low 







<5% 
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Fulford, Medley, Eli Lilly, SB Consumer, CFL, 
Recon, Modi Mundi, Khandelwal, Serdia 





Citadel, P&G, Heinz 


Bayer, Albert David, Wallace, Organon, Paras, 
East India, Charak, Panacea, Universal, RPG 

Lifesciences, Biological Evans Maneesh Pharma, 
Biochem 


W Newly featuring companies in the matrix — Companies that have moved down in the grid Ж Companies that have moved up the grid Comparisons with 2003 
IPM: Indian Pharmaceuticals Market 
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Price Undercutting 
Acute? You bet. 


Anti-infectives 
Gastrointestinal — 
Pain/ Analgesics 


Cardiac 


2003 













Anti Diabetic 


Figures are per cent difference in price of new products over 
category prices in the previous year 





New Introductions And Pricing 
35 -30 -25 -20 15 10 5 0 


Figures are per cent of price change in that year 





drop in sales that happened in the 
same period in 2003 due to VAT 
jitters. “Overall, the growth has 
been on the lower side of my expec- 
tations,” says Kalyanasundaram. 
(After 28 years in the top slot, GSK 
lost the position to Cipla last year. 
However, if GSK’s vaccines and ins- 
titutional sales are included, it still 
comes out ahead of Cipla.) 

A silver lining for the industry: 
prices of drugs held better. 
Compared to a 0.7 per cent drop in 
2003, prices slipped only 0.20 per 
cent. Interestingly enough, it is new 
launches where competition was 
the stiffest. A good 87 per cent of 
the price drop that happened was 
due to brands launched between 
2003 and 2004. If that seems like a 
big number, consider that the com- 
parative figure for the previous year 
was higher at 94 per cent. Which 
means newly launched brands of 
2002 and 2003 bore the brunt of 
pricing pressure. Which are the 
companies that under cut? Typi- 
cally, late entrants, and primarily 
those in “acute” categories such as 
anti-infectives and gastrointestinals. 
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New Molecules Rush* 


MOLECULES MONTH 


OF LAUNCH 


NO.OF VALUE IN 


CATEGORY PRODUCTS RS CRORE 


опсон Mar. оюум 00 


Feb. 





Sex stimulants/ Rejuvenators 15 12.2 


1 





Ec y 


D.J 






Gatifloxacin +Ornidazole Feb. Gastrointestinal 10 92 
EU LLL 
. Racecodotril. Apr. Gastrointestinal 14 41 


 Aceclofenac + Paracetamol 
з 38 


Tamsulosin + Finasteride 
Esomeprazole +Domperidone Jul. i testina з 

Jun. Cardiac 16 2.7 
*Molecules launched in 2004 





























____Atorvastatin+ Ezetimibe 
Figures for the year 2004 


Sun Pharma's Dilip Shanghvi: His company has consistently maintained a 
double-digit growth over the last three years, thanks to successful new launches 
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Xerox Phaser 3121 and WorkCentre РЕ1 14е 
perform top class at their price - the most affordable 
in their category. 

There's a new way to look at it. 


'c0Vt. taxes and levies as applicable are ex^ - 


. Xerox WorkCentre PE1 14e 


—— Xerox Phaser 3121 
| s Personal Laser printer Digital Multifunction Device 


* 17 ppm * Print/Copy/Scan 
* 600X600 dpi resolution * 600 X 600 dpi resolution 
* 8 MB RAM 


* 14 ppm A4 size 


* USB & parallel port * Street Price Rs. 17,000/-* 


* 3 yrs. return to bench warranty 
* Street price Rs. 8,650/-* 
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terox.com/india ASK XEROX CALL 16001801225 or 39012000" 
Please prefix the local city code when dialing fram à mobile phone. 











Technology | Document Management | Consulting Services 
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Price Changes Vs. 
Market Share 


Price cuts do not necessarily result in 
higher share. 


Value MS in¬ 
2003 2004 


Count 
0f Brands 


No Change 
In Price 


Positive Price 
Change 
Negative Price 
Change 


New Introductions 
Among Top Three 





MS figures are in per cent MS: Market share 


Explains Dilip Shanghvi, Chairman 
and Managing Director, Sun 
Pharmaceuticals: *For new pro- 
ducts, companies had to charge a 
price within a band, largely due to 
competition." 

The older products were less 
prone to price cuts. In fact, ORG 
IMS estimates that of the top 100 
brands, two-thirds increased prices, 
and of these 30 per cent belonged to 
multinational pharma majors. The 
highest increase was seen among 
brands launched before 1985. That 
might seem counter-intuitive, but 
there's good reason for it. As Sun's 
Shanghvi notes, older and estab- 
lished products typically have a sta- 
ble prescription base, which means 
the prescribing doctor (or the con- 
sumer) is unlikely to switch brands 


Single-digit Slow 
Price cuts were smaller than previous years’ 
8- 


6.4 
6- 5.1 
4 
A 
"t 
-0.5 NY -0.2 
2002 2003 2004 


W Value Growth W Price Change 
Figures are in per cent 
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NPIL’s Ajay Piramal: Piramal, whose firm ranks #4 in the domestic market, believes 
that Indian companies will need greater innovation and marketing going forward 


due to a marginal increase in price. 

Ironically, price cuts seemed to 
be a losing proposition for the 
manufacturer in more ways than 
one. An ORG IMS analysis of the top 
three brands in 2004 (in each of 
the 14 major therapeutic categories) 
reveals an interesting correlation 
between pricing strategy and market 
share. Sixteen per cent of the brands 
that cut prices actually reported a 
dip in value share from 21 per cent 
to 20.6 per cent. Thirty-seven per 
cent of the leading brands that inc- 
reased prices, gained 1 percentage 
point in value share, and 44 per 
cent of the brands that maintained 
prices, also ended up maintaining 
their value share. 

What are the therapeutic 
categories where prices rose? CVS 


Fate Of Products 
Increasing Prices 


Only 17% of the brands that increased prices 
managed to gain market share. 


2003 


2004 





% Count Of Brands 


% Products Who 
Gained Market Share 


% Brands With 
Positive Value Growth 











(cardio vascular system), CNS (central 
nervous system) and dermatology, 
although the extent of increase was 
smaller than that of 2003. The sole 
exception was Cvs, where after an 8 
per cent drop in 2002, prices 
jumped 2 per cent last year. Says 
Ajay Piramal, Chairman, Nicholas 
Piramal India (NPIL): “Lifestyle rela- 
ted diseases are driving growth, 
helped by the fact that detection 
techniques for such ailments have 
improved over the years.” 

While the so-called “acute” seg- 
ment comprises 76 per cent of the 
market, it is growing much slower 
than the “chronic” segment, com- 
prising drugs for diabetes, CNS & 
cvs. Compared to the latter’s con- 
sistent double-digit growth over the 
last three years, the acute segment is 


Fate Of Products 
Slashing Prices 


In 2004, more brands cut prices, but fewer 
gained value share. 


2003 2004 
% Count Of Brands 


% Products Who 
Gained Market Share 


% Brands With 
Positive Value Growth 
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As you drive past, hear the 


leaves whisper ‘thank you’ 


As emission norms are getting stricter, Bosch is busy painting the world green. Bosch has pioneered the 
Common Rail System the world over ensuring significant reduction of pollutant emissions. In India, Mico and Bosch 
( are working together to ensure your car has access to the world's best technology. Bosch, the largest auto 
: component supplier іп the world and Mico, the largest in India, will together make mobility Clean, Safe and Economical. 

That's The power of We - giving you the best of both worlds. So when Mother Nature expresses its gratitude, 

you can feel it around you. 


MICO The power of We BOSCH 
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“THE FOCUS WILL SHIFT TO BRAND BUILDING” 


VER THE LAST FEW YEARS, THE 

pharma industry has witnessed 
a negative impact of prices on growth. 
However, 2004 witnessed stabilisa- 
tion in pricing, with the negative price 
impact on the industry coming down 
to only -0.2 per cent as compared to 
-0.7 per cent in 2003. There is a 
progressive shift in the domestic mar- 
ket towards chronic therapies, which 


have consistently witnessed higher 


growths for the last few years as 


one cannot ignore the sheer base of 





Increased leveraging of India 
advantage: With recognition of pro- 
duct patents in 2005, many global 
companies are interested in accessing 
the market potential that India pro- 
vides with its large population size 
and wide disease profile. On the 
other hand, both Indian and global 
companies are gearing up to leverage 
the cost advantage provided in mul- 
tiple areas like manufacturing, clinical 
research and basic R&D. 

In addition to the changes men- 
tioned earlier, the industry has had to 


the acute therapies—they command more than 75 per cent 
share of the market. 
Upward trend in chronic segments and growing 


importance of specialties have led to more companies 


having special task forces or divisions to adapt to this 
change. Cardiac, CNS, anti-diabetics and dermatology 
have been the key focus therapies. New introductions have 
been the primary growth drivers for most of the Indian com- 
panies. With the product patent regime in place, the focus 


cope with the introduction of VAT—a positive move from 
the government to standardise the tax regime in trade. 
However, the initial response has not been positive. 
Quarter one of 2005 witnessed a negative impact on 
the primary sales of the companies. The secondary sales 
were not affected to the same extent, possibly because of 
excess inventory in the market. We do expect a revival in 
the second quarter, but it may not totally compensate the 
losses incurred in the first quarter. 


will shift towards brand building. 


growing at low single 
digits (4.8 per cent last 


Shailesh Gadre is the Managing Director of ORG IMS 


Different Strokes 
MNCs lag their Indian counterparts, but that could soon change. 


year). One company that ц (10%) 


is growing rapidly on the 1; (6%) (7%) 

back of chronic therapies 19- 

is Sun Pharma. Ranked 8- (2%) 

#5, it has upped value в 2. (1%) 

share from 2.92 percent 4 

in 2002 to 3.29 percent  ?- 

last year. Says Sun’s ? т 

Shanghvi: “Our business 7 

is structured around * INDIAN FIRMS Cs 
speciality therapy areas, S- —» 203 m» 2 E 


which are high growth 
and will continue to 
remain so due to lifestyle 
factors." 

One question that's uppermost 
in the minds of consumers is 
whether УАТ and product patent 
will push up prices. To be sure, VAT 
will make drugs marginally more 
expensive in the short run. But in 
the long term, competition will 
even out price spikes. As for the 
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= Old Products ¥ Prices W New Products 
Figures within brackets are overall market growth 





patent impact, it is only to be expe- 
cted that Indian companies will 
have restricted access to products 
patented after 1995. However, 
NPIL’s Piramal reckons that con- 
sumers would feel the pinch only 
“in niche areas, such as new drugs 
for Cancer or Alzheimer’s”. 

By extension, it would mean 


Figures are growth in per cent 


that pharma MNCs (GSK 
excluded, because it has 
long been a market 
leader) make a comeback 
after having spent the last 
30 years or so in the 
(3%) shadows of their Indian 
rivals. That would, of 
course, depend on what 
kind of products they 
launch in the years to 
come. GSK, for instance, 
2004 says it has four to five 
products in phase III that 
could get launched in 
India by 2008. Says 
Kalyanasundaram: “The ball is in 
our court now. We will have to 
prove to consumers that the (higher) 
price is justified. It certainly won’t be 
a free-for-all.” 

He’s right. It won’t be a free-for- 

all. At least not until 2008. 
REPORTED BY 
E. KUMAR SHARMA 


growth... 
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‘nriching Intellectual Capital. Enhancing Brand Equity. 


ilta pioneered CAD/CAM/GIS solutions in India and as customer requirements evolved, 
ta's solutions too transformed from being primarily R&D, engineering and design driven, to 
terprise-wide comprehensive projects, integrated across business processes. 


ese large, high-value requirements de-risk the Company by building a progressively healthy 
ttom line and also enable Rolta to constantly add value to its customer base while continuously 
susing on core competencies. 


ita's pioneering advantage has been reinforced through aggressive investments in people, 
:hnology, R&D and infrastructure resulting in a formidable critical mass of intellectual capital 
the GeoSpatial, Engineering Design and eSolutions businesses, positioning the Company 
ahead of competition. 


ese Rolta businesses are marked by a high entry barrier and are not “me-too" in character. 
^ intelligent utilisation of the knowledge acquired in one business is extended by the Company 
the creation of new synergistic businesses and its emergence as a leader in each of them 


е visible strengths on Rolta's balance sheet continue to be attractive; however, the strengths 
tt lie outside of it are just about as formidable. One of industry's best employers, Rolta takes 
de in the skills and expertise of its motivated people. The Rolta brand communicates clearly 
‘value associated with Rolta's product and services. The Company's HR & Brand have been 
ued at Rs. 27, 840 million & Rs, 11,097 million, respectively for the year 2003-2004. 


Ita's business model focuses on the delivery of products and services at the high end of the 
ue chain. The Company's forte has been its capability to obtain learnings from one business 
iconstruct another. Rolta's businesses represent stable prospects for the long-term, and are 
excellent insurance against short-term downtrends and industry aberrations. Which is what 
I'd expect from a truly world-class company. 


> India's Number 1 CAD/CAM/GIS solutions provider 
> Amongst the world's top AM/FM/GIS & Photogrammetry services providers 


>» Leading provider of Plant Design Automation Solutions in India and preferred partner for providing 
Plant Engineering Design services globally to international giants like The Dow Chemical Company 
> Joint Venture established with Stone & Webster Inc, USA, one ot the world's foremost engineering 
companies for addressing large projects, in segments like power, petrochemical, refinery and others 
> One of the top-three Premier Global Service Partners of Computer Associates 
services in the areas of Enterprise Management, Security, S/W Development 


» Strong business partnerships with international technology leaders — Intergraph, 27 Imaging, PTC 
IBM, Microsoft, Oracle and others 


» Worldwide presence with over 3000 professionals, and state-of-the-art infrastructure including global 
connectivity and software development centers in India & USA 


» Subsidiaries in USA, Canada, UK, Germany, Netherlands, Saudi Arabia, Middle East and a network 
of over 15 full-fledged offices in India 


> Top quality certifications such as BS 7799, ISO 9001:2000 and SEI CMM Level 5 


>» A leading Public Company with over 1,30,000 shareholders, profitable and consistently paying 
dividends since IPO in 1990 


» Ranked by Forbes Global for three years in a row (2001, 2002, 2003) amongst the 200 Best 
Companies in the world (Sales upto US $ 1 billion), only eighteen such companies worldwide 


> Impressive list of domestic and international customers, such as: Saudi Telecom, British Telecom 
National Grid, Verizon, Sodexho, Cingular, Shell, Technip, EDS Medical, US Army, ONGC, IOCL 
L&T, Reliance, Indiana Supreme Court , Telus, Bechtel, Aramco, Phillips Medical, HSBC, Master 
Card, Bear Stearns & Co, Indian Defence, EIL, BHEL, BSNL, Tata Chemicals, Pollution Control 
Boards, NRSA and many others 
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Caught п е 39 
Slow Lane 


After a spectacular 
start, Hyundai Motor 
is beginning to drag. 
Sure, there were 
production snafus 
last year. But is the 
Korean car maker 
losing its touch? 

BY KUSHAN MITRA 






N B.V.R. SUBBU'S OFFICE AT 
Hyundai Motor India's plant 
near Chennai, hangs a Business 
Today cEoToon from four 
years ago. In the toon, which 
shows Hyundai reaching the 
200,000 car mark, the 49-year-old 
President of the Korean car maker p "Ww. 
looks happy and young. His cropped -— 
hair, like his moustache, is thick, Hyundai Motor India President B.V.R. Subbu (left) and CEO Steve Yang: 


Getting Squeezed 
Rejuvenated competitors are eating Hyundai's lunch. 


Compact Total Sales: 496,270 Mid-Size Total Sales: 4 78,730 Executive Total Sales: 22,808 


The Alto rules, and Maruti owns half the market. Tata Indigo and Honda City are way ahead. Elantra brings up the rear. 
2a aF ancer, Fusion, Siena) 


E ALTO: 25.43 ALS Sg "Y. Pie, tae oe 
AD = (Optra, Baleno, Corsa, Amby, L M. TEST 
— — — WAGON R: 16.06 | 

p" а - IKON: 13.88 



























— ZEN: 13.16 e Ј COROLLA: 43.79 
m cmm 18. 
— SANTRO: 20.81 > 
8 — GETZ: 198 в 37 - OTHERS: 2.64 
ey woco.2199 WEE (C-Class, Vectra) | 


ESTEEM: 12.22 RA: 21.92 


ар Hyundai's loss in market share E 7 Loss in market share not applicable 
over the previous year as Elantra was launched in April 04 


OTHERS (Palio, Sail): 1.28 


Figures are market share in per cent 
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Dogged by bad luck last year, they are planning a strong comeback 


Production Snafus 


Problems with robots in body shop affected 


production in April and May. 


Premium Total Sales: 5, 708 


The Honda Accord lords over the segment. 
KS ACCORD: 52.71 
Tessie 19210 19,647 


١ i SONATA: 15.29 











ER campy: 15.50 12035 
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(Mondeo, Superb) 


! t. May ul : Sep. Nov 
E-Class: 14.91 2004 


Figures are production units 
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even if greying. So, on a recent 
April morning, it's shocking to see 
that Subbu's hair is all but gone 
and what's left of it has turned 
several shades whiter. *Well, selling 
700,000 cars has done this to 
me," says Subbu with his trade- 
mark wit still intact. 

Hyundai Motor has been in 
India for about six years now, but 
it’s not the first five that have dep- 
leted Subbu's top. Rather, it's the 
last one year. In a passenger car 
market that grew almost 18 per 
cent in 2004-05 to 819,918 units, 
Hyundai managed less than 10 
per cent. Market leader Maruti 
Udyog, in contrast, grew 17 per 
cent, racking up sales of 417,179 
cars. Tata Motors did better, push- 
ing sales 34 per cent at 144,827 
units. Worse, Hyundai lost market 
share in all its segments, including 
the compact, where it has the 
Santro and Getz, mid-size (Accent), 
and premium (Sonata). For a 
company that not too long ago 
led the market in almost all the 
segments It was present in, it's a 
huge setback. What's going wrong 
at Hyundai? 

The answer, says Subbu, is sim 
ple. It was due to an expansion 
plan gone awry. Here's what 
happened. In 2003, Hyundai 
announced plans of increasing 
capacity from 150,000 units to 


Revving Up Exports 
Hyundai says it kept up exports at the 
cost of domestic sales 


15,871 


E 
E | 19,989 
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250,000 units a year. A key part 
of this plan involved robotising the 
bodyshop. But when the robots 
were installed, production was 
thrown out of gear. Because of bugs 
in the system, the robots would 
break down eight to 10 times a day 
between April and May last year. 
Given that Hyundai was making 
more than 10,000 cars a month, it 
meant a production loss of 20,000 
cars. Quips Subbu: “We had the 
most awful luck last year.” 

With fewer cars to sell, Hyundai 
says, it had to return deposits for 
more than 16,500 cars. The com- 
pany’s top dealer in Delhi, Samara 
Hyundai, alone turned hundreds 
of customers away. “People don’t 
want to wait for a car any more, 
and if we can’t give them a car 
within a couple of weeks, they take 
their business elsewhere,” laments 
Rajnish Wadhwan, Samara’s owner. 


Losing Touch? 
The comment is telling. With reju- 
venated competitors like Maruti 
flooding the market, Hyundai seems 
to have lost some amount of cus- 
tomer pull. Customers are willing to 
wait, but only for the cars they 
think offer greater perceived value. 
For instance, Honda City is said to 
have a waiting period of six weeks, 
and Maruti Alto ran a delivery lag 
of three to four weeks last festive 
season when it dropped the small 
car’s price to Rs 2.30 lakh. Subbu, 
however, blames last year’s pro- 
duction snafus for the loss in sales. 
Besides, Hyundai chose to keep up 
exports at the cost of domestic sales. 
It's hard to deny that the loss 
was real. Yet, it’s evident too that 
the Korean warrior may be losing its 
edge. Take its two recent launches. 
The Getz, launched seven months 
ago to compete in the compact seg- 
ment along with the Santro, has 
sold less than 10,000 units. The 
other new car, the Elantra, has sold 
less than 5,000 since its introduction 
in April 2004. (Tucson, an suv, has 
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New Launches 


Hyundai plans to spice up its portfolio with new offerings. 


New Sonata 


The new Sonata looks similar to the current 
generation of Audi vehicles, while the older ver- 
sion borrowed from Ford’s Jaguar. Hyundai 
hopes that a spiffy Sonata will help regain 
the ground it lost to the new Honda Accord. 


LAUNCH: June-July 200 


>> IN X IC TRIES a 








One of Hyundai’s top-line vehicles, this 
car, if launched in India, would take on 
the likes of the Mercedes E-Class and the 
Skoda Superb. The question is, does 


Hyundai have the brand appeal to woo 
finicky buyers in this segment? 
LAUNCH: Maybe 2006 


Yi 


just been launched). Hyundai is not 
a company known to sit back and 
relax, especially when it comes to 
new launches. So why didn’t it push 
its marketing into overdrive? 
Production loss apart (“what’s 
the point if you don’t have enough 
cars to sell?” asks Subbu), there 
were other reasons. If competitors 
are to be believed, the Getz, priced 
between Rs 4.5 lakh and Rs 4.75 
lakh (ex-showroom, Delhi) offers 
Hyundai the lowest profit margins 





of all its cars. Therefore, the com- 
pany seems to have gone slow on 
the hatchback. As for Elantra, even 
Subbu admits that Hyundai may 
have got its positioning wrong. “I 
don’t think we managed to convey 
the value proposition that the car 
offers,” says Subbu. As a result, price- 
conscious buyers opted for the 
Chevrolet Optra, and brand-con- 
scious customers snapped up the 
Toyota Corolla and Skoda Octavia. 

The premium segment was 


wa 





A carpenter's first big investment would be іп a set of tools. The second would be a home. 
And he will do nothing to jeopardize his ownership of both. 

We know. Because, for over twenty years, DHFL has been lending to people who find it 
impossible to get a housing loan on fair terms. 

Call it a mission. Call it a business plan, Call it a revolution. 

We put a stop to this discrimination by income. By working out processes that allow us to 
lend to 'small India' with minimum risk and maximum dignity. 

Over 95% of our borrowers earn less than 400 dollars a month. Yet our NPAs are among 
the lowest. DHFL is the second largest housing finance company in the private sector with an 
asset base of Rs. 1750 crores and Return on Equity of 17.3276. 

Today our distribution network reaches out to people in more than | 30 districts in rural and 
semi- urban India. 

Our vision of a home for every working Indian is supported by the International Finance 
Corporation, Washington and Asian Development Bank, Manila. 

When a 'small customer’ in need comes to us, we don't find a way out of starting a 
relationship, we try to find a way in. 
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Hyundai's robotic assembly line in Chennai: Moody robots wreaked havoc last year, resulting in production losses 


another niche where Hyundai led 
with its Sonata between its launch in 
2001 and 2003, when Honda rolled 
out its new Accord. Since then, the 
Accord (and to an extent, Toyota’s 
Camry) has outsold Sonata by a 
wide margin every year. In 2003-04, 
the Accord sold 2,081 units com- 
pared to Sonata’s 1,224, and last 
year it grew 45 per cent at 3,009. In 
contrast, Sonata's sales fell to 873. 
Reason? Sonata's dated looks. No 
wonder, then, Hyundai is planning 
to launch an all-new Sonata that 
abandons the lines borrowed from 
Ford's Jaguar in favour of Audi 
A6’s sharper looks. 

But what should have Hyundai 
really worried is the competition 
in the compact segment, where the 
Santro accounts for 84 per cent of 
Hyundai’s unit sales and around 
three quarters of the Rs 7,500 crore 
revenues last year. The “tall boy”, 
despite three makeovers, has lost 
considerable ground to an embol- 
dened Maruti, which has not one 
but three cars in this space: the Alto, 
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which sells one out of every four 
in the segment, the WagonR and 
the Zen. Together, the three account 
for 55 per cent of compact sales. 
Tata Motors’ small car, Indica, also 
has a 21 per cent share, not too far 
behind Hyundai’s 23 per cent. 

Worryingly for Hyundai, 
Maruti’s compact portfolio is about 
to get stronger. In May, the market 
leader is expected to unveil Swift, a 
new compact launched primarily 
for the European market. Worse, 
Maruti watchers reckon that it could 
be priced at around Rs 3.90 lakh, 
which means WagonR will have to 
slash its sticker price (its top-end 
Vxi is priced at Rs 3.87 lakh in 
Delhi) to allow differentiation. 
Hyundai’s poor pre-emption stra- 
tegy so far has been to take out 
controversial ads touting Santro as 
a five-seater (the point being, 
WagonR is a four-seater). Says a 
Mumbai-based analyst: “If Hyundai 
alters pricing of its current products 
to match market realities, | am sure 
they can pick themselves up." 


Hyundai's India boss Steve 
Yang—the third cEo in three 
years—doesn't doubt a comeback. 
“We are serious about the Indian 
market, and although last year's 
incidents were unfortunate, we 
will come back strong this year," 
says Yang. Serious Hyundai is. It 
recently announced plans of inves- 
ting $500 million (Rs 2,200 crore) 
in a second plant that will up 
capacity to 400,000 units a year. 
India is already an export hub for 
the Santro, but Yang plans to add 
Getz to the list. That means a 
higher local content and, in turn, 
cheaper Getz. In addition, there 
are other cars in the pipeline (See 
New Launches). 

Early this year, when Hyundai 
did its annual puja, the top brass 
prayed harder than usual for better 
luck ahead. Whether or not the 
God above will answer their prayers 
is anybody's guess. But knowing 
Hyundai, it will probably come 
back charging into the market. Even 
if that means Subbu going bald. 
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Ennore Oil & Gas 
Refinery 


Rs 23,600 crore 


St. Gobain 
Expansion of facility 


Nokia 
Handset manufacturing facility 


Rs 625 crore 


Infosys 
Software campus 


Rs 1,250 crore 









Sriperambudur 


New Tirupur Area 
Development Corp. 
Water supply project 


Rs 1050 crore 


Cuddalore 


< Tamil Nadu 


Tirupur 


Ф ; 
T" Coimbatore Kagithapuram 


Power plant 


LU 


* 


Konkan Railways 


Skybus project Tamil Nadu Newsprint & Papers 
Expansion of facility 
Rs 1,270 crore 
ч Rs 595 crore 
Tata Steel 


Titanium dioxide plant 


Rs 1,800 crore 


SPIC Shriram 

Coke oven project 
Indian Gas Rs 1,000 crore 
LNG terminal 






Advanced Technologies 
Hardware manufacturing facility 


Hyundai Motor 
Expansion of facility 


Rs 1,700 crore 


Tata Power Broadband 
Broadband network 


Venkatesh Coke 
Metallurgical coke project 


Rs 718 crore 


iSoft Technologies 
Software campus 


Patni Computer 
Software campus 


Nagarjuna Oil 
Refinery 


Rs 3,480 crore 


illaiperumalnallur 
PPN Power Generation 


Rs 1200 crore 





Source: CMIE and company announcements; includes projects of private sector companies, or private sector companies in partnership with the government 


or public sector companies 
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Nokia has just announced its decision to invest in a manufacturing facility in the state. Intel, the 
buzz goes, is seriously considering one. And Rs 34,000 crore is being invested across seven, 
non-traditional destinations for business in the state. Circa 2005, Tamil Nadu 
looks the most attractive investment destination in India. BY NITYA VARADARAJAN 


HE COUNTRY’S MOST PROVI- 
dential mass rapid transit sys- 
tem (MRTS) has to be in 
Chennai. When it was envi- 
sioned in 1983, the Chennai 
MRTS was just supposed to be some- 
thing that connected the happening 
port area (the station is aptly named 
Beach) with far-flung suburbs 
Taramani (then popular for a hospi- 
tal and a polytechnic) and Tiru- 
vanmiyur. In 1997, when it was com- 
missioned, the Chennai MRTS did not 
evoke a great response (it still isn't all 
that hot), largely because the city 
boasted a great bus service. Today, 
however, it is poised to become one 
of the city's infrastructure showpieces 
and testimony to the foresight of 
city planners. Reason? Taramani has 
emerged as a mini hub for software 
services firms; Siruseri, down the 
line from Taramani, is where every 
software company worth its name 
in India is headed; and although the 
MRTS doesn't reach Siruseri yet, and 
this writer isn't aware of any efforts 
by the government to make it do so, 
fact is, this can be achieved at little 
incremental cost. Chennai will then 
have an efficient rail network 
connecting the city's popular resi- 
dential neighbourhoods (such as 
Adyar, Mylapore, and Tiruvanmiyur, 
say) to its emerging software city. 
This, though, isn't a city-planning | ; T ; 
miracle wrought by design. It is а š А eu r xn 
quirk of providence. Providentially, Chennai's MRTS network connects the city's 
If things are coming together for residential boroughs to software hub Taramani. And it can 
Tamil Nadu—and, judging from the 


numbers presented in this article, easily be extended to software-city-in-the-making Siruseri 
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In her second term, the buzz in Chennai goes, the Tamil Nadu CM 
is more investor-friendly and realises the state’s future depends 
on her ability to attract investors. The Nokia deal is a definite coup 


they are—it is only partly because of 
the state government’s efforts. 
Providence plays a larger role than 
it has been given credit for. For ins- 
tance, the decision by the state gov- 
ernment, in 1985, to allow the crea- 
tion of private engineering colleges 
was largely driven by the desire to 
return favours to entrepreneurs and 
individuals who had done it a good 
turn in the past. However, many of 
the colleges thus founded went on to 
become centres of academic excel- 
lence. Today, their output fuels the 
great Indian software story. 





That said, things are coming 
together for the state: Nokia’s 
investment of Rs 625 crore in a 
manufacturing facility (Chief 
Minister J. Jayalalithaa claims this 
will result in an additional invest- 
ment of Rs 600 crore by the hand- 
set maker’s suppliers) being the 
most recent example. Sanjeev 
Sharma, the Managing Director of 
Nokia India, is all praise for the 
state’s “infrastructure and the way 
the state’s officials handled the nego- 
tiations”, but Nokia chose Chennai 
(from a short-list that included Goa, 


The Positives 


natural risks 


The Negatives 


IT companies 


VIVAN MEHRA 





Hyderabad, Bangalore and Chennai) 
on account of its connectivity (it 
has a port and an international air- 
port) and its pool of skilled labour. 

More announcements are 
expected, says Rameshram Mishra, 
the Industries Secretary of the state, 
adding tantalisingly that “you can 
expect more news by the end of 
the month”. The buzz in Chennai is 
that Intel could be considering 
putting down a manufacturing 
facility somewhere in the state, 
although this remains a matter of 
conjecture. And the government is 


PARADISE OR PURGATORY? 


* Well-connected by air, sea and land 
+ Geographically close to regional hub, Singapore 
* Tsunami V vd safe from military and other 


+ Well-educated, stable workforce; little unionism 


* Low cost of living; large number of technical 
education institutions 


— The chronic scarcity of water 


The centre of gravity of the auto ancillaries 
business may move North 


— Other states, such as West Bengal, are wooing 


— Laid-back work culture; not enterprising 


— Despite things having improved, corruption 
is rife in the system 


Nokia India CEO Sanjeev Sharma is all praise for Tamil Nadu’s infrastructure and believes the 
state government handled the negotiations with parent Nokia very well 
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India's Telecom and IT Minister Dayanidhi Maran is from 
Tamil Nadu. Although he belongs to the DMK (rival AIADMK 
is in power in the state),his role in encouraging technology 
firms to invest in the state cannot be discounted 


TAMIL NADU IS SIXTH... 


... but this doesn’t include several numbers; for instance, the investments by software 

companies in campuses that is making Chennai the emerging IT services hub of India. 

TOTAL OUTSTANDING INVESTMENTS i PROJECTS UNDER IMPLEMENTATION 
Maharashtra: Rs 1,78,766 crore i Maharashtra: Rs 90.710 crore 
Andhra Pradesh: Rs 1,64,899 crore | Gujarat: Rs 71,782 crore 
Gujarat: Rs 1,63,604 crore ! Andhra Pradesh: Rs 58,735 crore 
Karnataka: Rs 1,56,755 crore { Karnataka: Rs 54,534 crore 
Orissa: Rs 1,51,154 crore* Orissa: Rs 45,342 crore 
Tamil Nadu: Rs 1,40,096 crore Tamil Nadu: Rs 41,286 crore 
Total (for all states): Rs 19,05,820 crore Total (for all states): Rs 7,81,050 crore 


* (after deducting Posco) Source: СМІЕ; Till March 2005 


INFRASTRUCTURE HEAVY 


The public sector and the government are big investors in Tamil Nadu. 


Nuclear Power Corporation, Nuclear Power Project Rs 15,971 crore 
Chennai Petroleum Corporation, Refinery & Power Project ^ Rs 15,197 crore 














Neyveli Lignite Corporation, Mining and Power Project Rs 15,193 crore 
TIDCO, Naphtha Cracker Project Rs 7,500 crore 
10C, Naphtha Cracker Rs 6,000 crore 
Jayamkondam Power Project, Power & Lignite Rs 4,000 crore 
NTPC, Power Project Rs 4,000 crore 


Nuclear Power Corp., Kalpakkam Power Project, Nuclear PowerRs 3,492 crore 


Telugu Ganga Project, Water Rs 2,190 crore 
Sethusamudram Corporation, Seaway Rs 2,000 crore 
Chennai Metropolitan Water Supply, Desalination Plant Rs 1,550 crore 
CMDA, Road Project Rs 1,200 crore 
Tamil Nadu Industries Captive Power Co., Power Project Rs 1,200 crore 
BHEL, Modernisation of Trichy Plant Rs 1,200 crore 


Source: CMIE 


Chennai suburb Siruseri, an 
emerging software hub, could soon 
rival Bangalore's Electronics City 
in terms of size and importance 





VIVAN MEHRA 


doing its bit. It is investing in infra- 
structure (see Infrastructure Heavy) 
and doing what is required to pro- 
tect its turf. In the automotive 
industry for instance (companies 
located in the state contribute 25 
per cent to the topline of the 
industry), where the centre of gra- 
vity is threatening to move North, 
the state government is actively 
wooing the Central Government 
for the Rs 1,800-crore state-of-the- 
art automotive testing facility it 
wants to set up. B. Santhanam, the 
Chairman of the Tamil Nadu 
branch of the Confederation of 
Indian Industry (Ci), an industry 
lobby and the Managing Director of 
St. Gobain (a glass maker, it is now 
in the midst of an expansion that 
will see it invest Rs 800 crore in 
the state) reckons the testing centre 
is key to the state's aspiration of 
increasing this proportion from 25 
per cent to 35 per cent. 

It isn't just auto; Infosys is buil- 
ding its biggest development centre 
in Tamil Nadu, and every other 
software major has investments 
lined up for similar facilities; and 
some Rs 5,000 crore is being 
pumped in by small and medium 
enterprises engaged in the business 
of textile exports. The government 
has provided 300 acres for a textile- 
processing park in Cuddalore 
where 10-12 companies will invest 
Rs 40-60 crore each. With Indian 
textile exporters looking to im- 
prove their showing in the post- 
quota world, and with Tamil Nadu 
boasting the country's largest pow- 
erloom sector, textiles looks set to 
be another winner for the state. 

IT services (software), auto (the 
state can attract as much as 


There's new trust in the air. 


There's new energy in the air, 


There's new happiness in the air. 


There's a new way to fly international. The Air Sahara Way. Fly with the convenience 
of one airline and one network. Flights commence from Delhi to Singapore on May 11, 2005, 
Chennai to Kuala Lumpur on May 14, 2005 and to London in June, 2005. 
For special introductory fares, please call 1 600 22 3020 or 30302020 or log on to www.airsahara.net 
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23,477 73.7 


18,810 


16,340 
14,341 


18,249 


21,738 
18,912 


NDP: Net Domestic Produce 


$5 billion, Rs 22,000 crore in foreign 
direct investment in this sector, claims 
Suresh Krishna, the Chairman and 
Managing Director of Sundram 
Fasteners), and textiles are three areas 
where Tamil Nadu is clearly among the 
leading states in the country, if not the 
leader. Then, there are other areas such 
as hardware (Pondicherry, a union ter- 
ritory adjoining Tamil Nadu has hitherto 
been India's hardware capital; see India's 
Unsung Hardware Capital, BT, 
November 25, 2001) where the state is 
making its presence felt. 

The state's most interesting initia- 
tive, however, has to be its efforts to 
develop seven southern districts. These 
keenly feel the North-South divide, with 
North Tamil Nadu being the place where 
industrial activity has traditionally been 
concentrated. Today, courtesy this ini- 
tiative (see Seven Unusual Suspects), 
projects worth Rs 33,735 crore are 
underway in the seven districts. If carried 
to their logical end, these would play a 
part in ensuring far more equitable 
development across the state. And that 
wouldn't be providential. EB 
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T ONE TIME, THE REGION SOUTH OF THE VINDHYAS WAS, TO MOST 
people who lived North of it, Madras. In these enlightened 

times, things are different. Yet, chances are, most people do 
not really realise that there is more to Tamil Nadu than Chennai (as 
Madras is called now). Most parts of the state, especially the 
southern districts, have remained largely under-developed. The 
state is doing its bit by focussing on infrastructure development in 
these districts directly, partnering with the private sector, or by simply 
encouraging the latter to invest in these areas (the Rs 33,735 crore 
includes all three categories of investment and spans sectors such 
as ports, IT parks and software export zones, power, textiles, 
metals and tourism). The Tamil Nadu branch of the Confederation 
of Indian Industry (CII) recently commisioned Scope e-Knowledge 
Center, a Chennai-based consultancy, to study the seven districts of 
Madurai, Tuticorin, Virudhunagar, Tirunelveli, Kanniyakumari, 
Sivagangai, and Ramanathapuram (the seven are contiguous and 
linked by a National Highway) and come up with suggestions on 
what businesses could succeed there. For instance, points out 
Chandu Nair, Director and President, Scope, a knowledge corridor 
in the Madurai-Virudhunagar-Tirunelvelli belt is a good idea, especially 
since the Madurai Kamaraj University was offering a course in 
biotechnology as far back as the 1970s. The state government is 
pretty bullish on the report and has approached Scope for imple- 
menting what has now been christened SPEED (Southern Prosperity 
through Enhanced Economic Development). Cll’s Santhanam 
thinks SPEED is a winner. "The south can change drastically," he 
says. "Existing industries will grow and new ones come in." 
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at their crystal balls and pick winners out of thin air. 
Business Today survey of India’s Best Equity Analysts. 


RABHAT AWASTHI IS ENJO- | 

ying the best of both his | 

worlds. He quit JP Morgan 
a year ago and set up Brics 
Securities with two of his col- 
leagues. The Hong Kong-based J.V. 
Gokal Group, which provided the 
necessary finances and infrastruc- | 
ture, leaves the actual running of 
the organisation to him. “The 
degree of freedom and the feeling 
of entrepreneurship are great,” 
smiles Awasthi. This irr Kanpur 
and пм Lucknow alumnus, who 
has previously worked at CRISIL, 
SSKI and JM Morgan Stanley, has а 
simple policy when calling stocks: 
price discipline and self restraint. In 
other words, he steers clear of the 
herd. Awasthi was particularly 





Prabhat Awasthi 


chuffed when his contrarian call | 


on Bharti Tele-Ventures (he recom- 


| mended “buy” at Rs 133 in Sep- | 


tember 2003; today it is trading | 
at Rs 208) was proved right. He 
also accepts that analysts can make | 
mistakes. “If one has made a wrong 
call, one should be able to muster 
the courage to change it," he had 
told Business Today last year (yes, 
he's made it to this list for the 
second year running). But what | 
really drives him is being ahead of 
the curve. *Right now I am trying 
to find exciting mid-caps," he 
informs. His team is also in the 
process of setting up a derivatives 
division, which should be opera- 
tional in a couple of months. But if 
all this makes you think that | 


Awasthi is just another successful 
number cruncher, think again. He 
boasts a personal library of over 
500 books, reads “pretty much 
everything”, is a diehard rock music 
fan and also plays a mean guitar. A 
colleague reveals that about the 
only thing that gets his goat is when 
she plays Enrique in her car. 


| Awasthi is also a compulsive travel- 


ler: he makes it a point to take at 
least two holidays, one abroad and 
another within the country, every 
year. Last year it was Greece and 
Kerala. *This year it's hard to say, 
but Га like to increase the breadth 
of clientele at Brics and be recog- 
nised as the best research house," he 
signs off with a smile. 

PRIYANKA SANGANI 
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Anirudha Dutta 






UND MANAGERS HAVE ALWAYS LOVED MID-CAP STOCKS 
because of their huge upside potential. And now, 
thanks to the good work done by mid-cap analysts like 
Anirudha Dutta, life has become a lot easier for them. Dutta 
“cherry picked” and recommended several mid-cap stocks 
after the bloodbath of May 2004 (when the BSE Sensex 
crashed around 900 points from 5,757 on May 6, 2004, to 
4,835 on May 28, 2004; shareholders lost an estimated 
Rs 2,26,345 crore). His picks included Rico Auto (moved 
up from Rs 25.60 on June 2, 2004 to Rs 61.10 on April 12, 
2005), Shree Cement (moved up from Rs 155 to Rs 335) 
and Sesa Goa (moved up from 347 to Rs 734). He worked 
with organisations like Tata Steel, psp Merrill Lynch and 
ICICI before joining CLSA in September 2003. And he can also 
boast of degrees like B.Tech (Hons) from irr Kharagpur and 
PGDBM from XLRI Jamshedpur. 

NARENDRA NATHAN 


Manish Jain 





чериг War ast ator 
in the midst of L'affaire Ambani late last ^ 
year or the decision to stay away from 
Bharti Tele-Ventures even as the stock 
Prasad's hallmarks. *The Reliance 
decision (at a time when everyone else MITT 


VEN AFTER SWITCHING TO A NEW ORGANISATION, 
Manish Jain, an MBA from Narsee Monjee Institute of 
Management Studies, Mumbai, continues to be the 
favourite of Indian fund managers. Most fund managers, 
however, regard him for the reports he produced when he 
was with psp Merrill Lynch. There is a fall in his rating as 
well. The number of references this year dropped to four, 
down from an envious eight references last year. Jain is of 
the view that an analyst needs to have a clear view and pers- 
| pective of the issues he's dealing with. Wonder what he'll 
, make of his lower rating? 








NARENDRA NATHAN 
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himself too thin? "Let me put it 
.. this way: the first two are my bread 
and butter; and there isn't enough 
happening in the other two to 
justify full-time attention," he 
remarks candidly. So what makes 


a good analyst? “In one word— 
һ, objectivity. Don’t convey the mana- 
.. gement point of view. Do your 


own is." He's dox piro 
н ‘that in his nine years at Kotak. 
eee s О Ву із bs negative OR 


the average revenue per user 
(ARPU). I don't buy that. I feel the 
| ARPU for the company will fall 
+ — more than the market anticipates.” 
For all his reticence, he does shoot 
| pretty straight. 


PRIYA SRINIVASAN 


RUE TO THE SPIRIT OF THE RESEARCH HOUSE HE WORKS FOR, 
Rajat Rajgarhia is a value hunter. For him, the most impor- 
tant thing is value that has not yet been discovered by the mar- 
ket. The next is margin of safety (buying at a huge discount to the 
intrinsic value of the company). Also on his radar are stocks that are 
on the high growth curve. Though it is very difficult to find stocks 
with all these attributes, he has achieved that in the past. “All the three 
aspects I mentioned above were available in the psu banks and we kept 
on researching one after another," he says with obvious glee. For 
example, he had a buy recommendation on Punjab National Bank 
(PNB) in March 2002, when it was quoting at Rs 31. It's moved up 
13 times since then to Rs 393 on April 12, 2005. "Despite this 
climb, PNB is still grossly undervalued," he feels. Another example: 
UTI Bank. He placed a “buy” call on it two years ago when it was 
at Rs 35. The stock closed at Rs 227 
on April 12, 2005. “It is now one of the 
best private sector banks," he says. 
His job as Head of Research at 
Motilal Oswal Securities also involves 
co-ordinating the work of other 
analysts and taking the best ideas to 
his clients. He also has to take calls 
on the overall economy and the 
sectors that are expected to do 
well. *It's not very difficult; 
it’s only a question of time 
management," he says. It helps 
that unlike other analysts who 
are either CAs or MBAs, he is 
both. *Chartered accoun- 
tancy was something my 
father wanted me to do and 
the MBA is something I 
wanted. So there's no con- 
flict in the family now." 
There's also very little time 
for conflicts, considering that 
he clocks about 14-16 hours a 
day at office. This means he 
has very little time to pursue 
other interests. *My hobby is 
finding good stocks for my 
clients," he laughs. 
NARENDRA NATHAN 
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FOCAL POINT 


. Shirish Dane. 


32/ Vice President, | | 





LAMBOYANCE IS NOT 

style, but Shirish Rane is one 

of the most sought after ana- 
lysts in India. He is also rated very 
highly by fund managers. That’s 
because his reports consistently hit 
the bull’s eye. Rane was among 
the few analysts who spotted the 
opportunity that the emerging 
infrastructure boom offered cons- 
truction companies. Stocks like 
Gammon, HCC and Nagarjuna 
Construction have jumped by 300 
per cent or more in the last nine 
months since his report. “They are 
still looking good,” he says confi- 
dently. Cement and metals are two 
other sectors he’s bullish about. 


HIS 


How does he zero in on win- 
ners? “I mostly follow the top- 
down approach,” he explains. That 
means he first analyses the sector 
and then narrows down to indi- 
vidual companies within that sector. 
But that doesn’t mean he also fol- 
lows the routine top-down stra- 
tegy of investing in big players from 
a good industry. “I have no size 
bias. What matters is the net return 
to investors,” he informs. And he 
doesn’t have a one-size-fits-all kind 
of strategy for all sectors and stocks. 
What he looks for are future 
prospects (as measured by the 
future expected cash flows). And 
once he arrives at the fair value 


for any stock, he is not afraid 
to put it as the target price. 
Rane also advises private 
equity funds on investments in 
the secondary market. 

Like many others featured 
in this article, Rane likes to 
spend his free time with his 
family. “My favourite pastime 
is playing with my two-year- 
old son,” says the avid movie 

buff and book aficionado. Before 
joining SSKI Securities in 2003, this 
engineer (Govt. Engineering 
College, Pune), MBA (Jamnalal Bajaj 
Institute, Mumbai) and Associate 
of the Chartered Insurance Institute, 
London, worked with CRISIL, 
Hathway Investments and Pere- 
grine Capital India. Interestingly, 
equity research is his second career. 
Earlier, in 1993-94, he wrote soft- 
ware at Mahindra British Telecom. 
“I was fascinated by equity research 
and thought the career suited my 
analytical strengths,” says Rane. 
Clearly, he knew all about gazing at 
crystal balls even then. 
NARENDRA NATHAN 
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* Electricity... is what 
generates employment” 


Dr. Manmohan singh 
Hon'ble Prime Minister of India 





at Vigyan Bhawan, New Delhi 
on 4th April, 2005 
smt. Sonia Gandhi 
Dr. Manmohan Singh Hon'ble Chairperson rire 
National Advisory Council mme pet 
was the Guest of Honour 


Shri P.M. Sayeed 


Hon'ble Minister of Power 
presided over the function. | 
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Rural Electricity Infrastructure & 
Household Electrification 


In 5 years... Through creation of... Accelerate rural 
۰ اید‎ all villages and * Rural Electricity Distribution development through... 
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(^ ipii я € Village Electrification € Village Industries 
_ € Provide electricity connection Infrastructure (VED s scat d 
to Below Poverty Line (BPL) * Decentralised Distributed * Healthcare 
families free of charge Generation (DDG) Systems + Education and IT 
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NAND SHAH LOVES ADDING TO THE 

list of abbreviations after his name. 

That’s why he’s burning the mid- 
night oil obtaining a Chartered Financial 
Analyst certification from the US-based CFA 
Institute. This is in addition to his Chartered 
Accountancy (he ranked 12th on the merit 
list in India in the 1994 СА final) and Cost 
Accountancy qualifications. And no prizes 
for guessing his other interest: reading all 
the financial magazines he can lay his 
hands on. But he’s not your run-of-the-mill 
bookworm. “I enjoy watching Bollywood 
flicks,” he admits a tad shyly. But his 
biggest stress buster is “playing with my 
two-and-a-half-year-old son”. 

What would he consider his success 
stories? Pat comes the reply: “Tata Tea 
and Godrej Consumer Products.” In 2002, 
Tata Tea’s margins were under pressure. It 
had just acquired the UK-based Tetley 
through a leveraged buyout and the interest 
costs were weighing the company down. 
Investors took a dim view of this and ham- 
mered the stock price down to Rs 160 that 
September. Shah, however, was convinced 
that the Tata management would tide over 
the crisis. It took three years, but Shah’s call 
paid off. The Tata Tea stock closed at 
Rs 523 on April 12, 2005. “We understood 
the strength of the Tetley brand and saw 
logic in the way the company was carrying 
out its restructuring operations,” says Shah. 

He again saw what others missed in 
Godrej Consumer Products. “They had 
excellent business potential in the hair care 
segment and a very strong brand,” he says. 
The upward spiral of the scrip over the last 
couple of years (from Rs 70 in 2002 to 
Rs 292 on April 12, 2005) proves Shah right. 

So, what makes a good analyst? He 
feels it is “the ability to take a longer- 
term horizon on stocks and the capacity to 
visualise how things will pan out in 
future”. It’s probably his varying stints 
at audit firm Lovelock & Lewes, invest- 
ment advisory firm UTI Investment 
Advisory Services, investor services outfit 
Dalal & Broacha and stock broker First 
Global that give him this insight. 

PRIYA SRINIVASAN 
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Ajay Sharma 


29/ Senior Investment Analyst 


B RESEARCH HOUSE: CLSA 
ш sector: Pharmaceuticals 





F IT WAS HIS REPORT TITLED ATTACK OF THE CLONES (ON THE 
emergence of Indian pharma companies as a force in the 
global generics market) that won him accolades from 
fund managers in 2002, this time, it is his in-depth study on 
the impact of the recent introduction of the product patents 
regime on MNC pharma companies (titled Patent Patience). 
Ajay Sharma represents a new trend of people qualified in 
particular sectors entering equity analysis. Sharma com- 
pleted his Bachelor of Pharmacy from Benares Hindu 
University before enrolling at IM Ahmedabad for his MBA. 
And before joining CLSA in April 2002, he worked with 
Morgan Stanley's investment banking joint venture in India. 
NARENDRA NATHAN 








| R h | Si h AHUL SINGH IS A VERY DIFFERENT KIND OF 
a u i ng analyst. It’s not just his grades (пт Mumbai, 


Rank 5 in 1993; пм Lucknow, Rank 1 in 





33/ Vice President, Research 1995) or his uncanny ability to pick winners (he 
recommended Bharti Tele in January 2003, when it 

E RESEARCH HOUSE: SSKI was quoting at Rs 20), but the way he goes about his 
rd job. While preparing a report on the “growth in 

Ш SECTORS: Telecom, Oil & Ga Indian wireless sector” in September 2004, he took 





to the roads (or tracks, to be more precise) in 
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Mumbai to collect first-hand data 
on mobile ownership levels across 
population groups. The results 
were interesting: penetration levels 
were 80 per cent in first class, but 
only 30 per cent of second class 
travellers possessed mobile phones. 
“In a seemingly saturated market 
like Mumbai, our observational 
research showed that a large untap- 
ped market exists among the lower 
income classes,” informs Singh, 
who enjoys watching movies and 
reading history books, when he’s 
not tracking stocks or playing with 
his five-month-old son. 


He’s also good more 





Jagdishwar Toppo 
34/Analyst — — _ 
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complicated analysis. In November 
2004, he recommended HPCL and 
BPCL based on a “linear equation 
analysis with unknown variables”. 
Shorn of the jargon this means 
“because of the uncertainty in the 
earnings streams (due to global 
crude price trends and the govern- 
ment’s objective of controlling 
inflation), these companies were 
trading at close to the replace- 
ment cost of their refining and 
pipeline assets. That meant inves- 
tors were getting the marketing 
he says. 

Singh tracks cyclicals clo- 
“Here, one has to take a 


assets free”, 


sely. 


medium- to short-term view of 
industry cycles and arrive at valua- 
tions based on mid-cycle figures. 
This way, you get the opportu- 
nity to buy at the bottom and sell 
at the top of the cycle,” he exp- 
lains. This often makes for quick 
returns. He placed a buy call on 
Petronet LNG at Rs 28 and down- 
graded it two-three weeks later 

when the price touched Rs 45. 
Has life changed since he quit 
CRISIL (where he was rating sectors 
like infrastructure, power, telecom, 
and oil & gas)? “It’s just a shift 

from debt to equity,” he laughs. 
NARENDRA NATHAN 


AGDISHWAR TOPPO SPENT THE 

first decade of his profes- 

sional life tracking the 
cement and metals sectors, so one 
would assume that he has his finger 
on the pulse of these industries (he 
has been with Enam since 1997; 
before that he was with Seamico 
Marlin Securities). Yet, Toppo, a 
Computer Science graduate from 
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REC (Rourkela) and an MBA from 


пм Calcutta, swears by hard fun- | 


damentals and depends only on 
cold numbers to throw up win- 
ners. It is, perhaps, natural to 
expect this in an organisation that 
believes in “zero-based research". 


FOE RTT IT 
„акч. 


refused to move above the Rs 240- 
360 band. Finally, though, his 
patience paid off. Grasim now 


| trades at Rs 1,200 (on April 12, 


| 


“Thoroughness and depth are the 
critical ingredients for our | 


research," he says. For example, 
he uses the price-to-capacity utili- 


sation ratio analysis to arrive at | 


the price levels that are expected to 
emerge. He also tries to identify the 
countries that are expected to drive 
any growth in demand. *This is 


because demand for these com- | 


modities is global," he contends. 
Toppo has remarkable tenacity 
and conviction. He stuck to his 
“buy” recommendation on Grasim 
for a very long time (during the 


2000-2002 period) when the stock | 


2005). *It was a test of mettle for 
me,” he says. “But if you have the 
conviction, you should stick to 
your call and it eventually comes 
right," he says. Toppo has taken 
other contrarian calls as well. When 
almost everyone else was negative 
about aluminium in 2003, he took 
a positive stand and recommended 
*buy" for Hindalco at Rs 641. He 
was spot on. The scrip closed at 
Rs 1,340 on April 12, 2005. Since 
commodity prices (and, conse- 
quently, share prices of companies 
dealing in them) move in cycles, he 
doesn't believe in a buy-buy stra- 
tegy. He downgraded Acc and 
Gujarat Ambuja from outperformer 
to neutral three months back. 


How We Did It. 


UR SECOND BEST EQUITY 

Analysts Survey brings out 

several interesting facts. 
But before that, a few words on 
the methodology. Like last year, 
the survey was conducted among 
equity fund managers of leading 
mutual funds (with minimum assets 
under management of Rs 1,000 
crore) in India. This gave us a jury 
of 20 fund managers. We approa- 
ched the chief investment officer 


(CIO) or the senior-most equity - 


fund managers of these funds and 


asked them to nominate the five —— 


best equity analysts (across rese- 
arch houses and also across sec- 
tors). But, to get the real cream, 
we decided to raise the bar this 
time: we are featuring only those 
analysts with three or more recom- 


mendations (compared to two or - 


more recommendations last year). 
That explains why the number of 
featured analysts fell to 10 this year 
compared to 20 last year. 


THE FAVOURITE LIST 
Research Hause Last Year This Year 
oe AS 
ENE 
Kotak Securities 11 9 
| ICICI Securities. 6 7 
DSP Merrill Lynch 12 7 
| Brics Securities па 5 
"JM Morgan Stanley 380778 
МЛ ДЬ, 


Мом, let us go back to the 
interesting stuff. First, there is a 
major churn among the star ana- 
lysts. And only four analysts (Ajay 
Sharma, Manish Jain, Prabhat 
A! and us: Prasad) were - 


Why? “We are still bullish on the 
sector, but these stocks are fairly 
valued now,” he says. 

Almost cloning his balanced 
approach to stock picking, he tries 
to strike a balance between work 
and his personal life, though an 
interested bystander might feel 
that the scales are tilted in favour 
of the former. He spends most 
of his leisure hours with his 
family. He also enjoys travelling, 
listening to instrumental music 
and reading books on macro- 
economics and geo-politics by 
Jim Rogers, Marc Faber and 
others. “Since these are the major 
factors in the commodities mar- 
ket, I take every opportunity to 
learn more about them,” he says. 
Leisure activity, did we say? But 
then, that’s Toppo for you! 

NARENDRA NATHAN 


able to retain their positions on our 
list. This would have been true 
even if we had kept the same cut- 
off of two references as last year 
and featured all the 18 analysts 
cleared at this level. Secondly, the 
movement of star analysts is 
affecting the ratings of research 
houses as well. For example, new 
entrant Brics Securities has got 5 
per cent of the recommendations 
only because a few star analysts 
joined it. Likewise, Deutsche 
Securities has moved up from 1 
per cent last year to 4 per cent this 
year only because Manish Jain 
joined it from DSP Merrill Lynch 
(which slipped from 12 per cent to 
7 per cent). But the most impor- 
tant point worth mentioning here 
is the emergence of SSKI 
Securities, a local research house, 
as the undisputed favourite among 
Indian fund managers, pushing 
several global research houses 
down the line. & 
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RICHARD BRANSON/ CHAIRMAN/ VIRGIN GROUP 


“REPUTATION 


IS ALL 


WEVE GOT” 


AST FORTNIGHT WHEN 

Richard Branson, 54, 

the flamboyant Chair- 

man of the estimated $8 

billion-plus (Rs 35,200 
crore-plus) Virgin Group, was seen 
around Mumbai lifting women in 
the air, riding the local train with the 
ubiquitous dabbawallas and attemp- 
ting a go at the Queen’s game, the 
average Mumbaikar might have 
wondered: “Who is this weirdo?” 
Those familiar with Branson’s antics, 
however, might have just nodded 
their head as if to say: “He’s at it 
again.” After all, he’s the man who 
successfully launched the punk rock 
group Sex Pistols in the late 1970s at 
a time when no other record com- 
pany was willing to touch them (per- 
haps because they wrote lyrics like 
“God save the queen, she ain’t no 
human being”); who successfully 
got arrested twice in his career; and 
who recently got his jollies by sitting 
through a hurricane that hit Necker 
Island (Branson’s private Virgin 
Island). “An awesome experience", 
is bow be is reported to bave descri- 
bed it. In this interview with BT's 
Brian Carvalho, Branson talked 
about other less dangerous—not by 
much, though—challenges he’s faced 
over the past four decades during 
which he built the Virgin Group into 
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a billion-dollar empire, with over 
200 diverse businesses. Excerpts: 


You have over 200 businesses on your 
plate. How do you keep track of them? 
We have grown from scratch into 
200-250 businesses around the 
world. I should think the top 10 
businesses would be contributing 
50 per cent of our revenue, but 
these may be within as many as 
100 different companies. As I grow 
a business, I find a managing direc- 
tor, give him a stake in the com- 
pany, and tell him he can run it as if 
it’s his own company. I will tell 
him that I will interfere as little as 
possible; if he needs my help, he can 
call me up, but I try to give him 
the freedom to make mistakes and 
make good things. We have a small 
central team of people—very 
small—that can help on things like 
global tax issues or brand issues or 
group buying issues. But generally 
speaking, we leave people alone. 


When do you feel it's time to interfere? 
The most important thing for us 
at Virgin is our reputation, both 
personal and business. Reputation is 
all you've got in a sense. The brand 
is the most respected, either #1 or 
#2 in Britain, and amongst the 20 
most respected brands on a global 


basis. We fight very hard to ensure 
that nothing is done to damage that 
brand. If a company strayed, we 
would jump in very quickly. We 
could even take the brand away, 
which we have done once in the 
last 40 years. This was a company 
we didn't own, selling gas and elec- 
tricity. But generally speaking it's 
worked well. I will travel the world 
a lot, I will help the companies put 
themselves on the map around the 
world, I spend quite a lot of my 
time on new ventures. For example, 
there's the space project—The 
Virgin Galactic project—where 1 
am plotting and planning things. 
It's particularly such big projects 
that I spend a lot of time on. 


Is the time ripe for many of your ven- 
tures to be flagged off in India? 

If we had the time, and energy, 
most businesses we started in the UK 
could work in India as it is today. 
Maybe 15 years ago, when it came 
to luxury health clubs, people might 
have said you couldn't do it in India. 
Now, though, there certainly would 
be a market for a number of Virgin 
Active Health Clübs in India. The 
financial services industry, in every 
country, could do with a shakeout, 
and India is no exception. The credit 
cards, mobile phones, planes... 


ZA ee 





Your proposal for a low-cost airline 
foray in the US pretty much coincides 
with plenty of action that's being wit- 
nessed in this sector in India... 
We're happy and willing to invest— 
rather I am personally happy and 
willing to invest because | couldn’t 
do it with Virgin—in a domestic 
carrier. We're talking to people 
who want to start up domestic car- 
riers from scratch. We're talking 
to one or two established players 
who want us to invest in their busi 
nesses. And I suspect in the next 
few months, we'll make a decision 
and get on with it, subject to gov- 
ernment permission. | have quite a 
lot of experience, having set up 
airlines in Australia, the UK and 
Europe; we're setting up an airline 
in Nigeria, which we are launching 
as the national airline of that cour 
try in two months; we're setting 
up an airline in the us, which will be 
launched by the end of the year. So, 
we have quite a lot of experience in 
starting and building airlines, and 
we would love to bring that expe 
rience to India—and the cash. 


You have your critics who think it's a 
bad idea to be launching a low-cost air- 
line in America so late. 

They may be right! But the big 
American carriers had a meeting 
about six months ago, where the 
chairman of one of the companies 
said that the industry is bad at the 
moment, and the last thing we need 
is for Richard Branson to set up 
an airline in America, which | must 
say I found most flattering when | 
heard it. Yes, the industry is very 
bad in America, but it's also very 
very badly run. The quality of 
American carriers, even the inter- 
national American carriers, is about 
the worst in the world. Even the 
Eastern carriers beat American car- 
riers hands down, and for some 
reason, though America is quite 
renowned for good quality in a 
lot of areas, when it comes to air- 
lines they're the worst. There are a 


pase a Л 


bt 60 minute 


couple of small airlines in America 
that are very good. Southwest 
Airlines is very good, and an airline 
called JetBlue is very good. But the 
rest of the American carriers are 





“We're talking to 
people (in India) 

who want to start up 
domestic carriers 
from scratch. In the 
next few months, we'll 
make a decision and 
get on with it” 


real dross, and that’s why I believe 
America is ripe for Virgin territory 
because we love to go where people 
are not doing things well, where 
we think we can do things better. 


So by when can one expect the launch 
of Virgin America? 

We should be launching in six 
months; it has been delayed—it's a 
bit like India; I can't just write out a 
cheque out and get on with it— 
I've had to go through enormous 
regulatory hurdles to get it all 
sorted. We believe we're nearly 
sorted, and we believe we should be 
launching before the end of the 
year. We have the financiers. The 
thing about the airline business is 
that it is the most bizarre business: If 
I want to set up a chain of cinemas 
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anywhere in the world I can do it; if 
I want to set up a financial services 
company anywhere in the world 1 
can do it; if I want to set up a hos- 
pital anywhere in the world I can do 
it; if I want to set up record shops 
anywhere in the world I can do it; if 
I want to set up a mobile phone 
company anywhere in the world I 
can do it. Civil servants, for some 
reason, love to cling to the idea of 
treating the airline industry different 
from any other industry. There's 
no reason for it. The best thing for 
the consumer is to free up the skies 
and let anybody fly anywhere in 
the world, subject of course to safety 
and subject to the capability of run- 
ning an airline. We have fun trying 
to overcome those problems. 


Your reality show, Rebel Billionaire, 
was looked at as a counter to Donald 
Trump's The Apprentice, as well as a 
blatant promo for the airline foray in 
America. Has it served the purpose? 

The Rebel Billionaire was good fun 
to make. I think it was a good, 
entertaining TV show, very different 
from Trump’s show: Ours was 
partly business but more challenge- 
based—physical challenge, and 1 
had to participate in all of them (it 
was enjoyable to do). We came after 
Trump; his programme definitely 
had more viewers, it was more 
established. In America, Trump is 
better known than I am, but we 
still got some millions of people 
watching it every week and enjoying 
it. It definitely helped put Virgin 
on the (Us) map, and I hope it was a 
promo for our businesses, but 1 
don't think it was a blatant promo. 
I think my approach to life is dif- 
ferent from Trump's... the world's 
made up of a lot of different people. 


How much is breaking the rules and 
challenging convention responsible for 
your success? 

You've got to stand out from the 
crowd. If you do things the way 
everybody else is doing them you're 


unlikely to be successful. But you 
shouldn't be breaking convention 
just for the sake of it. There should 
be a reason behind it, and it should 
be something the public and the 
press believe in, and you've got to 
deliver; you've got to create com- 
panies that people believe in, and 
you've got to be sure that the people 
working with you believe in it, so 
that they are willing to work day 
and night to make it a success. 


You aren't a great believer in IQ tests... 
That's because I was never good at 
them. 


You also don't believe in poring over bal- 
ance sheets and juggling with numbers. 
To give you an example, when we 
were thinking of starting the airline, 
if I had got two lots of accounting 
firms, one set of accountants could 
have done one set of figures that 
could have told me that this airline 
is going to lose money; another set 
of accountants could done another 
set of figures that could have said we 
would make a lot of money—it all 
depends on the assumptions you 
put in those figures. An alternative 
way (of deciding whether to start up 
an airline) is this: I had flown on a 
lot of people's airlines, I didn't like 
the experience, I felt | could create 
an airline that people would want to 
fly on, and I felt if I could get more 
people wanting to fly on my airline 
than on my rivals' airlines, it would 
be likely to be profitable... so it is 
more of a gut feeling, and fortu- 
nately it's generally worked out for 
us... Гат sure for some businesses, 
getting the accountants and getting 
the figures done is important, but 
much more important is whether 
you're going to actually capture the 
public's imagination and get them to 
use your products. 


At what stage were you able to see 
the big picture for the Virgin group? 
Did you seriously believe in the begin- 
ning that you could be at the helm of a 
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billion-dollar operation? 

We never had a grand plan, we never 
thought: “Let’s try to build the most 
respected brand in the world." Now 
we've started thinking about that, 
but we never did earlier. The tur- 
ning point might have been when 
10 years ago a magazine in Britain 
wrote a huge editorial on the Virgin 
Brand, about what an incredible, 
strong consumer brand we had. 
That's when it struck us: “Hey, we 
got a great brand." Since then, we've 
taken it (the brand) much more 
seriously, and we've used it... 


And overused it too? 

Ever since I was 20 Гуе read articles 
saying things like “Will Branson’s 
Balloon Burst?” or something to 
that effect. We are a way-of-life 
brand, whereas all the other famous 
brands specialise in one area—soft 
drinks, computers, whatever. 
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liked them to. Virgin Cola still has a 
presence in 50 countries, is profita- 
| ble, but it still hasn’t toppled Соса- 
\ Cola. Actually for about 18 months 
| we started believing we could topple 
4 Coca-Cola because Virgin Cola 
| exploded in the UK, and for about 
| 18 months Coca-Cola didn't take us 


$ 

he But you've also had some spectacular 
Hi failures—cola, vodka, PCs... 

{ We've had things that haven't wor- 
р ked out as well as we would have 


y seriously. Then, an Englishwoman 
b working in Atlanta met the presi- 
3 dent of Coke, and said: “Look, the 
Virgin brand just could catch on 


like wild fire all over the world, 
| and you’ve got to send me to 
England with a SWOT team to swat 
Virgin Cola.” She arrived in 
England, and people like Tesco’s, 
for whom 60 per cent of (cola) sales 
were of Virgin Cola, suddenly 
started getting the most fantastic 
deals from Coke—it was a bit like 
what British Airways did to us 
(Virgin Atlantic). Coke then attacked 
back in a major way... I only know 
about this because this woman is 
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now my bank manager, and she 
told me about it! 

If you set up 200-300 businesses 
from scratch, some will work, some 
will not work so well, and if you're 
frightened of failure, you’re not 
going to set up anything. Fortuna- 
tely, most of our businesses have 
worked, and we've never lost major 
sums of money on any failures. 


You also don't have much faith in the 
way stock markets work, having once 
decided to buy back shares you listed... 
We will list individual companies; 
we just won't list our top company. 
It's quite restricting... if I had been 
a listed company, shareholders 
would have thought we're comple- 
tely mad to go from the Sex Pistols 
(one of the rock groups signed on 
by Virgin Records in the 1970s) to 
Virgin Atlantic; from Virgin Atlantic 
to trains; or from trains to mobile 
phones. One problem with the 
stock markets is that you have ana- 
lysts who specialise in mobile 
phones, or in transport, or in drinks, 
and a lot of things. But you don't 
have analysts who specialise in... 


The Sex Pistols? 

Yea, the Sex Pistols, or a number of 
our other businesses. So the value of 
our company would not get fully 
reflected. Besides, it also wouldn't be 
as much fun. I can decide alone 
today to go into space, and invest 
$100 million (Rs 440 crore) in build- 
ing five spaceships. As a public com- 
pany, | might have had some inte- 
resting looks from shareholders! 


The music industry has changed quite 
a bit since the 19705... 

If you own a record company, you 
should do very well because you 
can get royalties back from iPods, 
MP3 players, downloads, etc., and 
people are now willing to pay for 
that. Music shops is much tougher. 
We still have music shops... we've 
used them to break our other busi- 
nesses like mobile phones and so 
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on. We still think it's worth having 
them, but I wouldn't recommend 
people set up music shops today. 


Are you glad you sold Virgin Records 
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“Tf we had the time, 
and energy, most of 
the businesses we 
started in the UK 
could work in India 
as it is today... 
credit cards, mobile 
phones, planes...” 


when you did (in 1992 to Thorn EMI for 
$1 billion to pay for his airlines venture)? 
We still have v2 Records, but it’s dif- 
ferent now. When we had Virgin 
Records I was really involved. Now 
Гуе invested in other people looking 
after the music business. We had 
to sell Virgin Records to fund the 
airline... sometimes you’ve got to 
move on. As far as music goes, it is 
different today, but I am not in touch 
to be able to say that music was 
more exciting when I was younger. 


There have been reports that you've 
eased up on partying... 

We still party hard. It's important 
for the staff—it’s a Virgin tradition. 
Гуе brought my son along this time 
(to India). He can do some of the 
partying for me. 
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TAPMI 


NURTURIN 


By Prof. D Nagabrahmam 





arlier in this column, I had written about the 

_ imperative of an institution-building process and 

an approach towards institutional governance 

practised at TAPMI. I would now like to share my thoughts 

on the need for institutional leadership and the processes 
and means of developing such leadership. 

Institutions thrive and grow on the basis of a core 
purpose supported by dynamic leadership. The growth and 
reputation of some of the illustrious institutions provide 
ample evidence for this. 

Institutional leadership is borne out of the academic 
leadership of each of the faculty members of the institution. 
This academic leadership will transcend narrow confines 
of specialisation and institutionalize itself. In the context 
of management education, this academic leadership 
assumes a larger perspective. It 
includes a blend of academic 
orientation, practical skills and 
professional acumen. 

An institution seeking reputa- 
tion must have people who have 
the potential to provide academic 
orientation and leadership in their 
chosen fields of activities and 
expertise. Grooming academic leadership is a function of 
institutional values, focus and its mission. But what is 
needed is essentially a translation of these into academic 
autonomy, freedom and motivation of the people. The 
process would also facilitate a system that recognizes, 
rewards and encourages academic leadership and develops 
the much needed critical mass of institutional leadership. 

The institutional processes will include sharing 
responsibilities, a spirit of accommodation, continuous 
upkeep and innovation of the means and mechanisms 
of creating academic outputs, establishing peer 
relationships, seeking networks and sharing the vision of 
the institute. They require institutional means - both formal 
and informal - for accepting such responsibilities, 

It is important to create a climate conducive to grooming 
leadership potential in the institute through: 

Enabling Responsibilities: The system organically 
provides for shared responsibilities for programme 
coordination, research, publications, admissions, industry 
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An institution seeking 
reputation must have people who 
have the potential to provide 
academic orientation and 
leadership in their chosen fields 
of activities and expertise 
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interface, executive education, placement and student 
development. 

Empowering Faculty with Larger Opportunities: 
Enabling, designing and offering new courses, developing 
one's research interests and facilitating writing and 
publishing. The sequence of a seminar, working paper and 
publications is one such institutional process of 
reinforcement. Teaching-plus can be an institutional means 
for encouraging faculty for their contributions in other 
areas. 

Facilitating a Conducive Environment: Working 
groups, team teaching, joint research, mentoring 
young faculty, student-faculty research, coaching and 
counseling of students. 

Policy and Executive Decisions: Participation іл 
the admissions 
placement, executive education 
and issues relating to creation of 
intellectual capital. 

An Environment for Profess- 
ional Growth: Through reviews 
of performance, feedback and 
upgradation through various 
means including sabbaticals. 

The institutionalization of academic leadership could be 
measured by some visible outcomes such as: 

- New initiatives in curricular and non-curricular matters 

- Enterprise in one's professional relationships and 
organization of conferences, workshops and seminars 

- Demonstration of a high degree of interdependence 

- Dynamic processes in improving the institutional 
make-up such as collective efforts in identifying new areas 
for teaching, research and executive education and 
consulting 

- Taking responsibilities for implementation of new ideas 

Institutional leadership provides a cutting edge to 
an institution and helps to sustain its reputation by bringing 
in a greater degree of professional culture. This is critical in 
the face of changing scenarios and demands of an uncertain 
environment. In other words, to maintain institutional 
status, a dynamic academic leadership is essential. 


process, 


Prof. D. Nagabrahmam is Director of TA. Pai Management Institute 
Manipal and can be contacted at nagabrahmam_d@mail.taprni.org 
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HIS STORY CAN’T BI 
explained by a sum 
ot parts analysis. Too 
many riders make 
such linear equations 
impossible. And too many varia- 
bles—some of them unknown 
or unpredictable—mean it can't 
be called a zero sum game. The 
headlines are easy enough, 
though. Chinese Premier Wen 
Jiabao's recent visit to India got 
enough of them—and most of 
them had a rah-rah tone about 
them. Going by these, it would 
seem that India and China have 
kissed, made up and agreed to 
live happily ever after. But the 
sub-text makes for more compli- 
cated reading. The questions that 
arise are: Why is China wooing 
India? What does it want? What 
is it offering in return? And most 
importantly, why now? 

At the crowded "India-China 
Business Cooperation Confe- 
rence" in New Delhi on April 
11, 2005, the Chinese Premier 
candidly admitted that sluggish 
agricultural growth and an acute 
shortage and, consequently, 
higher prices of coal, iron ore 
and crude oil could trip the 
Chinese miracle. *So what could 
be a better option than looking at 
resource-rich India, which could 
also double up as a huge market 
for its products?" asks 
B. Bhattacharyya, former Dean, 
Indian Institute of Foreign Trade, 
and one of the authors of the 
Comprehensive Economic 
Co-operation Agreement with 
Singapore. Besides, by linking its 
robust hardware sector with 
India's booming software indus- 
try, China could leapfrog its way 
to the top rungs of the global 
space, information and maritime 
technology sectors. And the icing 
on the cake, from China's point 
of view: an India-China combi- = 
nation could act as a counter- : 
weight to the us, at least in Asia. 
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Chinese PM Jiabao: 
Eyeing India 











China offers huge 
opportunities for 
Indian trade and 
industry. But 
India needs to go 
in with its eyes 
wide open. 


BY ASHISH GUPTA 
AND KUMARKAUSHALAM 


That’s clearly what Premier Wen 
had in mind when he said: “If India 
and China co-operate, we will be 
able to lead the world rr industry. 
When that day comes, it will sig- 
nify the coming of the Asian cen- 
tury." Echoing these sentiments, 
Union Commerce Minister Kamal 
Nath says: *Economic partnership 
between India and China can 
unleash forces that will realise the 
goal of a larger Asian Economic 
Community. This is what can 
make the 21st century truly the 
Century of Asia." 

That's not all. Partnering with 
India will give the Dragon much 
greater say in the World Trade 


HOW THEY STACK UP 


India and China in facts and figures. 
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source: Industry sources 


Organization, as was exhibited by 
their united stand on the Singapore 
issues and the creation of the Group 
of 20 countries as a counterweight 
to the developed world. Charan 
Wadhwa, Research Professor at 
think-tank Centre for Policy 
Research, places the issue in perspec- 
tive: “The Chinese Premier's visit is 
a recognition of the fact that India 
counts in the global community.” 
But the primary purpose of 
Wen’s visit was to boost bilateral 
economic ties. This was underlined 
by the fact that he first touched 
down at Bangalore, the country’s 
software capital, and his strong insis- 
tence on signing a Free Trade Agre- 
ement (FTA) with India. This propo- 
sal, which envisages zero customs 
duties on bilateral trade, was fortu- 
nately cast aside for a five-year pact 
on comprehensive co-operation in 
economy and trade (see An Idea 
Before Its Time, Br, April 24, 2005). 
Says Omkar Singh Kanwar, Chair- 
man, Apollo Tyres: “It is important 
to first sign a preferential trade 
agreement and then graduate to an 
FTA. It should be a gradual process." 
The growth of two-way trade 
between India and China has, how- 
ever, been anything but gradual. 
Bilateral trade, which was barely 
$338 million (Rs 878.8 crore at the 
then exchange rate) in 1992, 
touched $13.6 billion (Rs 61,200 
crore) in 2004-05, a 79.1 per jump 
over the previous year's figure of 
$7.6 billion (Rs 34,200 crore at the 
exchange rate prevailing then). But 
India's exports to China are heavily 
skewed in favour of raw materials 
like iron ore (53 per cent of total 
exports), plastics, slag, ash, and 
hides and skins. This is both a cause 
for concern and a huge opportu- 
nity. Says Nath: “If the current 
momentum is maintained, China 
will become India’s largest tra- 
ding partner in two or three 
years. (Bilateral trade is projected to 
touch $20 billion, or Rs 88,000 
crore, by 2008 and $30 billion, or 
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COOPERATION AND CONFLICT 





As the two Asian giants compete for the leadership of the developing world, there are major areas of concern. 


Information Technology 
COOPERATION: India’s software capability 
and China's hardware strength could pro- 
duce a formidable combination. Indian 
companies can service the huge Chinese 
domestic market and also form joint ven- 
tures for entering other markets such as 
Korea and Japan. 

CONFLICT: The fear is that over a period of 
time China will become our competitor in 
standard types of software and rampant 
piracy will make it difficult for India to maintain its supremacy. 


Pharmaceuticals and Auto 

COOPERATION: India can become a major supplier of cheap 
medicines to the vast Chinese market. It can also hope to cap- 
ture a significant share of the Chinese market for automobiles 
and auto-components. 

CONFLICT: Limited scope for rivalry. 


Worid Trade Organization 

COOPERATION: Since India and China have similar positions on 
agriculture subsidies, non-tariff barriers on industrial goods and 
free movement of professionals, a co-ordinated position on 
international negotiations can be highly fruitful. 

CONFLICT: There is a danger of China using its alliance with India 
to extract concessions on issues important to itself, leaving India 
high and dry. 


Oil 

COOPERATION: Since both the countries are major importers of 
crude, the two can join hands while acquiring oil equity 
abroad, thereby reducing risks and securing better terms 
from oil exporting countries. 

CONFLICT: China pursues its energy security needs with a 
single-minded determination that is lacking in India’s case. Ask 








ONGC Videsh! China has used every trick 
in the book to outbid and outmanoeuvre 
India in the global hunt for hydrocarbon 
assets. Indian oil mandarins are still wai- 
ting for the first signs of cooperation from 
across the Himalayas. 


Tourism 

COOPERATION: Both countries have massive 
tourism potential and ion between the 
two can result in a doubling of bilateral 
tourism every three years. 

CONFLICT: China is already a major player in the global tourism 
sweepstakes. The question is: Will it cooperate with India and, 
thus, give a leg-up to a potential rival? 


IMF and the World Bank 

COOPERATION: Since both countries have huge foreign exchange 
reserves, they can push for a more decisive say in the decision- 
making process at the Brettonwoods twins. They can also push 
for reforms of the international financial architecture. 
CONFLICT: Like at the WTO, India has to guard against becoming 
an appendage to China's quest for great power status. 


AREAS OF CONFLICT у 

These are sectors where China has a decisive lead over India. 
So, the Dragon is unlikely to lend us a helping hand. 
Textiles and Garments: The biggest threat to India is in this 
sector because of the scale of China's operations and its 
preparedness for the post-quota regime. 

Chemicals: Again, China's scale of operations and the 
inverted duty structure of the country make India vulnera- 
ble to cheap (dumped?) Chinese exports. 

Small-scale Sector: The Chinese industry is clearly a threat 
to Indian small-scale industry. Toy, lock and mobile phone 
manufacturers are the most vulnerable. 





Rs 1,32,000 crore, by 2010). But 
the composition of the export bas- 
ket needs to change. There is a need 
to broadbase Sino-Indian trade in 
favour of value-added items, espe- 
cially for India's exports.” This will 
offer huge opportunities for India 
Inc., both in trading and for set- 
ting up manufacturing bases in that 
country. India's knowledge-based 
sectors such as information tech- 
nology, biotechnology, health, edu- 
cation and financial services can 
play a major role in helping to 
diversify the country's export basket, 
says a recent Confederation of 
Indian Industry study. But Indian 
software giants are cautious about 
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the Chinese market despite the red 
carpet being rolled out by Wen 
himself. *In the absence of a Foreign 
Investment Protection Act and poor 
implementation of IPR (intellectual 
property rights) laws, it is advisable 
for Indian companies to enter into 
joint ventures only," warns 
Wadhwa. Adds Raymond J. Lane, 
General Partner, Kleiner, Perkins, 
Caufield & Byers, a leading 
us-based venture capital firm: “If 
you don't have good IPR laws, then 
it is impossible to grow a software 
industry," obviously referring to 
the rampant piracy of software in 
China. The Indian pharma, auto- 
mobiles and auto components 


industries can also take advantage of 
the prevailing bonhomie to set up 
production bases in China. 

But this is easier said than done. 
Even today, many Indian companies 
are sceptical about investing in 
China because of the absence of a 
good legal system for redressal of 
grievances, language and cultural 
issues and a sense of distrust. “The 
biggest stumbling block is China's 
non-market economy (state-control- 
led economy)," says Arvind Vir- 
mani, CEO, ICRIER and a member of 
the Indo-China Joint Study Group 
on Comprehensive Trade and Eco- 
nomic Cooperation. It is little won- 
der then that bilateral investments 


have remained abysmally low des- 
pite the explosive growth in trade 
(see table on Trade and Investment). 
Elaborates Sanjiv Sanyal, Director 
(Global Markets Research), 
Deutsche Bank: “Investments req- 
uire a greater degree of trust and 
comfort than trade because they 
imply sunk costs that cannot be 
reversed easily.” Others like Nagesh 
Kumar, Director General at the 
New Delhi-based Research and 
Information Systems for Developing 
Countries, point out that 55 per 
cent of Chinese exports come from 
multinationals that have set up bases 
in special economic zones, and not 
from global-sized Chinese compa- 
nies. “There are few Chinese com- 
panies that can set up subsidiaries 
abroad,” he informs. 

Despite that, China is clearly 
streets ahead of India in the global 
economic game (see How They 
Stack Up). And China has made no 
secret of its ambition of using its 
considerable economic clout to 
assume the leadership of the Third 
World. Warns Brahma Chellany, 


POINTS OF CONFLUENCE 





WHILE TRADE HAS GROWN, 
INVESTMENT HAS STAGNATED... 


INDIA-CHINA BILATERAL TRADE (2000-2004) (in $ т 


INDIAN 


IMPORTS 
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source: Ministry of Commerce & Industry, Govt. of India 
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BILATERAL INVESTMENT IN THE TWO COUNTRIES 
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source: Ministry of Commerce & Industry, Govt. of India 


well known defence expert and 
strategic thinker: “China is clear- 
headedly building hard power, both 
economic and military. India needs 
to do likewise. A widening eco- 
nomic and military disparity 
between the two has restricted 


Important agreements signed during Wen Jiabao's visit to India. 


on Mutual Administrative Assistance and Cooperation in Customs Matters 
` IMPACT: It will allow customs administrators іп the two countries to share 
enforcement 


information and intelligence relating to new customs law 


and track the movements of persons suspected of having contravened the cus- 


toms laws of either country. 
MoU on Civil Aviation 


IMPACT: This will liberalise air links between India and China and create an Open 
Skies Policy for cargo. More China Eastem and Air-India flights between the two 
countries should theoretically boost tourism, but in the absence of liberal visa 
norms, few carriers will find enough passengers to fly. 


MoU on The Launch Of The India-China Financial Dialogue 

IMPACT: This will encourage coordination between the two countries in the 
International Monetary Fund, the World Bank, the Asian Development Bank and 
other International financial and development institutions. 


Protocol on India China Film Co-operation Commission А 
IMPACT: This will result in the implementation of ће Sino-Indian co-production 
agreement, give a boost to collaborative efforts in animation and documentaries, 
and, most importantly, facilitate marketing and distribution of films in either country. 


India’s strategic space vis-a-vis 
China.” India will have to correct 
this imbalance to stay in the game. 
And as China’s recent doublespeak 
on India’s Security Council ambi- 
tions showed, it is not about to let 
the spirit of neo-Panchsheel override 
its long-term geo-political goals. 
“China is simultaneously following 
a policy of engagement with and 
containment of India,” contends 
Chellany (see Cooperation And 
Conflict). Nath has a different take, 
though. “The world tends to juxta- 
pose India and China in a one- 
versus-the-other debate. I disagree 
with this view, and see India and 
China as twin engines of growth 
in Asia. If poverty is to be banished 
from the face of the earth, then it 
must be banished from both China 
and India,” he says. Wen, too, steers 
clear of the debate on China’s Great 
Power ambitions. “The visit has 
produced important results that are 
very far-reaching in character and 
sets the pace for much more accele- 
rated developments in our bilateral 
relations,” he said shortly before 
emplaning for Beijing. What all this 
means is that trade ties are fine, but 
we should tread with caution. El 
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)) WITH FOREIGN INVESTMENT IN RETAIL LOOKING 
IMMINENT, GLOBAL GIANTS ARE DRAWING UP THEIR 


INDIA PLANS AND THE HOME-GROWN MAJORS, 
THEIR DEFENCES. BY PRIYA SRINIVASAN 


Y 
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T WAS JUST ANOTHER DAY IN 
January this year when the 
uncontrolled downward spiral 
of potato (yes, of all things) 
prices at the newest supermar- 
ket in Mumbai made every retailer 
worth his salt sit bolt upright. The 
spanking new franchisee store of 
South Africa's largest departmen- 
tal chain, ShopRite, had pulled the 
trigger for an ensuing potato war by 
dropping prices from Rs 8 to 
Rs 5.50 per kg. A major Indian 
retailer retaliated with a similar 
drop to Rs 5 per kg. ShopRite 


promptly went down to Rs 4.90; 
the Indian retailer responded. 
Finally, at Rs 4.80, ShopRite had 
won game, set and match. No 
Indian retailer could have with- 
stood sales at that rock bottom rate. 
Laughs one CEO of an Indian retail 
chain: “That was just a taste of 
what can happen to the entire retail 
trade in India when global retailers 
are actually allowed into the coun- 
try. They can bleed for market 
share. Now, we can just sit back 
and wait for Wal-Mart to sell tele- 
vision sets at Rs 5,000.” 
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| It’s a virtual who's-who of the retail world. 


Wal-Mart:This $288-billion (Rs 12,67, te 
already sources $1 billion (Rs 4,400 crore) worth of merchandise from 





| 
| India, is said to be one of the strongest lobbyists for FDI in retail T 
- Carrefour: Frenc 


Carre h supermarket chain and #1 retailer in Europe,it is a euro 
90-billion (Rs 5,04,000-crore) major, with formats ranging from hyper- _ 
markets to supermarkets, and convenience stores to cash and carry outlets 


With the Union Commerce 
Minister, Kamal Nath, indicating 
that foreign direct investment (FDI) 
in retail may be allowed (there's 
even talk of using that as a bar- 
gaining tool in WTO negotiations), 
there's considerable hubbub in the 
industry. Trade associations, 
activists, even some big retailers are 
rallying support to pre-empt the 
entry of retail behemoths from other 
parts of the world. At stake, we are 
reminded, is the livelihood of 40 
million people who work in the 
unorganised retail sector, which 


am 
” x 


200-crore) retail giant, which 


“ay 


makes up a staggering 97 per cent 
of the Rs 9,30,000 crore of retail 
trade in India. Says Mohan Guru- 
swamy, Director of the New Delhi- 
based Centre for Policy Alternatives: 
“In the short run, a major entry 
will entail the loss of livelihoods.” 

It's not just the small kirana 
stores that are worried, but big 
retailers too. Actually, make it the 
biggest retailer. Pantaloon Retail, 
which has grown Rs 658-crore big 
in just seven years with a total of 
75 stores under four different for- 
mats, is upset that the government 


SHOPRITE 


Mumbai Store 
South Africa’s largest 


departmental chain has 
just one franchisee store 





today, but more are 


wants to throw open the 
industry at a time when the 
home-grown retailers have just 
about got their act together after 
years of struggle. “We’ve barely 
brought modern retail to India and 
the government wants to gift the 
whole business to foreign entrants. 
Why do they want to do that?" 
asks Pantaloon's promoter and 
Managing Director, Kishore Biyani. 
Since 40 million people mean a 
sizeable vote bank, the government 
is unlikely to open the sluice gates to 
FDI in one go. Instead, the sector 


planned 


may be opened up gradu- 
ally, like it happened in the 
case of telecom. That said, there's 
little doubt that the inevitable will 
happen sooner than later. In antici- 
pation of that, some of the biggest 
names from the world of retailing 
have taken a dekko at India several 
times over. Retail's King Kong, the 
$288-billion (Rs 12,67,200-crore) 
Wal-Mart Stores, UK-based Tesco, 
and Hutchison Whampoa are said 
to have drawn up India plans. In a 
letter to the Central government 
in February this year, the Federation 


Tesco: This UK-based retailer (£33 billion or Rs 2,70,600 crore in revenues) | у ж жт rid 


has a presence in 13 countries апа is already sourcing a large chunk of its 


fabric and textile merchandise out of India 


Metro Cash & Carry: The German giant (euro 26 billion or Rs 1,45,600 
crore in sales) has already set up base in Bangalore in anticipation 
of a massive supply chain alignment as the retail market in India evolves 


ShopRite: A South African retailer specialising in food and grocery, it straddles 
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of Associations of Maharasthra, an 
apex body representing major retail 
trade associations, listed other 
potential entrants, including Sears 
Roebuck, JCPenney, Kroger, 
Safeway, Home Depot (all 
American) and Carrefour of France. 

Each of them has a worldwide 
presence and pockets deep enough 
to overwhelm what little India has 
experienced in terms of organised 
retail so far. Most of the global 
retailers contacted for this story did 
not respond to queries on their 
plans for the Indian market. But 
Tesco, which already has a massive 
procurement operation for fabric 
and textiles out of India like some 
others, did not rule out the sugges- 
tion. “We never say never, but we 
have no specific plans at the 
moment either,” says Greg Sage, 
International Corporate Affairs 
Manager at Tesco. However, 
according to global consulting firm 
A.T. Kearney’s “The 2004 Global 
Retail Development Index”, which 
talks about “emerging market prio- 
rities for global retailers”, India is 
the second-most attractive destina- 
tion after Russia. That puts it even 
ahead of China. 





“We've barely brought 


problem—that is, its modern retail here and stores. That means key 
unorganised nature—is the government wants categories like food and 
also its biggest attraction. to gift it away grocery, apparel, and 


In the developed countries, 
markets are getting saturated, 
besides which in countries like the 
us, retailers like Wal-Mart are 
facing opposition from local com- 
munities. Despite the fact that Wal- 
Mart may have almost single-han- 
dedly held inflation down for the 
American consumer over the years, 
few want them in their neigh- 
bourhood. The reasons are pretty 
much the same in India. That they 
devastate smaller stores. 
India, in contrast, is 


Virgin Territory, METRO almost virgin territory. A 
Almost Harsh Bahadur/ MD bare 3 per cent of retail 
Indian retailing’s | “Retail is simply not our sales is via organised 
business model, and 
| don't even want 


random buyers 
walking in” 
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consumer durables are fair 
game for any retailer with the 
money and know-how to create a 
national chain (see Tbe Organised 
Retail Pie: 2004). And just as Biyani 
of Big Bazaar himself has proved it, 
the Indian consumer is more than 
willing to shop with a retailer who 
offers the most value for her money. 
Says Arvind Singhal of consultancy 
firm KSA Technopak: “We estimate 
organised retail to be growing at 
5 per cent a year." That means 
it could be a $275-billion 
(Rs 12,10,000-crore) industry in 
another five years. 
For every big retailer who wants 
FDI blocked, there's one who wants 
it allowed. For instance, both 
Shoppers' Stop (a K. Raheja Group 
company) and RPG Retail (the hol- 
ding company for RPG’s retail ven- 
tures, which include FoodWorld 
and Spencer's, among others) are in 
favour of FDI. Their reasoning: To 
take organised retail from the cur- 
rent level to about 10 per cent of 
the total retail business in the next 
five to six years, India would need 
as much as Rs 10,000 crore in 
investment. “Indian entrepreneurs 
just can’t put in that kind of 
money,” says B.S. Nagesh, MD & 
CEO of Shoppers’ Stop. “And I don’t 
buy the argument that small retailers 
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will get affected by the arrival of 
foreign players.” Nagesh’s argu- 
ment is simple. The average Indian 
household, he notes, requires many 
more SKUs (number of items) than 
any western household, and this 
requirement can only be serviced by 
neighbourhood stores. “Look at the 
way neighbourhood stores have 
fared so far. They will flip the pro- 
duct and format, but they won't 
lose money,” says Nagesh. 
Nagesh probably credits the 
mom-n-pop stores with more inge- 
nuity than they actually possess, 
but the point to be noted is this: the 
kirana store is under threat, and 
it's not just from the foreign retailer. 
Rather, the competition is from 
organised retail per se—whether 
that's Indian or foreign doesn't 
really matter. So should India halt 
the progress of organised retail in 
the country? Not recommended 
and not possible either. Says Raghu 
Pillai, CEO, RPG Retail: “Look at the 
FDI policy on retail in any case. It’s 
just a narrow sliver of protection. 
How else do you explain Hindustan 
Lever’s Sangam Direct or ShopRite’s 
franchising agreement? Ulti- 
mately it’s a political deci- 
sion, but I wish we had 
a better retail policy 
roadmap.” 
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The Organised Retail Pie: 2004 | 


Health & Beauty Products 2 — 
Health & Beauty Care Services 1 ~ 


Figures are in per cent 


Grey Areas 

The myriad loopholes in the FDI 
policy, as Pillai mentions, have 
already allowed significant foreign 
players to start testing the waters in 
India. ShopRite currently operates 
through a franchisee here and has 
just one store (in Mumbai), while 
Metro Cash & Carry (a euro 26-bil- 
lion or Rs 1,45,600-crore German 
wholesale chain) sells only to com- 
mercial establishments out of its 
Bangalore store. 

Despite their limited pres- 
ence, the two retailers have 
managed to attract a 
disproportionate amount 
of controversy. When 
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Source: KSA Technopak 


ShopRite began selling some of its 
branded products below the cost 
price, Pantaloon’s Biyani hauled up 
the manufacturers and threatened to 
take their products off the shelves in 
his stores. Among the manufacturers 
were companies like HLL, Pepsi, 
Tata Tea and P&G, most of whom 
assured him that no discounts were 
offered to ShopRite. That meant 
ShopRite was selling below pur- 
chase price to buy market share. 
“This is nothing but predatory pri- 
cing,” says a miffed Biyani. But 
Director of ShopRite Holdings, Ram 
Harishunker, thinks otherwise. “We 
don’t plan our pricing keeping in 
mind other retailers. Right now our 
pricing policies are geared to bene- 
fit consumers,” he says. 

Metro, whose operations in 
India involve selling to business 
entities registered with it, has 
drawn its share of flak. “They 
have conveniently redefined what 
retail means,” alleges Sanghvi of 
Maharashtra’s Federation of 
Associations. “The (membership) 
cards they issue (to authenticate 
commercial buyers) are a farce. 
It’s more or less a ploy to sell to 
retail customers.” Metro’s India 
head, Harsh Bahadur, dismisses 
the allegation outright. “Retail is 
simply not our business model, 
and I don't even want random 
buyers walking in, which would 
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THE TOP 10 RETAIL DESTINATIONS 


India ranks #2 in terms of attractiveness. 


COUNTRY GEOGRAPHIC AREA COUNTRY RISK MARKET MARKET TIME SCORE 
Moped & ATTRACTIVENESS SATURATION PRESSURE 
WEIGHT 25% 25% 30% 20% 

1 Russia Eastern Europe 56 56 77 100 100 
2 India Asia 62 34 92 7 88 
3 China Asia 71 42 62 90 86 
4 Slovenia Eastern Europe 83 60 43 76 84 
5 Croatia Eastern Europe 61 53 55 93 83 
6 Latvia Eastern Europe 64 55 54 89 82 
7 Vietnam Asia 52 29 90 66 76 
8 Turkey Mediterranean 50 58 67 65 75 
9 Slovakia Eastern Europe 69 48 35 100 74 
10 Thailand Asia 68 38 60 76 73 


Source: A.T. Kearney's 2004 Global Retail Development Index (top 30 emerging markets) 


mean making space for more units." 

FOODWORLD Metro says its gameplan in India is very clear. It 

Raghu Pillai/ CEO sees the market as a huge fragmented one that is cry 

“The FDI policy on retail | ing for aggregation of procurement and cutting of 

is just а Narrow sliverof | layers in the supply chain. This, in fact, is the crux 

protection... | wish We Had of the argument of those defending the entry of for 
a better policy eign players in retail—that a complete overhaul of the 
roadmap" way procurement is done will not just benefit th« 
retailer, but also the end consumer. Says Bahadur 
“The retailer can come into one location as often as he 
needs to and procure all his stocks. Not only will he 
need to stock less, but also increase his own margin by 
a quarter, since we sell at a 2 to 3 per cent discount." 

Now, place a store like Wal-Mart in the position 
Metro occupies and it becomes clear how centralised 
procurement by a mammoth retailer can completely 
reinvent the game. As Vidya Srinivasan, retail spe 
cialist at A. T. Kearney explains: “Backward integ 
ration is the only way global retailers are able to sell 
at the prices that they do." 

In other words, going forward, the retail battle 
will be fought on scale. The bigger the player, the bet 
ter its chances of winning. Says Ireena Vittal, Partner, 
McKinsey & Co.: *The issue here is not about owner- 
ship (Indian or foreign), but about who understands the 
customer the best and adopts the best differentiators. 
The Indian retailers have pretty much cracked the 
value game, and I think the new entrants will face a fair 
share of competition from the existing players." 

After all, one would be foolhardy to underesti- 
mate a street-smart competitor like Biyani. Even if 
you are Wal-Mart. El 
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Investing in property, residential or 
commercial, is the best means of 
saving for your retirement. 

BY ASHISH GUPTA 


N ILLUSTRIOUS 19TH-CENTURY RELIGIOUS 
figure once famously said: “Money is earth; 
earth is money.” Now, the said religious 
figure may have meant his words to connote 
the futility of pursuing worldly pleasures (as 
in money being comparable to humble earth, and not 
deliverance), but (with due apologies to the revered one), 
his words sure sound prophetic when looked at in a dif- 
ferent context. In the consumerist world of the 21st cen- 
tury, that quote can be interpreted in only one way: earth 
(as in land, or property) is, indeed, money. Big money. 
And money, at least in reasonable quantities, is what 
you'll need when you evolve from a young, high- 
salaried, dashing go-getter (with your own home, 
what's more) of today to an elderly, blissfully retired 
senior citizen of tomorrow. Because when you are reti- 
red, without any tangible source of income, you'll 
need financial backup, big time. And what better than 
an assured income from property (rent from, or sale of, 
second house or commercial property) to act as a 
shield against the vagaries of old age? 


The Real-estate Opportunity 

First, some numbers. Gurgaon, a small town in Haryana 
some 36 km from the heart of Delhi, has seen a pro- 
perty boom in recent times, and prices have consistently 
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been on the high growth curve. For instance, if you had 
bought a flat for Rs 29 lakh in Nirvana, a residential 
block in Gurgaon, in early 2004, you could have sold 
it today for anywhere between Rs 55 lakh and Rs 66 
lakh. Then, take Noida, a town in Uttar Pradesh some 
25 km from Delhi. A flat bought at Rs 1,400 per sq. ft. 
next to the Noida Expressway (a 23-km highway that 
connects Noida and Greater Noida) in 2004 would 
have fetched you around Rs 3,200 per sq. ft. today, no 
less. Now, 100 per cent capital appreciation is certainly 
not the norm. Mumbai, for instance, has seen 15 per 
cent average increase in property prices, with some areas 
registering hikes of 30 to 40 per cent. But then, that's 
still much higher than what any other investment vehicle 
can provide (except equity, perhaps, but then there's a 
risk attached to it). 

This rise has not been restricted to larger metros 
(and towns on their outskirts like Gurgaon or Noida) 
where risks are low and liquidity is high. Even Category 
B cities like Pune and Hyderabad offer reasonably 
high rates of returns. And experts reckon that rates in 
Category C spaces like Coimbatore, Vizag, Navi 
Mumbai and Faridabad are slated to go up, since their 
potential is yet to be fully tapped. Contends Anshuman 
Magazine, Managing Director, cB Richard Ellis, South 
Asia: “Real estate prices witnessed a 30 per cent to 40 








per cent jump in 2004 across the country.” 


The Property Shield 


So, should you go for that second house as a retirement 
planning tool? As the returns illustrate, it is certainly 
worth a look. After all, capital appreciation is not the 
only payback from property. It can even be a source of 
steady monthly income through rentals. Now, rentals 
obviously will not give returns in proportion to capital 
appreciation. Says G.S. Rana, Head, Residential Division 
(North), Chesterton Meghraj Property Consultants: 
“The rental yield is anywhere between 4 and 6 per cent, 
sometimes not even enough to cover your EMIS (equated 


Prasanna Kumar, 26, Associate Consultant, MindTree 
Consulting, Bangalore 

Family: Father Subbarayulu, 65, ex-serviceman; 
mother Padmavathamma, 56, housewife; sisters 
Sumati, 32, housewife, and Latha, 35, school teacher; 
brother Srikanth, 30, Project Manager at Motorola 


Realty Refuge 
Shrinking Returns 


Lifestyle Inflation 


monthly instalments).” True, but while EMIs remain 
constant throughout their paying period, rentals increase 
by an average of 15 per cent every three years, and you 
still have your property. This means that while you get 
the rental payments every month (which can be used 
to pay off the Emis in full or in part till the entire loan 
is paid off, and then used as income post-retirement), 
your property continues to escalate in value. Says 
Priyaranjan Kumar, Head, Investment Sales, Cushman 
& Wakefield India: “If long-term (seven to 10 years) 
capital appreciation is also factored in assuming stable 
market conditions, then annualised yields are effectively 
between 6 and 10 per cent.” 

That would mean that from a long-term investment 
perspective (which is what retirement planning is all 
about), real estate is a better bet than other popular 
investment vehicles such as fixed deposits or debt 
funds, which give around 5 to 6 per cent return on capi- 
tal. And if you’re thinking about stocks, they may give 
better returns, but are more risk-prone due to the 
uncertain nature of stock markets. 

Residential property (such as a second house) is not 
the only real-estate investment option, though. There's 
also commercial property, which you can rent out for 
greater returns. What factors should you take into ac- 
count here? Advises Rajiv Sabharwal, Head, Mortgages 
& Real Estate, ICICI Bank: “The important thing is to see 
how much the property can earn today, and its ability 
to sustain and enhance earnings in the future.” For ins- 
tance, if you can afford to buy a 200-sq. ft. shop space 
in a prime locality, the rentals on such property can vary 
anywhere between 8 per cent and 10.5 per cent 
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K.S. Shyam, 43, Head (HR), Agro Tech Foods, 
Hyderabad 


Family (seen in picture): Wife Dr. K. Mala Shyam, 
38, pathologist; daughter Prathyusha, 15, student; 
son Anitej, 10, student 
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(annual), depending on factors like the locality and the 
tenant’s paying capacity. And though net return from 
real estate investments in commercial property has 
fallen in 2004 (10.32 per cent) compared to 2003 
(11.33 per cent) and 2002 (15 per cent), that’s still bet- 
ter than the around 6.5 per cent interest you're likely 
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to earn from fixed deposits or 10-year debt funds. 

Giving an edge to the commercial rental angle is the 
fact that action in this area appears to have shifted to the 
outskirts from central business areas of metros. For ins- 
tance, the Bandra Kurla Complex in Mumbai's suburbs 
is seeing increased occupancy. Places like Noida and 
Gurgaon are also witnessing a high level of leasing ac- 
tivity. Gurgaon alone is expected to add another 21 mil- 
lion sq. ft. of commercial space in the next 21 months. 

There's also the small matter of the tax incentives 
given for housing in the latest Union Budget (see The 
Minister's Recipe for details). That, combined with 
crashing home loan rates, easy availability of funds 
from most banks, higher disposable incomes, and a spate 
of high-quality constructions should be incentive 
enough for you to go scouting for that dream (second) 
house or shop space. It would be, however, prudent to 
remember that property prices are subject to five-year 
cyclical movements, and your decision should take 
into account factors such as demand-supply gap, sector 
growth and inflation. 

But then, if you were to look at property invest- 
ments as a retirement planning exercise, you would be 
ideally looking at staying for the long haul. And if 
you can do that, your retired life may well have that elu- 
sive element: peace of mind. 

ADDITIONAL REPORTING BY RAHUL SACHITANAND 

AND E. KUMAR SHARMA 
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The bourses took a knocking in March, bringing down the returns for mutual 
funds in the last quarter of 2004-05. A BT-MUTUALFUNDSINDIA.COM REPORT. 


HE SMILES, AND THE RETURNS, FOR MUTUAL FUNDS 

(МЕ) investors have weakened this quarter. For ins- 

tance, in the previous quarter (Q3, 2004-05), the 
average peer group return for diversified funds stood at 
20 per cent, whereas in this quarter (Q4, 2004-05), even 
the topper (SB! Magnum Sector Umbrella-Emerging 
Businesses) managed a return of just over 11 per cent. A 
major influence for the drop was that the BsE Sensex con- 
sistently lost steam since closing at an all-time high of 
6,915.09 on March 8, 2005. Contributing to the drop 
in MF returns was profit booking by retail investors. 
Corporates also chose to abandon the party as the 


SIMPLE RETURNS 


Figures are for the three-month period ending March 31, 2005 


financial year came to an end, and they needed to 
show good results in their books of accounts. 

Despite the downtrend, out of the 86 MF schemes 
considered, 70 were able to beat the Sensex and the 
Nifty, which posted negative returns for the quarter, 
going down by 1.67 per cent and 2.16 per cent respec- 
tively. FMCG schemes were the best performers, giving 
3.15 per cent returns on an average. Among the other 
sectors, banking and rr schemes gave returns in positive 
territory at 2.33 per cent and 2.13 per cent respectively. 

Not that there wasn't anything to smile about. As 
many as 47 equity schemes rewarded their investors by 
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RISK-ADJUSTED RETURNS 
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Rank Fund Category 
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Figures are for the three-year period ending March 31, 2005 


Liquid Income 
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Rank 


Fund Category Rank Fund 





shelling out dividends. Sahara Tax Gain scheme led the 
way with a 100 per cent dividend, followed by another 
dividend of 200 per cent. However, despite huge 
mobilisation of funds through a host of equity IPOs, the 
industry AUM (assets under management) actually fell 
from Rs 1,50,088.18 crore in December 2004 to 
Rs 1,49,976.47 crore in March 2005. 


Simple Returns 

SBI schemes topped the equity funds category, genera- 
ting close to 10 per cent returns during the quarter 
against an average of a meagre 0.85 per cent. SBI 
Umbrella-Emerging Business had high exposures in 
the electrical and electronic equipment sector followed 
by the housing and construction sector. The highest 
exposure was in Crompton Greaves at 9.34 per cent. In 
the balanced funds category, the average returns stood 
at 0.77 per cent, way below last quarter's average of 
14.24 per cent. The #1 in this category, Tata Balanced 
Fund, had a 62.7 per cent exposure to equity and 
25.93 per cent to debt instruments. MiPs performed 
badly as both equity and debt markets showed dismal 
performance. Even topper Reliance мір witnessed а fall 
in its corpus from Rs 420.81 crore to Rs 250.91 crore 
over the quarter. Income funds did better than the 
previous quarter (4.87 per cent return on an annualised 
basis), but they still lost over Rs 1,392.9 crore during the 
quarter due to redemptions. Gilt funds performed 
well, with average returns going up from 1.14 per 
cent to 5.26 per cent. Liquid funds remained stable, with 
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Figures аге for the two-year period ending March 31, 2005 


average returns of 4.53 per cent (4.84 per cent in the 
last quarter). UTI Mutual Fund tops the list, but its 
corpus decreased by Rs 30 crore since December 2004. 


Risk-adjusted Returns 

The schemes were also analysed on the basis of the risk- 
adjusted returns. The daily rolling return has been 
taken as the measurement of return, and downward 
deviation from the mean return as the surrogate of risk. 
Tata Equity Opportunity Fund, with a 15 per cent 
exposure in the IT sector, remained on top in the equity 
diversified category. Among balanced funds, HDFC 
Prudence also remained on top, with 63 per cent 
exposure to equities and 25 per cent to debt instru- 
ments. In the MIP category, FT MIP witnessed a fall of 
over 15 per cent in its corpus. Among income funds, 
topper Escorts Income had 90 per cent of its allocation 
in debt and 9 per cent in cash and liquids. The finance 
sector was a favourite for this scheme. Among gilt 
funds, UTI Gilt Advantage Fund stayed on top, and its 
average maturity decreased from 86 days to 22 days. In 
the liquid funds category, LIC Liquid held on to its 
top position, but its fund size was reduced to almost half 
of the previous quarter, and average maturity also 
increased from 43 days to 198 days. 

It's understandable if you're wary about the equity 
markets taking a beating lately, but with strong eco- 
nomic fundamentals and good Q4 results expected, the 
markets are likely to recover soon. And when that 
happens, the MF industry is also expected to pick up. 


Uem ESI 


Lifestyle 
Inflation 


What it is, what causes it, and what you can 
do about it. BY PRIYANKA SANGANI 


HEN DID YOU LAST UPGRADE 

your cellphone? Three 

months back? And the 
previous one? Another six months? 
Maybe you're sporting grander tags 
on your clothes and watches, dri- 
ving a more expensive car, and 
spending more on multiplex movies 
as well. If a growing economy has 
put more money into your hands, it 
has also brought along a propensity 
to spend more than you require. 
It's inflation of a different kind, 
lifestyle inflation. 

Says Rohit Sarin, Partner, Client 
Associates: “People’s incomes have 
gone up. Along with this, attitudes 
towards spending and saving have 
also changed." Another reason for 
lifestyle inflation is the easy availabi- 
lity of credit. Credit cards, debit 
cards and easy finance schemes have 
made it possible for the average 
salaried person to buy items that 
were earlier beyond reach. So, you'd 
rather buy a Santro car that costs 
around Rs 3,60,000 than the ubi- 
quitous Maruti 800, which costs 
around Rs 2,31,000, simply because 
you can afford to pay the EMIs 
(equated monthly instalments). 

While you're welcome to spend 
your money, it does throw your 
financial planning into disarray, and 
this is something financial planners 
are struggling with. The way out? 






THE COST OF LIVING IT UP 


Total Annual Income (Rs) 
Annual Expenses (Rs) 


ЕМ (House, Cane) — — cd 


Cars (Petrol, Maintenance, ec) - 





Utilities (Ph (Phone Bills, ect Bills, etc.) - 


Gadgets (Cellphones, NSN SR 


Socialising/ E Entertainment 


Increase In Expenses 


March 2004 March 2005 
20,00,000 24,00,000 
3,60,000 ` 3,60,000 
1,50,000 _1,80,000 
25,000 | 30,000 
.48,000 | 54,000 
. 1,20,000 1,20,000 
36,000 50000 
. 1,25,000 _ 2,00,000 
1,10,000 1,25,000 
- 90, 000 ...1,20,000 
.. 78000 | | 1,08,000 
. 2,00, 000. 2,50,000 
14,98, 000 17,95,000 
19.82% 


The overall expenses of Rajashekhar (name changed), working as a manager in an 
MNC, has gone up by nearly 20 per cent, well above the normal inflation (as mea- 
sured by the change in wholesale price index) of around 5 per cent. The difference 
is due to the improvement in his lifestyle (as seen in the increase in spend on clothes, 
gadgets, entertainment and travel) and can therefore be called lifestyle inflation. 


Says Ranjeet Mudholkar, CEO, 
Financial Planning Standards Board, 
India: “The emphasis on lifestyle 
costs has to be worked out at an 
individual level with the planner. 
Plans need to be changed to incor- 
porate lifestyle changes.” It is there- 
fore important to revisit your finan- 
cial plans on a regular basis to 
ensure that you spend sensibly. 


But spend and sensibility don’t 
often go together, so here are a few 
tips. First, try and increase your 
Savings; second, get into investing in 
assets that are expected to give 
returns above the inflation rate (such 
as equity, if you can stomach stock 
market churns, or property). Most 
important, show some restraint; it’s 
your money, after all. 


bt event 


MAKING THE WORLD GO 


ROUND 





India's Best CFO Award's presentation ceremony was worth a 
listen-in. Here’s what you may have missed. 


T'S NOT GRAVITATIONAI 
І forces,” announced the 

host for the evening, 
“but money that makes 
the world go round.” 
Most people in the hall 
that evening at the ITC 
Grand Central Sheraton 
and Towers in Mumbai 
would've been inclined to 
agree. They were gathered 
there—with sponsorship 
thanks to Ambit RSM—to 
celebrate financial wiz- 
ardry. India's Best Chief 
Financial Officer (CFO), as 
awarded by Business 
Today, to be precise. 


r „эел азыу 





F залы sivi 


Narayan said in his ope- 
ning address, outlining the 
broader justification of the 
accolade as well: “CFOs 
play a key role in deter- 
mining the success of a 
company.” Now, if only 
CFOs would aim for hon- 
ourable glory, he added, 
instead of the ignominy 
earned lately by some 
members of the tribe in 
the West. The audience 
was only too aware of all 


business today) the suspicions that had 


come to surround a part 
of business that was sup- 
posed to be a byword for 


“The T road (for CFOs) is to work hard, accuracy and diligence. 


Making Integrity Count invest more, create wealth, generate Such integrity had a 


The methodology was 
transparent, as Business 


incomes and encourage savings" 


arger relevance as well, 
according to Aroon Purie, 


Today Editor Sanjoy P. Chidambaram, Finance Minister, India Editor-in-Chief and CEO 


INDIA'S BEST CFOs: The 13 other CFOs who made it to the final stage of 





| 
TT «© 


Sanjiv Bajaj Robin Banerjee 
EXECUTIVE DIRECTOR EXECUTIVE DIRECTOR 
(FINANCE)/ (FINANCE)/ 

BAJAJ AUTO | THOMAS COOK (INDIA) 
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| Koushik Chatterjee 








H.G. Gelis S.G. Joglekar 





EXECUTIVE DIRECTOR VICE PRESIDENT 
(FINANCE)/ (FINANCE)/ 
SIEMENS BHARAT FORGE 
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India’s CFO #1: (L to R) /ndia Today Editor Prabhu Chawla, India Today Grou 
#1 CFO Bharat Doshi of M&M, Finance Minister P. Chidambaram and Ambit RSM's 


of the India Today Group, who 
introduced the Union Finance 
Minister and chief guest 
P. Chidambaram as “the CFO of 
CFOs”, running an operation far 
more complex than anyone in the 
room could perhaps even imagine. 
“A good cFO changes the fortune of 
a company," said Purie, *but a good 
finance minister changes the 





the Business Toda y study. 








Praveen P Kadle 


EXECUTIVE DIRECTOR 
(FINANCE & CORPORATE 
AFFAIRS)/ TATA MOTORS 








M.B. Kapadia 
SENIOR EXECUTIVE 

DIRECTOR 
GLAXOSMITHKLINE 


NDIA 


DAY 


GROUP 
SE і 
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Y 


fortunes of an entire nation." 


Making The Effort Too 

Chidambaram started with an 
anecdote to illustrate the sort of 
acumen a CFO ought to have, 
adding on a lighter note that for all 
his burdens, he also had a virtu- 
ally infinite capacity to borrow 
money. "Accountancy standards 


P K. Mukherjee 


TV Mohandas Pai 





F( 


) CEO and Editor-in-Chief Aroon Purie 


Partner and CEO Ashok Wadhwa 


have improved in India," h« 


observed, *but travelling worldwide 


| have realised that there is stil 


scope for improvement." It's 


important, he said, to aspire to the 


world's best standards. *We canno 


spend our way to prosperity, Wé 


cannot borrow our way to pros 
perity," he cautioned, striking 


prosaic note of economic re lism, 





S. Rajagopalan 


DIRECTOR DIRECTOR (FINANCE & CFO 
(FINANCE) ADMIN.) & CFO/ INFOSYS MONSANTO 
SESA GOA TECHNOLOGIES INDIA 








bt event 


just in case anybody had the wrong 
message about India’s much tom- 
tommed ‘destiny’ as a country on 
the ascendant, “the only road is to 
work hard, invest more, create 
wealth, generate incomes and 
encourage savings”. 

Ashok Wadhwa, Partner and 
CEO, Ambit RSM, decided to break 
the mould, opting for a slide show 
instead of a speech. The story on 
screen: the evolution of the munshi 
into what we know as the CFO 
today, a being who must keep 
analysts informed of what he’s up 
to, while also working on a way 
to manage run-ins with the Income 
Tax Department. “From the 
munshi to the man who has evolved 
over 25 years into someone solving 
some of the most complicated 
problems”, is how Wadhwa des- 
cribed the CFO. 


Making A Splash Of It 
Then came the release of BT’s spe- 
cial issue on India’s Best CFOs, fol- 
lowed by the actual roll of honour 
and award presentations. In alpha- 
betical order, 13 finalists (all ‘win- 
ners’ for being on this list) were 
announced, and each of them called 
on stage for an individual award. 
Next up was the big winner of 
them all, the first among equals, 
India’s Best CFO: Bharat Doshi 
of Mahindra & Mahindra. To 
him, the role of a CFO today was 
most comparable to that of a 








Ravi Sud 





Say cheese: Hero Honda VP (Finance) Ravi Sud and Finance Minister 
P. Chidambaram are photographed by Mrs. Sud as ITC Chairman 
Y.C. Deveshwar and /ndia Today Editor Prabhu Chawla look on 








Winners all: Finance Minister P. Chidambaram, India Today Group CEO and 
Editor-in-Chief Aroon Purie, /ndia Today Editor Prabhu Chawla, Ambit RSM's 
Partner and CEO Ashok Wadhwa with India’s best CFOs 


juggler—what with so many issues 
to manage all at the same time. 





K. Vaidyanath 


D.D. Rathi 
WHOLE TIME DIRECTOR VICE PRESIDENT EXECUTIVE 
& CF0/ (FINANCE)/ HERO HONDA DIRECTOR/ 
GRASIM INDUSTRIES MOTORS) ITC 
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“There is a lot of turbulence,” said 
Doshi, of an operating environment 
made choppy by myriad new forces, 
“and the СЕО” job is to navigate 
the ship with zero trauma. You 
don't want a tsunami, but you must 
learn how to handle the tidal wave." 
That said, he shared the credit for 
his performance with his CEO and 
the rest of his team—adding in jest 
that the credit he would share, the 
trophy he would keep. And so, after 
that second wake-up splash of 
tsunami-size realism, the evening 
was brought to a close with a vote 
of thanks by вт? Publishing Director 
Pavan Varshnei. E 











Job responsibilities include 


making a billion dreams come true. 


If you're looking for just another job, we suggest you give this ad a 
miss. But if you are looking for bigger challenges, then welcome 
aboard Air Deccan. The airline that has made air travel affordable for 
every Indian. The airline that's rewriting aviation history with each 
passing day. So do you have it in you to lead a revolution? 


Currently, we are looking to fill the following key positions at Air Deccan: 


|Head - Alliances 4 
You must have 8-10 years’ experience in the telecom/entertainment 
/nospitality industry. Your responsibilities will include identifying and 
implementing innovative distribution channels, bundling of packages 
for forging tie-ups for travel distribution with hotels, travel agents and 
the department of tourism, and running joint promotions with the 
partners. You will also be responsible for meeting revenue targets. 
You will be required to motivate and lead a talented team. 

Location: Bangalore / Mumbai 


|Head-AlliedRevenue — — — wed 
You should have 10-12 years' experience in concept selling/media/ 
telecom/hospitality/retail industry. Advertising experience will be an 





added advantage. Responsibilities will include selling in-flight 
branding space, and forging partnerships with companies/advertising 
agencies and generating through unconventional 
partnerships. In your current assignment you should be dealing with 
CEOs and top management of various organisations. 


Location: Bangalore / Mumbai / Delhi 


Head - Call Centre 

This role will include functional responsibilites like customer service, 
sales support and training, driving the inbound and outbound sales, 
and telephone support. The candidate will be required to ensure the 
financial success and client satisfaction of all customer programs 
through the successful hiring, management and development of the 


revenue 


centre's management, supervisory and line staff. You will be 
responsible for running the call centre as an independent profit centre 
The candidate should have 8-10 years' of experience, with at least 
3-4 years as the head of a mid-sized call centre. 

Location: Bangalore 


| Yield Managers - 

You should have 6-7 years' experience in performing quantitative and 
qualitative analysis on overall performance, identifying trends, 
developing and executing action plans for revenue enhancement 
You will develop and implement pricing and inventory strategy based 
on the on-going operating plan for Revenue & Yield improvement in 
coordination with various departments to achieve the revenue 
objective, You should be an MBA or Master's degree holder in 
Business, Economics, Statistics, Mathematics or a related business 
field. You should have excellent interpersonal and communication 





skills with proficiency in MS Office and database tools such a 
Excel, Access SQL or Oracle Discov 
Location: Bangalore 





| Managers - Business Development 
You should have 7-8 years’ experience in the consumer business 
industry. Preference would be given to candidates 





vith experier 
FMCG/consumer durables/white goods industry.You wil 
responsible for driving sales and boosting the brand image of the 


company. You will be required to motivate a team and channel partners. 





In your current assignment, you should be managing a territory and 
driving growth from the channel partners 
Location: Mumbai/ Hyderabad/ Ahmedabad 


| Manager / Executive - Customer Relations 

You should have 2-6 years’ of experience in the hotel/airline industry 
with a background of handling customers on a day to day basis 
Location: Mumbai / Нудегг 





Chennai / Delhi 


Kolkata 





| Sr. Executives - Alliances 

You must have 3-4 years’ experience in the telecom/entertainment 
/hospitality/media industry 

Location: Bangalore / Mumbai / Delhi 


| Sr. Executive/ Executive Business Development 

You should have 2-4 years’ experience in any industry in telecon 
consumer durables/FMCG or any related business 

Location: Mumbai 
Kolkata / Chennai 


Ahmedabad / Delhi / Bangalore 


Hyderabad 


Tele Executives 
You should have 1-2 years’ € 
Location: Mumbai / Hyderabad / Kolkata 


erence in ticketing 





Chennai / Delhi 


Send in your CVs within 5 days to: 

The Chief Revenue Officer, AIR DECCAN, 
214/ 33, 7th Cross, Cunningham Road, 
Vasanthnagar, Bangalore- 560052. 


Or e-mail your resume to marketingjobs@airdeccan.net 


Please indicate the post/location applied for on the envelope 


Jur applicator 


subject field of your e-mail, and your current CTC in yc 


AIR DECCAN 


www.airdeccan net 


Simplifly 


IME BASI 


SHC 








IPR LAWYERS 


Property Puzzle Solvers 


Intellectual property lawyers are in need, as globalisation goes ahead. BY SAHAD P.V. 


ISPUTES AREN'T WHAT THEY 
used to be. It used to be prop- 
erty of the brick-and-mortar 


kind that used to get people rattling 
sabres and rolling up sleeves. The nat- 
ure of ‘value’ has changed over the 
years, and now it’s the ownership of 
things intellectual that’s being fought 
over. This has two good implications, 
if any good can come of disputes at all. 
One, the warring in itself is turning 
intangible, with voices starting to rep- 
lace fists. And two, intellectual pro- 
perty lawyers are in big demand. 

A globalising India means that 
Indian businesses are party to the glo- 
bal scenario too, and as international 


intellectual property rights (IPRs) take 


hold, expect more and more liti- 
gation of this kind. Add to all this 
the growing realisation that one 
must safeguard the property one is 
legitimately sitting on. 


Independent Area 

Intellectual property (IP), as the 
term suggests, refers to a product of 
the human mind that the law 
grants private ownership of. It 
could be an invention, a chemical 
formula, an idea, a brand logo or a 
work of art. Law firms such as De 
Penning & De Penning, Remfry 
& Sagar and Anand & Anand have 


Courtstorming: Anand & Anand's Pravin Anand (L) with recruits looking to the future 











FAQs — 


Why an IPR lawyer? 
Global business profits depend 
increasingly on intellectual 
property ownership. Disputes 
езШ anu í 
globalises. ` rts em 
Е we 
What does it pay? 
Starts at Rs 20,000 a month 
at a law firm. It doubles and 
quadruples, depending on 
performance. A firm ‘partner’ 
can eam in eee 


س 


How do I start? 

Stay aware of IP issues, 
Spates is ES о 
Opt for an IPR-focussed _ 
internship at a law firm. iti 


How do I shift to IPR from 
corporate law? — 
Read, read, read. Understand 





_ IP. Then convince the recruiter 


of your interest in this field. 





A trainee IP lawyer can start on a cool Rs 20,000 а 
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been practising IP law for decades on 
end, but what's happening now is new. 
Globalisation. 

"Till a few years ago, IP was never 
considered an independent area of prac- 
tice," says Sajan Poovayya, Managing 
Partner of Bangalore-based Poovayya & 
Co., "Post-WTO and TRIPS, the entire IP 
scenario has changed." Suddenly, it's 
booming, with talk of copyrights, tradem- 
arks, patents, geography indicators and 
even the molecular structure of chemical 
entities pouring out of the ears of these 
black-robed case makers. *Their work 
has seen a 10-fold increase," estimates a 
lawyer, referring to the past three years. 

It's tricky work too. In businesses 
where profits depend directly on IP owner- 
ship, such as pharma and biotech, sub-spe- 
cialisations are becoming apparent. After 
all, the scientific intricacies of the argu- 
ments involved call for intense knowledge 
beyond the books of law. The fields of 
entertainment, media, music and arts, 
meanwhile, are not easy to understand 
through a legal lens either. One man's ins- 
pired attempt to vibe with a creative 
idea might be another man's theft. The 
finer views on this are still being shaped. 

"So," says Diljeet Titus, Managing 
Partner, Titus & Co., a Delhi-based law 
firm, “the job of an IP lawyer is also 
changing radically." From nothing five 
years ago, nearly a third of Titus' reve- 
nues are now from IPR tussles. 


A Just Opportunity 

A trainee IP lawyer can start on a cool 
Rs 20,000 a month and work towards 
partnership at a law firm. “A fast tracker 
can become a partner in seven years," 
says Pravin Anand, Managing Partner, 
Anand & Anand. A partner at a big firm 
could take home anywhere between Rs 50 
lakh and a crore every year. There's also 
the chance of stardom, and your very 
own firm, for which the game is to work 
towards a reputation that can net a frac- 
tion of the sums at stake (Ranbaxy's 
generics' battles alone have over a billion 
dollars’ worth of sales in contention). 


No wonder youngsters like Munish 
Mehra, 23, are so besotted by the 
opportunity. A graduate of Bhopal's 
National Law Institute University of 
Bhopal, he switched from M&A work at 
Amarchand Mangaldas to iP work at 
Anand & Anand. 

Sumit Kumar Roy, a young IPR 
attorney at Titus & Co., however, was 
clear right from the start that tomorrow's 
successes would emerge in new fields of 
practice—and what better than IPR. 
There's so much happening, you see. 

Says Tarminder Singh, Partner and 
Co-Chair of tp at Kochhar & Co., “IPR 
will see good recruitment in the next 
two-to-three years. We're getting hund- 
reds of applications from young lawyers 
who want to become IPR attorneys.” 
There’s no need to fear a glut of IPR 
lawyers, though. The opportunities 
are vast and multiplying. The Indian 
music industry, for example, which 
loses revenues of about Rs 600 crore 
every year in IPR theft, is on the lookout 
for legal protection. Software piracy 
and cybercrime are growth zones too. 
Plus, there is an opportunity in docu- 
mentation work as well; a Us attorney 
charges $300-$400 (Rs13,200- 
Rs 17,600) an hour for patent drafting, 
while the same job costs just a fourth of 
that in India. Moreover, you could 
join a company instead of a law firm. 


Test The Case 

A stardom caveat, though. Law in India 
lacks the glamour of other professions 
found in the media spotlight. But then, 
this country has very few of the crazy 
litigation seen elsewhere, from literally 
ludicrous attempts to appropriate the 
‘six-day work week’ as an original idea, 
to absurd posthumous paternity claims. 
Regardless of anybody's own assertions, 
justice must pass the universal test of 
reason. And to an earnest lawyer, see- 
ing that happen is a bigger reward 
than any personally adulatory glories 
given by people who barely understand 
the rule of law. 
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COUNSELLING 


| am a 25-year-old science graduate currently working as а 
Senior Sales Assistant (Corporate Marketing) in a reputed 
organisation. Before this, | was working as a Sales Executive 
in a construction company. | want to improve my pay 
potential, and am interested in entering the field of public rela- 
tions (PR). Please advise me on what prospects the PR indus- 
try has to offer and what | can do to beef up my current quali- 
fications to get ‘that’ dream job. 

Frankly, with your current qualifications, you would be 
better off doing field sales than the desk job you are 
doing. Sales offers you good opportunities, both in 
terms of money and growth prospects. PR is a good pro- 
fession, but its scope in India is limited. I suspect you are 
a little enamoured by the glamour of the profession 
without really knowing what it entails. I would suggest 
you speak with some PR professionals to enhance your 
knowledge of the function. If you still want to go 
ahead, you could pursue courses in PR offered by 
various institutions. Depending on where you are in the 
country, you could locate institutions that offer the 
course and have a good placement record. 


| am a 21-year-old BMS (Bachelor of Management Studies) 
graduate, and have been managing a Rs 20-lakh turnover unit 
for the last three years. | am interested in the field of human 
resources (HR) and would like to pursue a career in it. But, 
given my time constraints, | can only commit myself to a part- 
time correspondence or online post-graduate course in HR. 
What would be my job prospects after such a course and 
would my experience help me in landing a good job? 

You are only 21 and have a lifetime ahead of you. You 
need to think about your long-term career rather than 
your short-term constraints. I think you should take the 
opportunity and do a post graduate management 
course with specialisation in HR, if that is what you are 
interested in. An online course would have been prefe- 
rable if you were older or had constraints where you 
could not leave your job for two or more years. 
However, at this juncture, it is best that you do some- 
thing that would put more weight on your resume as well 
as your learning. Your resume too would look impressive 
with that degree you so badly want. 


HELP 
TARUN! 


| am a 27-year-old pilot working for an international airline. 
Though | love my job, certain unfortunate incidents relating 
to complacency on safety issues on the part of non-operatio- 
nal managers have been nagging me. The views and needs 
of pilots, whose concerns pertain to safety, are ignored or over- 
ruled. When profits and safety collide, it's profits that prevail. 
| am cagey about taking up the matter with the top mana- 
gement, since my job may be at stake. What should | do? 
No one likes to hear bad news and no company 
wants to have a whistle blower. You need to be 
sure the issues that are being ignored or down- 
played are really important. There needs to be a 
balance between the technical and the commercial in 
any business—while technical guys want the perfect 
product, the commercial ones want profits. The 
question is how far can one go without jeopardising 
others' lives? If you truly believe in yourself, then 
have a talk with the top management. However, your 
job, as you suspect, may be at stake. But, if safety is 
ignored, your life may be at stake too—which is it 
going to be? The decision is yours to make. 


| am a 30-year-old investment advisor working on my own. 
Four years into this profession, I've assembled an impressive 
list of clientele, who've relied on my advice and given me a 
free hand to handle their portfolios. But, recently | got an offer 
from an investment bank with an impressive pay packet. 
Though | am tempted to take up the offer, what if | don't like 
the job and decide to strike it out on my own again? | will 
have lost all my clients by then. What should | do? 

Well, one thing to do is to take the clients along with 
you to the investment bank (if that is feasible). If not, 
keep in touch with them anyway. That way, if you ever 
have to go back, you will have those contacts to tap. As 
for your new job, well, you are probably going to do the 
same work albeit with bigger clients and bigger stakes. 
However, you will not be on your own and will have 
a structured environment to work in. The option of 
doing your own thing is always open. If you think 
this job is going to add to your experience (and wealth), 
then you have to steel yourself to make changes in the 
way your professional life is going to be. 


Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—1 10055. 
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. Critical Path Commodity 


Security 


Private security outfits seek B-school skills. 


NDIA’S THRIVING 
Rs 5,000-crore pri- 
vate security services 
industry, that bastion 
of ex-army men, is 
holding its breath as 
new recruits stream in 
with books on opera- 
tional research methods 
tucked under their 
arms. It’s a new sort of 
‘intelligence’ being 
sought, and B-school 
grads are welcome. Of 
either gender. 
This is not a busi- 
ness of allotting guards 
to watchposts, asserts 
Diwan Rahul Nanda, 
Chairman and мр, 
Topsgrup, a firm that 
has MBAs from such 
institutes as Bajaj and 
NMIMS on its rolls, and 
recently recruited 50 women bodyguards as well. 
Apart from the regular IT, HR, operations, quality 
control and marketing jobs, smart security entails 

4 the big picture analysis of threats. Complete with 
encoded material of amazing variety (fancy a ‘mad 
king format’?), this arena is anything but boring. 
For all the martial trappings and shielding work, 
there’s a romance of sorts to it. But the industry is 
not of uniform quality players. “Very few, like 
Topsgrup, Group4 and TRIG, are organised ones," 
says Arunisha Sengupta, Vice President, Topsgrup. 
As for the pay, “At the management level, it 
matches the best,” she assures. 

INDRANI RAJKHOWA 





Topsgrup’s Nanda: 
Both brains and brawn 
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Far-flung jobs for online commodity traders. 


ie JUST THREE YEARS SINCE THEY STARTED, INDIA’S 
three national commodity exchanges have seen 
trading soar to roundabout Rs 5,00,000 crore in 
2004-05. The potential, enthuses Madan Sabnavis, 
Chief Economist, National Commodity & Derivatives 
Exchange (NCDEX), is about 11 times that figure. 
Good going. Now that these exchanges are promi- 
sing to penetrate India’s heartland via computer net- 
works, will that create jobs for commodity traders in 
far-flung places? Not immediately. Around a lakh 
traders are already at work, but in the cities where 
trading and analytical skills are to be found. “We have 
just scratched the market: as more commodities are 
added and more players enter the market, the trade 
volumes will grow further and will have a positive 
impact on all kinds of jobs—dealers, research analysts 
and back-end staff,” says Anjani Sinha, СЕО, Multi- 
Commodity Exchange of India (MCX). The networks, 
though, are reaching out in search of an urban- 
rural blend of skills. “We need 
people with agri-educa- 
tion and rural orienta- 
tion,” says Sabnavis, who 
expects NCDEX’s base ter- 
minals to touch 9,000 
in three years, up 50 per 
cent. That’s about 7,500 
more dealer jobs. Some 
of them far-flung. 
KUMARKAUSHALAM 
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Cordiant Technologies (P) Ltd. 
Sales Director 

Location: Bangalore 

Experience: 8 - 10 years 

Job ID: 28014013 


ecruitaid.com 
Director/VP Development 
Location: Delhi 
Experience: 7 - 10 years 
Job ID: 27336986 


Newgen Software 
Country Manager 
Location: New Delhi 
Experience: 2 - 3 years 
Job ID: 28741135 


ScienTec Consulting Pvt. Ltd. 

Country Manager-(OTC/FMCG/ Pharma) 
Location: Mumbai 

Experience: 4 — 6 years 

Job ID: 28466610 


Transasia Biomedicals Ltd. 

Vice President - Quality Integration 
Location: Mumbai 

Experience: 20+ years 

Job ID: 28377102 


HOW TO APPLY FOR THESE JOBS: 

1. Logon to www.monsterindia.com 

2. Click on "Search Jobs" link 

3. Type the job ID number in the "Keyword Search" field 
4. Click the "Search Jobs" button 
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Deeksha HR Initiatives Ltd. 
Vice President - HR 

Location: Noida 

Experience: 18 - 20 years 

Job ID: 28385384 


Netscribes India Pvt. Ltd. 
Manager - Sales (India) 
Location: Mumbai 
Experience: 5 - 7 years 

Job ID: 24897245 


Parsec Interact Inc. 

Product Manager - Internet Leads 
Location: Gurgaon 

Experience: 7 - 10 years 

Job ID: 26969450 


Teledata (Singapore) Limited. 
Country Manager (India) 
Location: Mumbai 

Experience: 15 - 17 years 

Job ID: 28995951 


Zenith Software Limited 
VP - Business Development 
Location: Bangalore 
Experience: 10 - 12 years 
Job ID: 24666452 
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Implementation Engineer 
Location: Delhi 
Experience: 5 - 6 years 
Job ID: 28813424 


Changepond 

Project Leader - Microsoft Technologies 
Location: Chennai 

Experience: 6 - 8 years 

Job ID: 28897967 


Force 10 Networks India Pvt. Ltd. 
Development Test Engineer (NMS) 
Location: Chennai 

Experience: 2 - 5 years 

Job ID: 27399856 


Mahindra British Telecom 
Senior Technical Associate 
Location: Pune 

Experience: 2 - 7 years 

Job ID: 28634367 


Mastek Ltd. 

Biztalk Developers 
Location: Mumbai 
Experience: 3 - 4 years 
Job ID: 29053766 


HOW TO APPLY FOR THESE JOBS: 
|, Logon to www.monsterindia.com 


2. Click on “Search Jobs” link 


3. Type the job ID number in the “Keyword Search” field 
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Ariba Technologies India Pvt. Ltd. 
Product Manager 

Location: Bangalore 

Experience: 5 - 7 years 

Job ID: 28179693 


Cybercom Resources Pvt. Ltd. 
Team Manager - Lead Generation 
Location: Bangalore 

Experience: 3 - 5 years 

Job ID: 28981362 


Infinite Computer Solutions 
Business Development 
Location: Bangalore 
Experience: 4 - 10 years 

Job ID: 28624919 


MAQ Software 

Web Application Developer 
Location: Mumbai 
Experience: 2 - 5 years 

Job ID: 29055084 


Qualcomm 

Software Engineer - UMTS Development 
Location: Hyderabad 

Experience: 2 - 5 years 

Job ID: 28629358 








Changepond Technologies Ltd. 
International Business Dev. Manager 
Location: Chennai 

Experience: 7 - 10 years 

Job ID: 28856286 


Metlife India Insurance Co. Pvt. Ltd. 
Chennal Sales Officer 

Location: New Delhi 

Experience: 1 — 2 years 

Job ID: 28816912 


Progression Infonet Pvt. Ltd. 
Sales Co-ordinator 

Location: Gurgaon 

Experience: 3 - 5 years 

Job ID: 28981490 


| 


Smile Multimedia Pvt. Ltd. 

Travel Technologies - Key Acc. Manager 
Location: Delhi 

Experience: 5 - 6 years 

Job ID: 29061781 


аа те 


Sulekha 

Senior Sales Executive 
Location: Chennai 
Experience: 1 - 2 years 
Job ID: 29057309 


@sulekha 


HOW TO APPLY FOR THESE JOBS: 

|. Logon to www.monsterindia.com 

2. Click on "Search Jobs" link 

3. Type the job ID number in the "Keyword Search" field 
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Citixsys Technologies 
Business Manager 
Location: Delhi 
Experience: 3 - 5 years 
Job ID: 28858533 
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Nihilent Technologies 

Business Development Executives 
Location: Pune 

Experience: 2 - 4 years 

Job ID: 27608045 


Nihilent 


evolving ideas 


Satyam Computers Services Ltd. 
Account Manager - Advertising 
Location: Hyderabad 

Experience: 5 - 7 years 

Job ID: 28057366 


Stylus System Pvt. Ltd. 
Project Co-ordinator - Sales 
Location: Bangalore 
Experience: 1 - 2 years 

Job ID: 28694257 


€ stylusinc 


Tata Teleservices Limited 
Manager - Mkt.(Events&Promotions) 
Location: Kolkatta 

Experience: 6 - 8 years 

Job ID: 28792272 


TATA 
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Deloitte. 


0/dbi bank 


Deloitte 


IIM-A: Financial Advisory Services 


Location: Hyderabad 
Experience: 10 -12 years 
Job ID: 29067393 


IDBI Bank Ltd. 

Phone Banking Officer 
Location: Mumbai & Delhi 
Experience: 1 - 2 years 

Job ID: 28088231 


Oracle India 

Analyst 

Location: Bangalore 
Experience: 0 - 2 years 
Job ID: 28946167 


Anagram Stockbroking Limited 


Head - Distribution 
Location: Kolkatta 
Experience: 3 - 5 years 
Job ID: 28828409 


BPL Mobile 
Account Executives 
Location: Coimbatore 
Experience: 3 - 5 years 
Job ID: 28745015 


HOW TO APPLY FOR THESE JOBS: 


|. Logon to www.monsterindia.com 
2. Click on “Search Jobs” link 


3. Type the job ID number in the “Keyword Search” field 


4. Click the “Search lobs” button 


Hughes-Castell (Hong Kong) Ltd. 
Global Service Center - Head of Compliance 

vues caste нс) Location: Hong Kong i 
Experience: 10 - 14 years f 
Job ID: 29049233 


Intel 


E Junior Treasury Analyst 
intel Location: Bangalore ; 
Experience: 2 - 5 years : 
Job ID: 28989721 | 


Western Union 


"oi eati s Snecialicr- Wi i 
үгү Regional Operations Specialist-West India _ 
UNION Location: Mumbai i 


— m" Experience: 2 - 3 years 
Job ID: 28515087 
The Thomson Corporation 
Client Service Specialist 
THOMSON Location: Bangalore 


Experience: 1 - 2 years 
Job ID: 28746843 


Fractal Analytics Limited 
Business Consultant - Banking 


| Location: Mumbai 


Fractal Experience: 3 - 5 years 
Analytics Ltd. Job ID: 28699999 





© monster.com 
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The Ventures 
That Tom Saw Here 


n 1961, D.C. KAUSHISH 
put his money on the 
line when he opened 
Sheila Theatre—with a 
70-mm screen, the first 
of its kind in India—in 
Delhi. It was part of his 
vision to provide enter- 
tainment on a grand 
scale to the Indian 
viewer. Now, more than 
four decades later, his 
grandson Manu Kau- 
shish has opened an 
online music portal 
based as an enterprise 
halfway round the globe 
in San Francisco. Once 
again, like his grandfa- 
ther before him, he is 
driven by the urge to 
deliver state-of-the-art 
entertainment. This time, 
though, the transaction is 
in Indian music, and the 
service extends to not 
just the Indian diaspora, 
but also to Americans. 
This factoid is not to 
be found in Thomas 
Friedman’s latest book: 


The World is Flat: A Brief 


History of the Twenty- 
First Century. But, like 
the numerous other 
examples in the book, it 
sums up the power of 
globalisation, the theme 
that the three-time 
Pulitzer award winner 
elucidates in his latest 
treatise. As always, off 
to a very absorbing start, 
the book is essentially a 
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Thomas Friedman on 
globalisation, Mark Twain and 
Claude Levi-Strauss on India, 

and A.G. Krishnamurthy on 
being invisible. 


Columbus 








: Sought India, got America—got it way wrong 


A BRIEF HISTORY 
OF THE 


Penguin 


PP: 488 
Price: Rs 1,660 


THE WORLD IS FLAT 


TWENTY-FIRST CENTURY 
By Thomas L. Friedman 


bibliography of the globa- 
lisation phenomenon as 
it has unfolded over the 
last few years—especially 
with the emergence of 
China and India on the 
global economic map. It 
is in no uncertain terms 
an unabashed apprecia- 
tion of globalisation. 

The columnist for 
The New York Times is 
the foil to Lou Dobbs— 
with his daily fix on CNN 
titled “Export of Ame- 
rica'—and his xenopho- 
bic interpretation of 
globalisation. The book, 
therefore, takes us 
through the hectic but 
fascinating phase of 
change that has over- 
taken our lives in recent 
years. Powered by rapid 
technology change, the 
author argues that it has 
provided new opportu- 
nities to emerging eco- 
nomies—devoting vast 
tracts to chronicling the 
Indian success stories 
and how they have 
redefined most of the 
existing paradigms. 

In the new global 
economic order, Fried- 
man would have us 
believe that the playing 
field is being levelled 
(hence the title of the 
book). That's true, if we 
overlook the starker 
political reality, wherein 
a seemingly legitimate 


claim by India—the largest democracy and pro- 
jected as the next economic powerhouse—hangs 
by the veto power of those already at the high 
table. Or, as Iraq and Afghanistan—for good or 
for bad—have clearly demonstrated, there is no 
serious challenge to the world’s sole superpower. 

So, a reader looking for an unravelling of the 
complex questions—that marry the optimism of 
technology with the cynicism epitomised by the 
spread of religious terrorism—that plague the world 
may be disappointed. Instead, the book’s strength is 
its lucidity and contemporary record of global 
economic change. Those among us who have been 
unable to stand back and take things in perspective, 
will find this book a wonderful asset. 


To be fair to the author, the book does not 
purport to propound any Newtonian kind of theory 
or anything of the sort—which is where several cri- 
tics have found it wanting. Instead, it rephrases a lot 
of the challenges and issues—similar to those posed 
by the seminal work by Frances Cairncross in The 
Deatb of Distance (1997)—that dog the world 
today, and addresses them in the context a vastly 
altered global outlook. 

An additional intangible from the Indian point 
of view is that given Friedman's iconic status in 
many quarters in the Us, it is clear that his ra-ra 
views on globalisation and outsourcing will find lots 
of takers. Sweet music to Indian ears? BJ 

ANIL PADMANABHAN 
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TRAVEL INDUSTRY 
likes to tout 
itself as one of 


the largest industries in the world 
and talk up how it contributes to the 
world economy. Travel honchos 
from all over, who were in the capi- 
tal recently to celebrate their indus- 
try, all pontificated on the ‘needs’ of 
the traveller. However, in the mad- 
dening crowd of hotel operators, 
airline bosses and cruise ship 
owners, you might have lost Judy 
Slatyer. She is the CEO of a company 
that produces ‘The Bible’ for travel- 
lers—Lonely Planet. 

“1 was honestly surprised at how 
many people came up to me at the 
conference and thanked Lonely 
Planet for producing such helpful 
guides,” Slatyer says. With over 
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Over 30 years 
after the first Lonely 
Planet guidebook 
was published, the 
offbeat and quirky 
guides have become 
a standard resource 
in the traveller's 
lexicon. What 

makes the guides 

so popular? 

BY KUSHAN MITRA 


497 titles in 16 languages, 400 
employees and 300 freelance travel 
writers (only around 170-180 wri- 
ters work at any given point in 
time), Lonely Planet is the world’s 
largest independent travel publisher, 
and sold over 6,500,000 guides last 
year in over 200 countries. “We 
are possibly one of the smallest 
global companies out there, but 










make no mistake, we are a global 
company,” Slatyer proudly states. 
The New York Times described 
Lonely Planet as “the trusted com- 
panion for a generation of inde- 
pendent travellers”. Trusted com- 
panion yes, this writer can testify to 
that, because when in Italy, Lonely 
Planet was my companion through 
thick and thin. Accents, that is. But 


e CROWDED PLANET 


now Lonely Planet is becoming the 
trusted companion and guide for 
a second generation of travellers, 
as guides, also on TV and now even 
on the internet. 

But first, a history lesson. Lonely 
Planet was started by accident, when 
founders Tony and Maureen 
Wheeler completed an overland 
journey from London through Asia 


HEALTH 


PEOPLE 


Lonely Planet's Slatyer: After the success 
of the traveller's *Bible'.-she has forayed 
into food and trekking guides 


and on to Australia. Their travel 
notes, which were distributed first 
among friends, were eventually pub- 
lished in the first ever Lonely Planet 
guide, Across Asia on the Cheap, 
way back in 1973. 

But why Lonely Planet, the 
name? “The story goes that Tony 
was singing Joe Cocker’s Lovely 
Planet when Maureen was trying 





to come up with a name, and from 
lovely they made it lonely. And 
that’s how they got the name,” 
Slatyer jokes, while sitting on the 
stairs of the Obelisk at Coronation 
Memorial on Delhi’s outskirts. 
Coronation Memorial is, lite 

rally, the back of beyond, even in 
Delhi. Located off Burari Chowk on 
National Highway 1, the site has the 












old statue of Emperor George V, 
which used to be inside the canopy 
at India Gate, celebrating the 
regent’s 1911 visit to India. It is a 
place that even most auto-rickshaw 
and taxi drivers are not aware of, but 
for tourists who want to see the old 
vestiges of the Raj it is a must-see. 
And the Lonely Planet guide has a 
mention, unlike many other tourist 
guides of the city (but not all). 

“We do not aim to be every- 
thing to everybody, and we try to be 
as quirky and offbeat as possible; 
you really do not know how effec- 
tive a guide is until you use it. And 
the feedback we get is surprisingly 
positive,” says Slatyer. But interes- 
tingly, her biggest challenge nowa- 
days is to cope with the changing 
demographics of its readership. 
“That is why we are doing a con- 
certed effort with our online pub- 
lishing. Our authors have their own 
blogs (weblogs) that travellers can 
read, and we are also making our 
guides customisable so that people 
can download only the parts they 
need. We are also coming out with 
new shoestring guides and have 
expanded into food guides and 
trekking guides.” 

The scene moved from the rem- 
nants of the British Empire to the first 
major work of Mughal architecture 
in India—Humayun’s Tomb near 
Delhi’s posh Nizamuddin Enclave. 
Dating from the 16th century, it was 
the first Mughal monument to use 
red sandstone and marble in quantity. 
Many say it was also the template 
that Shah Jahan followed when he 
had the Taj Mahal constructed. 

So what does it take to be an 
author for Lonely Planet? “A love 
of travel, I guess,” says Slatyer. 
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“But, the beauty of Lonely Planet is 
that we constantly update our wri- 
ters; new blood means new pers- 
pectives. And doing that is the job 
of the commissioning editor. And 
new writers are helped along by 
more experienced hands till they 
get the hang of things.” Writers 
constantly get shuffled around on 
new projects, and get sent off to 
interesting places. “We have just 
commissioned a book on Afgha- 
nistan,” says Slatyer. 

But Afghanistan, who on earth 
would want to go there? 

Elaborates Slatyer: “Well there 
are a lot of aid workers there, and 
though most of our titles are pro- 
fitable, there is cross-subsidy some- 
times. In case a country guide would 
be too narrow, we sometimes have 
regional guides like for ‘Central 
Asia’, but increasingly there is a 
demand for more destination guides 
and theme guides. Possibly the only 
country that is not covered by a 
Lonely Planet guide right now is 
Iraq, and that is not because there 
is no travel potential there. I believe 
someone has already started 
package tours to Iraq, but it is too 
dangerous to send one of our 
authors there right now.” 

And then there is Tv. Lonely 
Planet’s quirky take on travel makes 
for interesting TV viewing. 
“Travelling is a lot more than the 
hotels and fancy parts of town. 
Which is why package tours are 
such a waste. You have to go out 
there, meet people, eat their food to 
soak in the culture,” she points out. 

But now, even Lonely Planet has 
been bitten by the ‘Reality TV’ bug. 
“We are currently doing a destina- 
tion series based on the concept of 


back we get is surprisingly positive” 


“We do not aim to be everything to everybody, and we try to 
be as quirky and offbeat as possible; you really do not know 


how effective a guide is until you use it. And the feed- 


Six Degrees, so our intrepid traveller 
will go to a town, meet one person 
and will move on from there. We 
recently did such a show about 
Mumbai and came out great. What 
is wonderful about this is that you 
get to learn about a town from the 
locals. And the other concept show 
would be to take someone from 
his cushy city-slicker job and plant 
them in some corner of the planet 
for a few months, which is what 
we are toying with.” 

So what is the biggest problem 
for Lonely Planet authors? 
Surprisingly, Slatyer thinks it is not 
stinky toilets, money-grabbing taxi 
drivers or secret police, but over- 
helpful folks. “Directions are the 
single biggest challenge, authors can 
get six different directions to the 
same place and that is where their 
knowledge and expertise come in 
trying to finally get to where they 
want to go to.” 

Lonely Planet was also hit by 
the incidents of 9/11, but now 
Slatyer believes that the travel 
industry has rebounded. And where 
are people travelling to nowadays? 
“Currently, our bestselling guides 
are for New Zealand and Australia. 
But India and China are always in 
the top 10. And an indicator of our 
success is that we hardly spend any 
money on marketing,” Slatyer says 
while we head back. In fact, the 
last major marketing drive the com- 
pany had was co-branding with 
movie theatres in the us for the 
release of the Che Guevara inspired 
Motorcycle Diaries. 

This is the Bible for the travel- 
ler, for just about every part of 
the world. 

Except Iraq, at least for now. 


TREADMILL 
BEFORE OR AFTER ? 
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ARDIO BEFORE WEIGHTS OR WEIGHTS BEFORE 
cardio? Or cardio and weights on alternate 
days? Those who exercise regularly know 
that to get the most out of weight-training (unless 
you're training to be a big-as-a-house power-lifter 
or a contender for rigged wrestling shows), you 
have to combine it with cardio-vascular exercise. 
Weight-training builds and strengthens muscles; 
cardio-vascular exercise burns fat, and both activi- 
ties boost the rate of metabolism. Therefore, ide- 
ally, if you are trying to get back into shape or even 
maintain a lean muscled physique, doing a com- 
bination of both regularly is what will get you 
there. But, should you do cardio first or weights? 
Now, in exercising (as much as in anything 
else) there is no dearth of views, theories or ideas. 
Some believe doing cardio (running, cycling, row- 
ing, etc.) before hitting the weight-room is counter- 
productive because you get too tired to lift your 
maximum in good form. Others believe cardio 
done first is beneficial because it helps boost your 
heart rate and kicks off a calorie-burning process 
that weight-training can then carry on. My take on 
this is: mix it up a bit. Begin with a bit of cardio, 
say, 10 minutes on the treadmill or elliptical 
trainer or stationary bike. Work up a sweat. These 
will not only kick-start your metabolism levels 
but also condition your body for weight-training. 
Then, after your routine of weight-training, do ano- 
ther session of cardio, this time for 20-25 minutes. 
ГЇЇ tell you why this sequence-the main cardio 
session after weight training-may work better for 
you. While cardio-vascular exercise burns calories 
as you exercise, weight-training has a kind of an 
after-burn by raising the body's metabolic rate and, 
because muscles continue to repair themselves 
after you lift weights, keeping that rate high even 
after you finish doing the exercises. So, there 
could be a double benefit if you go for a fairly rigo- 
rous cardio session after your weight-training 
session and, in effect, you could burn more calo- 
ries (hence, more fat) than if you did your cardio 
before hitting the weights. Give it a shot for a cou- 
ple of weeks and see if it works. It does for me. 
MUSCLES MANI 


write to musclesmani@intoday.com 
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` OOKING TO PERK UP YOUR APPEARANCE? IMPLANTS OF SILICONE 
_а EON neo cot Here's the lowdown: 
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ding to Seth, implants are safe. The only prob- 
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* MY body 
9 MY mind 
* MY PRECOR 


Don't believe you can. But believe you 
must. And make your way to the top 
with Precor, the world leader of fitness 
solutions, where body, mind and 
machine come together. Put the 
Precor formula to work for you and 
live every moment like a winner 








Сутп |/ас 
live to win 


Chennai Ph : 044-28266186/6286/601 1 
e-mail : gympac@vsni.com 


lice - Bangalore Ph:080-25583638/3639 
Delhi Ph:011-51640186/2186 

Kolkata Mob:09331053904 
Mumbai Ph:022-56750687, 56915351 
Hyderabad Mob:09391054280 
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D-street Director 


C )ME THE MIDDLE OF MAY, AND MOVIEGOERS 
across the country will likely be on the 
edge of their theatre seats, fearfully savouring 
Naina, a suspense-horror flick starring Urmila 
Matondkar. Or so hopes Shripal Morakhia, 
48, Chairman of the Mumbai-based brokerage 
firm, sski. No, Morakhia isn't punting on the 
stock of the company that produced it. Instead, 
he's the man who's directed the movie. Fulfilling 
his old promise to make a movie as soon as his 
firm could do without him, Morakhia has 
, spent а year making Naina. Не even hired 
j dummy actors to hone his directorial skills 
rt before calling in the real stars. Why movies, 
and a horror film at that? “They have greater 
acceptability with the high-spending audi- 
ence,” says Morakhia, whose four-year-old 
iDream Productions has made five other 
films. “It’s an honest attempt, let’s see if it 
works,” says he. Indeed. 


















UMESH GOSWAMI 





| Sen YEARS AGO WHEN UB’S VIJAY MALLYA BOUGHT 
an ailing Mangalore Chemicals & Fertilizers (MCF), 
he turned to a group veteran to effect a turnaround. 
Since then, Daraius P. Mehta, 54, has more than 
quadrupled MCF's topline and turned losses into pro- 
fits. Now, he’s moving on, fuelling speculation that 
Mallya may have decided to sell the company. Mehta 
denies the rumours, and as for his decision to quit, he 
says that’s because he is “looking to a global play in the 
products space” as his next big challenge. Again, while 
Mehta denies it, a little bird tells вт that his next stop 
could be the Nagarjuna Group. Meanwhile, don’t be 


CT0 Czar surprised if MCF actually changes hands. After all, 
Mallya's got big plans of his own to pull off at UB. 


Н: HOLDS MORE PATENTS (305) THAN ANY OTHER 
IBM employee, was Big Blue's youngest Fellow (an 
exclusive club of top inventors), and now Ravi Arimilli, 
41, IBM'S CTO for servers, has also been recognised as the 
most influential rr manager in the us. Arimilli, who was 
six when he moved to the us, is understandably 
thrilled, but thinks rr's transforming capabilities are just 
getting unleashed. *Not many people are aware or pre- 
pared for this transformation of mankind," says the 
“disruptive” inventor. He, clearly, isn't one of them. 






DEEPAK G PAWAR 


188 BUSINESS TODAY MAYS 2005 


. Smoking It Out 


po SOMANI LIKES TO CHEW TOBACCO—FIGURA- 
tively, that is. Daughter of Gujarat Ambuja's 
Narottam Seksaria, Somani has been crusading against 
the harmful leaves for eight years now, which resulted 
in her setting up the Salaam Bombay Foundation in 
2002. An NGO, it is committed to saving young children 
from the scourge of tobacco, especially the chewable 
gutkha. “The amount of gutkha consumption at a 
lower age has gone up," fumes the LSE grad. Somani, 29, 
has already taken her interactive awareness programmes 
to more than 250 schools in Mumbai, and is now tar- 
geting colleges and vocational institutes. Somani knows 
how devastating the gutkha addiction can be. Her 
own father had a traumatising encounter with it. 


Ca vo os 





Perfect Plan? 


Г А COUNTRY WHERE MILLIONS OF CHILDREN GO WITH- 
out primary education, it may be too ambitious to 
talk about higher education. But as Azim Premji, 
Chairman of Wipro, likes to say, it’s not an either-or 
situation. Ergo, he’s gone ahead and figured out a way 
to make higher, if not primary, education more affor- 
dable. Dubbed the Premji Formula, the plan calls for 
lending to students at half-a-percentage point above the 
risk-free rate. Experts are already calling the plan a win- 
win. Not only does it tie in with UPA's common mini- 
mum programme, it also makes lending viable for 
banks by recommending an interest subsidy on such 
loans. Now, let’s just hope it gets implemented. 
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Done Deal 


HEN A US-BASED INFOTECH MAGAZINE, INFORMATIO? 

Week, profiled vMoksha’s Pawan Kumar as 
part of its listing of innovators and influencers in 
2003, it put the former head of IBM India among the 
11 “most likely to leave a mark on 2004", Kumar, 57 
hasn’t disappointed the magazine. Although three 
months late, he’s made a mark by selling his rr services 
company to Chennai-based Helios & Matheson for 
$17 million (Rs 74.8 crore), of which his share works 
out to $8.5 million (Rs 37.4 crore). So, is Kumar 
planning to hang up his boots? Hardly. “With this part- 
nership, our goal is to ensure that one plus one is 
greater than two," says Kumar. @ 
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xecution Is Key 


SHANKAR ANNASWAMY, Managing Director, IBM India 


EADERSHIP IS NOT SO MUCH ABOUT 

technique, processes and methods, but 

about inspiration—of oneself and of 
others, an attitude and some attributes that 
set the leaders apart. 

The foremost among leadership attributes 
is values—integrity, honesty, trust and personal 
responsibility in all relationships. Successful 
leaders have a firm belief in these values 
and they walk the talk by setting an example. 
They are passionate, positive and create a 
compelling vision for their organisation. 

Great leaders have an executive presence 
about them, which comes from knowing 


| who they are, what they stand for and being 
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comfortable with the same. This builds their 
presence from the core rather than a presence 
normally associated to the physical attributes. 
Leaders with presence know how to connect 
with people, a kind of connection that builds 
long lasting relationships that are responsible 
for business success. These relationships 


could be with their team, clients and commu- 
nities. They manage by power of influence 
and not by authority alone. 

Leaders enable performance and growth 
by focussing on strategic priorities and 
encourage entrepreneurial behaviour of their 
team members. These leaders embrace 
change, continuously learn and they have an 
ability to reshape and reframe their strategies. 

However, what differentiates successful 
leaders from conceptual ones is execution 
more than strategy. Successful leaders execute 
flawlessly. They have the ability to dive into 
detail when required, focus on operating 
mechanisms and drive a performance culture. 

Great leaders invest considerable amount 
of time to identify and develop key talent. 
They mentor and coach, future leaders. And 
in their own way, they participate and contri- 
bute to the community in which they operate 
their business and help transform the society 
іп the longer term. El 


* 


ШШ 






bloom at night 


Prints from ColorPlus. ( 


i 


it 





LUXURY COTTON PRINTED SHIRTS 


1. Takes virtual tour of vacation spot. 
2. Books flight with partner airline. 


3. Dispatches service automatically. 


4. Analyses schedule data dynamically. 


5. Business results reach new heights. 


Middleware for the on demand world. Learn more at ibm.com/mi 


(BM, the IBM logo; DB2, Informix and the On Demand lano‘are registereq 
United States and/or other. countries. C2005:1BM Corporátión. All rights 





Special: India’s 






Some see TCS’ 34 per cent 
drop in net profit in Q4 as 
sign of a larger problem, 
EO $. Ramadorai insists 
it is a blip. The issue: a 
;usiness model good for 
Ie long run but not so for 
he near future. “ 1! 
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From The Editor 


ATA CONSULTANCY SERVICES’ (TCS) СЕО 5. КАМАРОВА! 

insists that his company’s performance ought to 

be reviewed on an annual and not quarterly 
basis. In the fourth quarter of the financial year just gone 
by, TCS posted a sharp decline in net profit on near-stag- 
nant revenue. Investors and analysts do have the habit of 
tracking IT companies (and companies in most other sec- 
tors) on a quarterly basis. And the fact that TCs has 
not grown at all in the last quarter (the first time that has 
happened in eight quarters) is worrisome. But what is the 
real trouble with TCS, the $2-billion (Rs 8,800-crore) 
Indian Ir giant? Is the last quarter's performance just a 
blip that will go away or are there more fundamental 
issues that the company has to grapple with? Assistant 
Editor Priya Srinivasan spoke to the TCS brass, con- 
sultants, analysts and investors who track the company 
regularly to file her report on what the challenges for 
Ramadorai and his team are, and what the future has in 
store for TCS. One observation in her story: TCs’ revenues 
are less predictable than some other large Indian rr 
services major&because of 
the kind of contracts it has 
with most of its clients, 
where billings are made diff- 
erently. Moreover, TCS' busi- 
ness model is not a simple 
one to understand. Many of 
its projects require greater 
onsite presence of its work- 
force, thereby increasing its 
costs. In an accompanying 
story, Srinivasan looks at the 
business models of five other 
IT majors (including IBM's 
Indian operations) to see how they are faring and what 
their future challenges are likely to be. One conclu- 
sion: each company has to be viewed in the context of 
its own business model. 

The *technology package" that forms our cover 
story also includes a story by New York-based Anil 
Padmanabhan who finds out the impact that the recent 
fraud by some former employees at Mphasis can likely 
have on offshoring work to India. We round off our tech 
package with the views of Gartner India's Partha Iyengar 
who spoke to us on the future of the Indian IT services 
industry. Plus: a perspective on global tech stocks and 
how this affects the mood on Dalal Street. 

This issue's special feature is on India's Best Fund 
Managers, a study done by вт and Mutualfunds- 
india.com, now a part of ICRA online. The 11 fund 
managers selected have impressive track records and our 
profiles on each of them show exactly what makes 


them the best of breed. 


Sanjoy haryan 


SANJOY NARAYAN 
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Scent Of A Takeover 

B.K. Modi’s Spice Telecom has been in play no 
doubt, but whether the Ruias of Essar will succeed 
in their hostile bid for it isn’t all that clear. 


Misreading The Signals 

Indian Railways uses signalling systems that are as 
old as the organisation itself. The cost of revamp: 
Rs 12,000 crore. 


The Guv Plays It Safe 
Never mind D-Street. RBI's credit policy is 
pro-growth. 


Boeing Vs Airbus 
The European aircraft maker cries foul over its 
Indian loss. 


Q&A: David Eldon 

The outgoing Chairman of Hongkong and 
Shanghai Banking Corporation dwells on 
banking in India and Asia. 

Bt Cotton's Ally 


Farmers in Andhra rally around the crop. 
The BT 50 Index 

Pooja Who? 

A Secunderabad-based firm has obtained 


an interim injunction against sale of shares 
of Shaw Wallace. 


IT Dividend Sweepstakes 
How much did our software czars take home in 
dividend income last year? Quite a bit. 


The Enemy Within 
There is a business case to tighten the noose on 
infidel employees. 


Township Boom 
FDI is gushing into integrated real-estate projects. 


Is Retail The New IT? 
No, in terms of growth, but certainly in terms 
of valuation. 


Understanding The Indian Tech Entrepreneur 
Find out what drives the Indian tech 
entrepreneur in India and the US. 


Policy Watch: Do We Need A TV Cop? 


It's not a bad idea, but it should operate in a 
transparent manner. 


Dilbert 


Q&A: Dr Subramaniyan Narayanaswami 
The man behind Vfend, Pfizer's pre-eminent 
drug for fungal infection, speaks to BT on the 
drug's discovery process. 
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It's Almost Over Bar (Plenty Of) 
The Shouting 


The six-month battle for ownership of the Reliance 
Group assets may finally end with younger brother 
Anil swapping his personal holding in flagship 
Reliance Industries for control of three other group b 
companies, and some cash. 


Smugglers Of The Sand 
Dunes 

Despite 1,035 kilometres of 
fencing along the Indo-Pak border 
in Rajasthan, illegal trade is 
booming. Ashish Gupta spent 
four days in the hotspots Barmer 
and Jaisalmer for a first-hand 
experience. A BT exclusive. 


Flutter On The Farm 

Leave the bulls and bears aside for now, 
Dalal Street appears to be swarming with 
the chickens and pigs. 


Tata's African Safari 

The Tata Group is expanding aggressively in South 

Africa. But it's not just business opportunity that's * 
driving Ratan Tata, it's emotional connect. 


Samsung's India Designs 

A laggard to LG in India, Samsung has the size, the 
scale and brave new products. It is now polishing 
its brand halo before it goes in for the kill. 


The Middle Game 

There's a new Great Game being played out across 
Asia. The prize: military and economic leadership of 
the continent. Does India have what it rakes to win? 


"Price Is Not The Issue, Value Is" 
An expert panel delves into reasons behind 
India's poor domestic IT penetration. 


60 Minutes 

Kevin Rollins, President and CEO of 
Dell Inc., speaks to BT about the global 
tech scene, Dell's unique place in it, and 
plans for and in India. 
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PERSONAL FINANCE 


122 Order Book Congestion 136 
With industry ramping up 
capacities, order books of 
capital goods manufacturers 
are overflowing. A look at six 
such stocks for your portfolio. 


125 Locked In Combat 
With mutual funds and ULIP 
becoming tax neutral, they are 


139 


locked in a battle for the investor’s 140 
wallet. Who do you go with? 

127 Readying For July 141 
Filing tax returns can be harrowing 142 


if you don’t know how to go about 
it, Here’s a quick guide to the most 
hated annual ritual. 


JOBS TODAY 


128 Can't Believe It, Can't Forget It 


Thanks to the tourist influx, 
interesting new jobs are popping 
up on India's tour map. 


130 Help, Tarun! 
131 Entertainers Uninterrupted 
131 Action In Aquaculture 


144 
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COLUMNS 


COVER STORY 


46 The Real TCS Story 
Tata Consultancy Services posts a 34 per cent 
decline in net profit in the last quarter. CEO 
S. Ramadorai says all is well. Analysts say the 
company is in for a rough ride. The real story. 
54 Good, Bad, Or Ugly? 
Actually, there is no one answer. 
A company's future, it emerges, is only 
as good as its business model. 


60 The Security Angle 
Will offshoring work to India be hit by the 
recent case where some former employees of 
Mphasis stole money from the accounts of 
. some Citibank customers? Not really. 


61 AnExpert View 
Gartner India's Vice President (Research), 
Partha lyengar, speaks to BT on the future of 
the Indian IT services industry. 

62 AGlobal Tech Slowdown? | 


Well, US tech stocks are at a five-month low. 
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The Straight Bat 


Victory secrets from the Welches, T-shirt tales 
for trade and tips for accounts analysts. 


iPod Vs HD3 


Both are good, but one 
is clearly better. 


Why Graphic Novels Are Hot 
Treadmill 


People 

Starring executive-turned- 
writer Gurcharan Das, 
Kushagra Bajaj of Bajaj 
Hindusthan, UB Group 
scion Siddhartha Mallya, 
Gautam Singhania of 
Raymond, Dinesh 

Keskar of Boeing and 

R.S. Lodha. 
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Café Diversification 

This is not about the liquid, it is about 
the people who consume it, say café chain 
whiz-kids, and how they are engaged. 
This argument justifies an interesting 
variety of diversifications. But is this 

just a clever way to calm jitters from 


Hot brew raw material volatility? 







Now, get a hot new management tip for the 
polls through SMS on your m 
хади ишинден, os ИЙ 
1. Go to "Write messages" on your mobile | IS inflation a serious threat? 

1. Go to "Write messages" on your mobile phone. 

2. Type "BTPOLL Y" for Yes. 

3. Send the message tothe number "2424", Type "BTPOLL М” for No. 

4. You will receive the hot management tip | 3. Send the message to the number “2424”, 

Readers can also participate in the рой at www.business- today.com 
Powered by ActiveMedia Technology www activemediatech.com 


TO RECEIVE BT'S TIP OF THE DAY 


phone. 
2. Type "BTTIP" on the message screen. 





for the day in a return message. 





NOTE: Not available with all cellular operators. 
Regular SMS charges apply. 
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bt letters 


On The Right Path 

Your cover story Rajiv's Bajaj, (BT, 
May 8, 2005) shows that Rajiv has 
truly engineered the rebirth of Bajaj 
Auto. His ‘think global’ strategy, 
even while consolida- 
ting Bajaj Auto's posi- 
tion in the domestic 
market, is bringing in 


Best letter wins 
a HIDESIGN travel bag 


from 


JK PAPER LTD. 


Creating lasting impressions 





the desired results. That the com- 
pany is backed by a strong R&D 
team has been proved by the success 
story of Bajaj Pulsar. However, 
there is still a lot to be done before 
Bajaj Auto can catch up with market 
leader Hero Honda. 
SUMA C., through e-mail 
Your article Rajiv's Bajaj, (Br, May 8, 
2005) outlined the transformational 
path being chalked out by a hitherto 
large local player, to enter and grow 
in overseas markets. What it also 
subtly brings out is the manage- 
ment depth in the company. The 
focus on reengineering and growth 
is evident and has yielded results. In 
five years time, it may not be a sur- 
prise for anybody to see Bajaj two- 
wheelers ‘ruling the road’ in various 
parts of the world. 
MRIDUL MEHTA, through e-mail 


This refers to your cover story 
Rajiv’s Bajaj, (Br, May 8, 2005). 
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of taking Bajaj to new heights 
globally if it has to achieve the 
growth Team Bajaj is aspiring to. 
However, the biggest problem 
would be to give Bajaj a brand 
recognition (which it already enjoys 
in india) and position it along with 
Japanese superbrands or to beat the 
invincible Chinese in the price war. 

SARADA N. MUKHERJEE, through e-mail 


Your cover story Rajiv's Bajaj, (BT, 
May 8, 2005) has highlighted how 
good R&D helps an organisation in 
achieving success. Indian compa- 
nies with their talented human 


resources can make a lasting impact 
on the corporate world with good 
R&D. In this competitive age, com- 
panies that have invested in R&D 
will be in a better position to pro- 
vide *value for money". 

SUDHIR GUPTA, through e-mail 


Retail Boom Or Doom? 

This refers to the article Coming 
Soon: The Foreign Retailer, (BT, May 
8, 2005). Raising the FDI limit in 
the retail sector will definitely curtail 
India's homegrown retailers' 
progress. The global retail foray is 
bound to conflict with the interests 
of millions of people employed in 
the unorganised retail sector. Before 
raising the FDI limit, the Centre 
should make sure that there is a 
level playing field between the local 
and global players. 


MUSTALI SHAH, through e-mail 


No Kid Stuff 
This refers to your article Rated R 
(Br, May 8, 2005). Going by the 
recent Kwality Walls and Liril ads by 
Hindustan Lever Ltd., it's not far 
before ads too will have indicators 
like PG, +15, etc! If we are going to 
be burdened with pG-rated ads, it's 
going to get very tough on parents. 
P. SWAMI, through e-mail 
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NOKIA 


Move around as you make your moves. 


Download the Nokia Wireless Presenter software on your Nokia 6670 

smartphone. View your powerpoint presentation slide headers on the 

screen. Change slides using your handphone as a remote control and 

view speaker notes while making your point. Look Sharp: Work Smart NOKIA 
6670 


To download, visit www.nokia.co.in or contact your nearest Nokia Priority Dealer. Application works on bluet 
compatible PC/Laptop. Software also works on a Nokia 7610. Nokia 6260, Nokla 6630, Nokla 3660 and N 


Always insist on original Nokia India Warranty to safeguard against buying used, refurbished or tampered pee Nokia India Warra 


# 
EZE 30303838 for phones imported by Nokia India Pvt. Ltd. WFor assistance an Nokia products and service voko ( 
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bt editorial 


Blog Inc. 


some parts of blogdom, and so it's time to exit. 

The sentiment has been created by the realisa- 
tion, in recent times, and among people who call the 
shots in mainstream media (think Rupert Murdoch, the 
editors of BusinessWeek magazine who have launched 
their own hey-we've-online-spoor-too blog, that vene- 
rable newspaper, The Economist) that blogs have a role, 
a critical one, to play in the future of the business. They 
do. Only, the way bloggers see the world, there's no 
place in the future for mass-media vehicles. 

Some qualification is called for here. Mainstream 
media vehicles, tabloids, 
right-of-centre television 
channels that cater to red- 
necks in every part of the 
world irrespective of the 
real colour of their necks, 
brain-numbing soaps cate- 
ring to a generation of 
individuals that has 
exchanged its grey matter 
for jelly (if it is coloured 
a shade of neon and 
branded, all the better), 
and get-with-it publications 
that make a living by des- 
cribing (take your pick, 
two of five), sex, interiors 
of houses, nappy changing 
rituals, summer salads and 
exotic travel destinations, 
and using abbreviations 
such as (take your pick, 
one of three), bod, fab and 
spesh, will continue to exist 
and thrive. However, it is unlikely that they will still 
be able to play the role they take the greatest pride 
in, shaping public opinion. The blogs will be doing 
that. Welcome back, dear friends, to the second 
micropublishing revolution. 

The first, of course, featured publications such as 
Slate, The Drudge Report and Salon. Blogs, however, at 
least the good ones that manage to find a following, will 
not be owned by corporations or not-for-profits (their 
brand of earnestness is often far worse than the cal- 
lousness of Big Business). They will be specialised, 
allow users to post comments on what they think of the 
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latest entry (like they already do), and their popularity 
will wax and wane depending on exactly how useful or 
pertinent they are. This isn't just micropublishing; it is 
micropublishing on steroids. 

Is there money to be made from blogs? Of course 
there is, which is why the pinstripes are suddenly 
interested in them. Carrying ads is one way blogs can 
make money; instituting a subscription charge is ano- 
ther, and becoming an affiliate (most tamely, for - 
Amazon, for instance), is a third. Over the next few 
months and years, intrepid bloggers will surely find 
other ways to make money, without losing sight of the 
original purpose of the blog. 
Those that do will fall by 
the wayside, another victim 
of the Sitemeter curse. 

One theory doing the 
rounds of blogdom is that 
with the medium at least 
three years old, and the 
mainstream guys beginning 
to show interest in it, this is 
perhaps the beginning of the 
end for blogs. That's a falla- 
cious argument. For all this 
time, the majority of blog- 
gers have flogged pet issues, 
ranted and raved (some 
make Michael Moore look 
like a tongue-tied freshman) 
about everything that is 
wrong with the world in 
their opinion, and nurtured 
that ego-thing. Now, most 
first-generation bloggers 
have moved on, to balanced 
points of view, to blogs that are surprisingly bereft of 
grammatical and typographic errors, to in-depth 
reporting and analysis of the kind that one sometimes 
encounters in the pages of The Atlantic Monthly. 
There are, arguably, a few thousand blogs out there that 
are top-notch, and their numbers will only increase. 
This is the golden age of blogs. Imagine a thousand 
micro-publishers, imagine ten thousand, with no pet 
themes to propagate, no marketing departments to 
kowtow to, and nothing to sell (if they don't want to) 
apart from their knowledge, opinions and quirky 
turns of phrase. Imagine a better world. 
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Your mind remembers 
you had a few last night. 


Your body, amazingly, has forgotten. 





Sometimes you feel the need to get together with your friends and maybe choose to have a dr 


Thing is, your liver hardly enjoys it as much as you do. That's why you end up with a hangover 





you consume is broken down by the liver into acetaldehyde. And the build-up о! acetaldehyde caus: 
hangover. In the long run, it can also harm your liver. 

Presenting PartySmart. Its herbal formula prevents hangovers and protects your liver. (у 
Made from natural ingredients, it is absolutely safe and has no side effects whatsoever ` 

One capsule, half an hour before you have your first drink, eliminates acetaldehyde | PartySmart 
and prevents the hangover, without spoiling your good times. Have your fun . 


and a great morning after. 
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` A Takeover 


Fine, B.K. Modi's Spice Telecom has been in play, but whether the Ruias of 
Essar will succeed in their hostile bid isn't all that clear. BY KUMARKAUSHALAM 























already in the Punjab circle (via Hutch India, 
where Essar has a 26.4 per cent stake, post 
consolidation)." That apart, Modi still 
insists that his foreign partners will need his 
consent to offload their stake. 

It's easy to see why the Ruias want 
Spice. With a tele-density of 21 and 11 per 
cent, respectively, Punjab and Karnataka 
promise substantial growth. Besides, for 
Essar, the move makes strategic sense. It not 

only expands its footprint within the coun- 
try, but also offers it Spice's 900-MHz spec- 
trum, which is said to allow a more cost- 
efficient roll-out compared to the 1,800- 
MHz band that comes with newer 
licences. But that's only half the 
story. Essar's game plan may be 
far more ambitious. Its telecom 
business is estimated to be worth 
$2 billion (Rs 8,800 crore). If it 
can beef it up by adding a couple 
of more lucrative circles, it can 
easily hawk the business as a package 
to a global major that hasn't yet mana- 
ged a toehold in the booming Indian 
cellular market. Think Vodafone, Japan's 
NTT, or even France's Orange. 
While the game plan sounds wonderful 
on paper, pulling it off is a totally different 
issue. Spice's valuation of $300-600 million 


ESPITE WHAT BHUPENDRA 
Kumar Modi may say 
about his telecom venture, 
Spice Telecom is a sitting 
duck. For at least 11 years now, the 
company, which has cellular opera- 
tions in Punjab and Karnataka, with 
1.45 million subscribers, has been 
in play, thanks largely to the 
estrangement of Modi and his for- 
eign partners, Distacom (it holds a 42 
per cent stake in Spice), AIG (20 per 
cent) and Hong Kong-based Darby 
(15 per cent). More worryingly for 
Modi, the pre-emptive clause in 
the joint venture agreement 
between his promoting com- 
pany, Modi Well Vest, and 
Distacom, which kept the for- 
eign partners from selling their 
stake without Modi’s consent, 
expired recently. Small won- 
der, then, that the Ruias of Essar 
have directly approached the three 
foreign partners for a possible 
acquisition of their stake. Modi is 
hopping mad. “Essar wants to eliminate 
competition by creating confusion,” he 
told ВТ from New York. “(The Ruias) caf 
buy out our shareholders because Essar i 
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(Rs 1,320-2,640 crore) is just one problem. There 
are other regulatory hurdles that Essar must negotiate. 
As per the current licence conditions, a company can- 
not own more than 10 per cent stake in a rival operator 
in the same circle. That means Punjab, like Modi 
says, may prove to be a problem. From that 













WEATHERVANEP 


Betting On The Met 


ILLIONS OF FARMERS, AND MARKETERS, ACROSS THE COUNTRY 

look to the Indian Meteorological Department to plan their sea- 
sonal strategies. A normal and well-distributed monsoon means a 
surge in growth. This year, the Met has predicted a normal mon- 
soon, buoying hopes of a 7 per cent growth in GDP. Just how accu- 
rate have been the Met's forecasts? In recent years, except in 2002, 
ithas been within the accepted error margin of 4 per cent. Not bad, 
considering that it has to factor in 16 very complex “predictors” such 
as the Northern Hemisphere temperature, sea surface pressure at 


Darwin (Australia) and Eurasian snow cover. 


SUPRIYA SHRINATE 


Pinstripe raiders: Essar Group's 
Shashi (L) and Ravi Ruia 


stems another issue: While buying AIG and Darby’s 
cumulative 35 per cent stake may not be a problem for 
the Ruias, convincing Distacom to sell its stake minus 
Punjab (should there be a problem) won't be easy. 
Distacom has, in the past, made it known that it is not 
interested in a piecemeal sale of its stake. 
Interestingly enough, Modi himself is talking of 
buying out his foreign partners. As a first step, Modi says, 
he will hike his stake to 51 per cent and then rope in a 
financial partner to buy the remaining 49 per cent. 
“We've got the whole plan laid out,” claims Modi. 
*[ can raise money, $100 million (Rs 440 
crore) easily." But like an industry obser- 
ver says, Distacom and the other partners 
would be only too happy if Modi puts 
real money on the table. Right now, 
despite his claims, doing so looks difficult, 
given that “his track record has been marred 
by broken partnerships and strained ties", 
says the observer. In fact, Spice's two circles 
are under two different managements: Modi 
controls Punjab and Distacom, Karnataka. 
Meanwhile, the Ruias are going ahead 
with their plan. They've re-hired Pramod 
Saxena (their Delhi circle's first CEO a decade 
ago), who is said to understand Modi's 
methods, thanks to his stint in Motorola, a 
technology vendor to Spice. Essar may also 
manage to cross the regulatory hurdle by 
structuring the deal in such a way that it 
meets the regulatory requirements and yet 
wields effective control. If that happens, Modi 
would have little choice but to follow his 
partners out of the company. Unless of 
course he decides to go down fighting. 
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Misreading The Signals 


Indian Railways uses signalling systems that are as old as the organisation itself. The cost of 


revamp: Rs 12,000 crore. But the big picture appears to be missing. BY KUMARKAUSHALAM 


d es INDIAN RAILWAYS (IR) DESPER- 
ately needs to overhaul its sig- 
nalling & telecommunications (S&T) 
systems. It suffers an average of 
10,000 signalling failures every 
month. But the leviathan organisa- 
tion seems quite blasé about them. 
Asserts a railway official: “In the 
entire history of Indian Railways, 
not a single accident can be linked 
to the failure of signalling.” 

Such technicalities can be of 
little consolation to the families of 
the 84 passengers who died and 
the 279 who were injured in the 
325 accidents, or one every 27 
hours, IR suffered in 2003-04. Says 
Alok Bansal, Senior Transport 
Planner, World Bank: “The Indian 
Railways lacks skilled people to 
maintain its S&T system properly.” 

The major thrust of the Railways’ s&T upgrade 
plan has been on the replacement of old systems with 
an electronic interlocking system (a 10-year-old tech- 
nology based on micro-processors) and the panel inter- 
locking system (a 50-year-old technology based on 
electro-mechanical functioning). “Around 2,700 railway 
stations—out of a total of 7,031 stations in 2003- 
04—still don't have modern S&T systems,” says an IR 
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Electronic Interlocking System* 

Rout її iter OCK ng* 259 271 СЭ a 
Overall Investments N.A. Rs 936.69 crore 
*Number of installations planned; final figures not yet released NA, Not available 


Overall investments for 2005-06 are projected at Rs 1,195 crore 
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Another signal failure? The IR has an unenviable record of 10,000 a month 


official, adding: "We're changing mechanical Іёуегѕ 
at 300 stations every year and hope to have a com- 
pletely new system in place by 2014." (See graphic). But 
here, too, what comes through is the absence of a 
bigger picture. IR's stated goal is to establish a net- 
work of electronic interlocking systems (which costs 
Rs 1.7 crore a piece), but it continues to implement the 
panel interlocking projects (at Rs 1.5 crore), which were 
sanctioned earlier. Why? No answers are forthcoming. 
Instead, an official says: *The Swedish Railways 
observed the electronic interlocking system for 10 
years before fully adopting it. For IR, however, 
the migration will be much faster. In the last two 
years alone, the number of stations covered by the 
electronic system has jumped from 10 to 76." 
Simple arithmetic will show that at this rate of 
progress, it will take close to 200 years to cover all 
the 7,031 stations in the country. The cost at today's 
prices: Rs 12,000 crore. 
So, is there no hope for the rail traveller? Looks 
like it, but we continue to live in hope. 
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Wipro Services and Solutions take full advantage of the exceptional value of Sun systems 
Sun's new lines of high-performance servers continue to heat up the market, including Sun's new 
AMD Opteron processor-based servers that are up to 76 percent faster, cost 40 percent less than 
comparable servers', and run the most demanding applications on the Solaris Operating System, 
Linux, or Microsoft Windows systems. The new Sun Fire" V490 and Sun Fire V890 servers are 

+ setting world performance records with their innovative designs; and with the Solaris Operating 
System, you get the best scalability, integration, and security of any operating system out there 
Combine these products with a full new line of the Sun StorEdge™ storage solutions to increase 
your reliability and security, while minimizing your storage costs. No matter what business you're 


in, Wipro and Sun can help you work faster, smarter, and improve your bottom line 
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See how Wipro and Sun help demanding businesses like yours. Visit us at www.wipro.co.in 
WIPRO  Orcall 1600-44-9333 / 1600-33-8094 = 
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Evidence: 
4 Notes on $РС-1 Benchmark: 
Beating the previous midrange record, the SPC- test results showed the 20-tray Sun StorEdge 6920 system performed at 48,646.62 SPC-1 IOP5, with 
rored data protection level), The SP dit Certification Identifier is A00033. 
Results for IBM's TotalStorage FASIT900 Storage Server reflected 18,447.55 SPC-1 OPS, with a SPC-1 price/performance of $16.78, and total ASU apacity of 1196.09 G8 (mirrored data р 
is A00019. 


Pricing comparison based on Web pricing of the Sun Fire V40z server 4x 850 configuration compared with the four-way HP ProLiant DLSBO server, on 09/14. 
running the Zeus Web Server v4.2 r4, has produced a SPECweb99 SSL result of 4608 conforming connections. SPEC and the benchmark name SPECwe 
nchmark results stated above reflect results published on \cf2 vul www.tpec org cfo \uinone as of 09/14/04. The com ns presented ab 
516 connections, and the HP Integrity rx5670 server (4x 1.5 GHz Intel Itanium 2 processor) result of 3702 connections. For the latest SPECweb99 









The Guv Plays It Safe 


Never mind D-Street. RBI's credit policy is pro-growth. 





RBI's Reddy: Keeping a watchful eye on price stability and growth 


А? INDIA'S PRINCIPAL BANKER, YAGA VENUGOPAL REDDY'S IS A TOUGH 
act. He must keep prices (that is, inflation) under check, even as 
he creates a monetary environment where investment (that is, 
growth) booms. While that is an everyday job for the Reserve 
Bank of India's governor, there's an annual event when he gets to 
signal the direction of the economy—the announcement of the credit 
policy. This year's, unveiled on April 28, indicates that the central 
bank would rather err on the side of caution than risk pushing prices 
up in the economy. Therefore, in a largely uneventful policy, 
Governor Reddy has increased the reverse repo rate (that is, the 
interest rate the RBI pays banks for lending it money against 
government securities) by 25 basis points to 5 per cent. Says 
Reddy: *We have given equal emphasis to price stability and 
growth, and are committed to maintaining financial stability." 
Will the increase in the repo rate hurt retail consumers? Unlikely. 
As Finance Minister P. Chidambaram pointed out shortly after the 
credit policy announcement, there's enough money sloshing around 
in the banking system to keep retail interest rates from rising. If that's 
the case, why did Reddy need to up the repo rate in the first place? 
Because of two reasons: One, hardening of interest rates in a slow- 
ing down Us economy and, two, rising oil prices. It's easy to see how 
the latter affects India (we import almost all our oil), but what 
about the first? The us is the world's biggest market for almost 
every product and service, and a slowdown there inevitably affects 
economies around the world, including India's. At the moment, 
though, the Indian economy's growth looks promising. For 2005-06, 
the RBI has projected a 7 per cent growth and economic think-tank, 
the NCAER, a higher 7.2 per cent. Of course, given that monetary 
review is now a quarterly event, Reddy will be watching closely. 
ROSHNI JAYAKAR 
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Para IV, 
They Wrote 


EPENDING ON YOUR RISK APPETITE, 
you would either call it the 
coming of age of an industry or 
simply a sign of desperation. But 
there’s no denying that more and 
more Indian pharma companies 
are going in for para IV filings, 
which challenge patents held by 
the innovator company. How does 
a para IV filing help? If successful, 
it allows the company to sell a 
generic copy of a patented and 
branded drug. And if the company 
is the first to file a para IV chal- 
lenge (and win), it also gets a 180- 
day marketing exclusivity. But it's a 
tricky game to play. Ask Ranbaxy 
(which has about 12 first-to-file 
para IV filings), Dr Reddy’s Labs 
(26 para IV filings) or, more 
recently, Dilip Shanghvi's Sun 
Pharma. us-based Wyeth and 
Germany's Altana have sued Sun 
for trying to sell their $3-billion 
(Rs 13,200-crore) anti-ulcer drug, 
Protonix. Unless Sun is able to 
prove that its generic copy doesn't 
violate any of innovator Altana's 
patents, it will only 
end up with a 
huge legal bill 
and nothing 
in revenues. 
E. KUMAR 
SHARMA 
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Boeing Vs Airbus 


The European aircraft maker cries foul over Indian loss. 


VEN AS AIRBUS INDUSTRIE CREATED AVIATION HISTORY LAST FORTNIGHT 

by successfully putting to air its biggest jumbo aircraft thus far, 
the A380—it can seat 555 passengers in a typical three-class con- 
figuration—its losing streak in the aviation market only seemed to 
get worse. Its most recent setback, of course, has been in India, 
where flagship carrier Air-India (A-1), picked American rival Boeing 
over Airbus for a $6.9-billion (Rs 30,360-crore) deal to purchase 50 
new aircraft. Not surprisingly, Airbus is crying foul, saying that bid 
conditions were changed at the last minute to favour Boeing, and 
that its two latest planes—the A350 and the A380—were not 
even considered. The European aircraft maker has even demanded 
a vigilance enquiry into the decision. 

But could it be that the Boeing 787 Dreamliner is actually a bet- 
ter option for carriers? Going purely by the Chicago-based manu- 
facturer’s recent wins, the answer seems to be yes. Air Canada recently 
placed a $15-billion (Rs 66,000-crore) order for 96 Boeing planes, 
including 14 787s. So have Japan Airlines (30 787s), Korean Air (14), 
and six different Chinese airlines (for 60 787s). Indeed, of the 50 
planes (15 are optional) that A-1 plans to buy, 27 are 787s (of the 
other 23, 15 are 777-300Ек long-range aircraft and eight 777- 
2001R ultra long-haul jetliners). The 787's usp? It is 20 per cent more 
fuel efficient compared to the current generation jetliners like the 
Airbus A330 and costs one-third less in maintenance, because of its 
lightweight composite building materials and improved engines 
(besides, it offers wireless on-board systems). But Nigel Harwood, 
Airbus’ Vice President (Sales), Indian subcontinent and South Asia, 
says that the plane most suitable for India is the A380, *which is 31 
per cent more economical than the 787 and will be available for deli- 
very from 2006 onwards". 

There's still a ray of hope for Airbus. The deal, while 
cleared by the А-1 board, now needs the Government of 
India's approval. Let's see if it can come up with any last- 
minute surprise manoeuvres. 

SAHAD P.V. AND KUSHAN MITRA 
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А-1 Belated 
Take Off 





А-1 CMD V. Thulasidas: Buckle up 


Te LAST TIME AIR-INDIA (А-1) 
expanded its fleet was about 
15 years ago. The 38 aircraft in 
its fleet today have an average 
age of 13, with only 36 in active 
service. As a result, despite having 
15,500 (Fv2004) people on its pay- 
roll and rights to fly to over 100 
countries around the world, A-1 is a 
white elephant, with Rs 5,897 crore 
in revenues and Rs 900 crore in 
accumulated losses till last year 
(it did make Rs 92 crore in net 
profits, though, last year). In the 
recent years, it has lost market 
share on key sectors to foreign 
carriers such as Emirates and 
Singapore Airlines. The Boeing 
order for 50 aircraft, then, is like a 
lucky wind that could see the car- 
rier gain market share on the 
lucrative India-us and India-Europe 
routes. The only catch: Deliveries 
don't start until 2006 (the 787s 
come much later in 2008), by when 
even local rivals like Jet Airways 
and Air Sahara, which have been 
allowed to fly international desti- 
nations, would have muscled their 
way onto A-!'s turf. 


KUSHAN MITRA 


dd¥ 


Straining to see ? 


It's not your eyes that are to be blamed. It is what is in front 
of them - your lenses! Only the right lens ensures right 
vision. 


Carl Zeiss, the leader in optical technology, with a 
150 year old heritage, is now in India. Carl Zeiss' legendary 
German precision has made them the most sought after 
lens manufacturers in the world. In fact, the camera which 
captured Neil Armstrong's first steps on the moon, was 


It’s not your eyes. It's your lens. 


fitted with a Carl Zeiss 


Choose from a range of plastic, g 

polycarbonate, polarized, prog 

lenses, Each Carl Zeiss lens und jt 
before it reaches you. And Carl Zeiss is the only brand ii 
India that can guarantee 99,9% visibility - the clo 

can get to the normal eye. Just so that you can see the world 
without the frown 


When it's your eyes, ask for Carl Zeiss. 


Each Carl Zeiss lens is laser engraved with '7' - the Carl Zeiss mark of quality, assuring you that the lens prescribed is the ler 


you get 


Now available in India for the first time at ZEISS Exclusive Showrooms - 
(MUMBAI: Mahalakshmi - Bhulabhai Desai Road Ph: 39553675. Bandra - Turner Road Ph: 39545342. 
Santa Cruz - Juhu Tara Road, Near Hotel Sea Princess, Juhu. Ph: 39571782. 


GOA: Panjim - Mapusa Highway, Alto Porvorim Ph: 3090986.) 


ZEISS Clinics, ZEISS Relax Vision Centres and at all leading opticians in the country. 








Q&A 


“It Takes Time To 


|" 


Become Globa 


FTER 37 YEARS WITH THE HSBC GROUP, DAVID 

Eldon retires in May as the Chairman of the 
Hongkong and Shanghai Banking Corporation. An 
old Asia hand, Eldon spoke to BT’s R. Sridharan 
on banking in India and Asia. Excerpts: 


India would like Mumbai to be at least an Asian 
financial hub. How would you rate its chances? 

It’s a fairly complex answer. If you want to be a 
financial hub, you first have to decide who’s 
your customer and who’s your competition. 
The latter would be Hong Kong or Japan or 
Singapore. The financial hubs of the future 
would be Shanghai and Seoul. What do you 
need to be a financial hub? A legal structure 
that’s quick and transparent, international 
expertise and a market-friendly regulatory struc- 
ture, which allows banks to come in. 


So how would you rate Mumbai on these parameters? 
I would honestly have to put Mumbai closer to 
the bottom of the list of existing or upcoming 
financial hubs. But I am not saying it can’t be 
done. Only that it needs a lot of work. 


Do you see a global bank coming out of India in five 
or 10 years time? 

It takes a long time to be a global force. In fact, 
there are hardly any global banks... we clearly are 
one. Even if you look at some major European 
banks, they are not global. They may have offices 
internationally, but I don’t think they could say 
that they do business in all of them. If we use that 
as a clarification, there’s no reason why some of 
the major Indian banks cannot become interna- 
tional, without necessarily being global banks. 
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Advantage Bt cotton: Higher yield, lower costs 


VER SINCE BT COTTON SEEDS WERE FIRST INTRODUCED IN 

India in 1996 and approved for commercial pro- 
duction in 2002, there have been restless debates over it. 
The debates have ranged from the safety of using biotech- 
nology in agriculture to cotton productivity to MNC 
domination of seed supplies. But slowly, the popular 
opinion seems to be leaning towards Bt cotton. (It’s 
called Bt because the seed uses an insect-resistant gene 
from the bacterium Bacillus thuringiensis.) The support 
is coming from a state that has witnessed a large number 
of farmer suicides—Andhra Pradesh. “Farmers who 
have used Bt cotton are now reporting better yields,” says 
S. Jaipal Reddy, Chairman (Cotton Commodity), 
Confederation of Indian Farmers’ Associations. 

In Andhra, the total area under cotton crop, according 
to Reddy, is between 20 lakh acres and 25 lakh acres. Of 
this, 1.90 lakh acres was under Bt cotton in 2004. 
Compare this with 2002, when out of 18 to 20 lakh 
acres under cotton, only 6,800 acres was planted with Bt 
cotton. This year, Bt cotton may be grown in over 10 lakh 
acres, Reddy reckons. The Bt cotton advantages: higher 
yield and lower (pesticide) costs. At between eight quin- 
tals and 12 quintals per acre, Bt cotton, Reddy claims, 
yields 20 per cent more. Abuse of the crop could be dis- 
astrous for Indian farmers. Not interspersing Bt cotton crop 
with non-Bt cotton crop can lead to a new variety of pests 
that are resistant to all pesticides. 

E. KUMAR SHARMA 
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We know how complicated importing can be. DHL Import Express makes it simple with 
phone call, whether you are shipping between countries or importing from a choice of over 200 
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THE BT AQ) “оь 


Despite a jittery fortnight, there are signs of a consolidation. 


PINAKI PAUL 
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ITH DIVERSE CORPORATE RESULTS—SOME 

good, others disappointing—pouring 
in, the market remained extremly volatile this 
fortnight as well. But with the overall results 
generally on expected lines, the BT 50 
remained flat at 235.87 points. However, the 
credit policy (RB! increased the reverse repo 
rate by 25 basis points) impacted bank 
stocks, which fell by 2.78 per cent. Also 
with oPec's support, global oil prices have 
gone below $50 (Rs 2,200) per barrel. With 
no spike expected in the short term, the 
stock market can breathe easy. 

Our flagship free float methodology- 
based index—st 50—has completed two 
years now. The free float methodology has 
several advantages: first, it considers only 
the value of stocks freely available in the 
market (after excluding the part held by 
promoters and other strategic investors) 
and the weightage assigned to individual 
shares is more representative than the 
market capitalisation-based methodology; 
second, it takes care of the perpetual 
selection dilemma regarding closely-held 
companies. For instance, the inclusion of 
these companies may distort the index 
based on total market capitalisation metho- 
dology, but dropping them altogether may 
reduce its representative character. The 
free float methodology facilitates inclusion of 
large closely-held companies but assigns 
them a lesser weightage. After the success 
of our broad market free float index (that the 
Sensex subsequently decided to adopt this 
is testimony to the efficacy of the free float 
method), we decided to launch sector indices 
using the same method. While the general 
index captures the overall movements 
(covering several sectors), sector indices 
capture the movements in individual sectors. 
All these indices have a common base 
period (January 1, 2002). The weightages 
are reassigned every quarter after compa- 
nies declare their ownership details. The 
base value of all вт indices is 100. 

NARENDRA NATHAN 





Flying from 5 metros in India. 
Offering the best connections to Europe and USA. 


Experience homecoming at the speed of thought. 
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We are the No. 1 European пе in India with flights from «в 
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India and around the world, 


As one of the world's leading 
management consulting, technology 
services and outsourcing companies, 
Accenture is committed to delivering 
the innovation that helps our clients 
become high-performance businesses. 
With over 100,000 people and offices 
in 48 countries around the world, 
few organisations are able to match 
our industry knowledge and process 
expertise, our global resources or our 
proven track record—that's probably 
why we've worked with over two- 
thirds of the FORTUNE? Global 500. 


And with more than 15 years of 
experience in India, we now have over 
11,000 professionals based in Bangalore, 
Chennai, Hyderabad, Mumbai and New 
Delhi. Leveraging their skills from 
these locations, we deliver consulting, 
technology solutions and business 
process outsourcing services to 
clients across a diverse range of 
industries. Indeed, as well as working 
with many of India's most progressive 
organisations, we now provide 
services to over 100 global clients. 


Working in an innovative and 
collaborative team environment, our 
people focus on the delivery of 
transformational solutions—helping 
clients to sharpen their competitive 
edge and achieve high performance. To 
find out more, visit accenture.com/india 
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^ Don't get too confident. You never know 
where your next competitor is coming from. 


Go on. Be a Tiger. 


p. 


i The greatest threat.is often the one you least expect. 
+ By sharpening your competitive edge, Accenture сап 


> 
help your business become a high-performance accenture 


business. 
« Consulting • Technology • Outsourcing High performance. Delivered. 
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Pooja Who? 


A Secunderabad-based company, Pooja Marketing, has obtained an interim injunction 
against sale of shares of Shaw Wallace. Should UB worry? BY E. KUMAR SHARMA 


E HYDERABAD'S LIQUOR CIRCLES, HE'S 
referred to as the Big B. But to look at 
Harmahender Singh Bagga, 51, you'd 
never think so. Soft-spoken and god- 
fearing, Bagga owns Pooja Marketing, 
one of Hyderabad's oldest liquor distri- 
bution companies. (That apart, he and 
his family own two distilleries and a 
few other companies, with a combined 
turnover of Rs 200 crore). And he would 
have continued to be a Hyderabad 
phenomenon had he not decided to 
drag Shaw Wallace to court over Rs 10 
crore of security deposit that it allegedly 
owes him, and thus becoming a potential 
hurdle in UB’s acquisition of a majority 
stake in Shaw Wallace. 

Should ub's Vijay Mallya worry? 
Not really. With Bagga, it seems more to be an emo- 
tional issue. Bagga's family started out as a distributor 
for Ub in 1981, but in the mid-90s switched to Shaw 
Wallace (he keeps a garlanded photo of Manu 
Chhabria in his office). Following UB's acquisition of 
Shaw Wallace, a miffed Bagga signed a deal with the 
House of Khodays (Peter Scot whiskey and Hercules 
rum are two of their brands). His point: *I always 
believe in dealing with one entity. For me, there can 


A. PRABHAKAR RAO 
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Pooja Marketing's Bagga (L): Just a minor irritant for UB's Mallya 


only be one family, one wife and one partner." 

Shaw Wallace, on its part, isn’t losing sleep over the 
interim injunction that Bagga has got from a local 
court against sale of the company's assets or transfer 
of its shares. *I don't think it is a major issue," says 
Niranjan Thakur, Executive Director, Shaw Wallace. 
"Between the two giants, he is probably feeling left 
out." What is it that they say? Hell hath no fury like 
a distributor wronged? 


IT Dividend Sweepstakes 


How much did our software czars take home in dividend income last year? Quite a bit. 








Shiv Nadar, H 
t Azim Premji 


Rs304.18 Crore | Rs 292.36 Crore 


Dividend incomes include those of the promoter’s family 
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The Enemy Within 


There is business case to tighten the noose on infidel employees. 


Doe INDIA INC IS 
having to deal with employee 
infidelity. Over a dozen emp- 
loyees of software company 
Mphasis's call-centre operation, 
Msource, were arrested last 
month on charges of defrauding 
Mphasis customers by a couple 
of million dollars (Rs 8.8 crore). 
Last week, Samsung Electronics 
India filed a First Information 
Report (FIR) against its former 
top executive, Vivek Prakash. 
The charge: financial fraud of 
Rs 50-100 crore. Prakash, 
though, says he is not aware of 
this. In another, though not 
exactly similar case, Kotak 
Securities, which manages a corpus 
of over Rs 1,800 crore, last week 
showed the door to Amitabh 
Chakraborty, Head of its Research 
Division, for allegedly violating 
internal codes of conduct. 
What's going on? Are more 
employees turning cheats? Or are 
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Samsung India’s Prakash: Under a cloud 


more such cases coming to light 
now? “Today, companies have to 
show their clients, employees and 
suppliers—and very demonstrably 
too—that they have zero-tolerance 
for these matters,” says corporate 
lawyer Diljeet Titus. 

Firms are now increasingly 


Mickey Loves India 


ISNEYWORLD IN INDIA? 

The Walt Disney Com- 
pany denies any such 
plans, but the country is 
definitely beeping furiously 
on the company's radar. 
Both outgoing ceo Michael 
Eisner, and President, coo 
and ceo-elect Robert Iger 


were in India last week. Disney's Iger (L) and Eisner: India on their minds 


They were familiarising 


themselves with a country where they launched two 
television channels, Toon Disney and Disney Channel, 
last December. Commenting on Disney's Indian ope- 
rations, Iger said: "We are tremendously pleased 
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with the early success of Disney Channel and Toon 
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going in for criminal action 
against erring employees 
because civil suits can drag on 
forever. *Companies feel that 
custodial detention for even 
one day is a big enough deter- 
rent,” says K.T.S. Tulsi, another 
cororate lawyer. 

The stakes are high for 
companies and go much beyond 
the siphoned-off money and 
stolen proprietary information. 
“The onus of maintaining the 
sanctity of the client lies with 
the employer. And companies 
have to pass on this spirit of obli- 
gation to their employees,” adds 
Titus. This is all the more impor- 
tant today, when clients, emplo- 
yees, suppliers and consumers 
could be sitting in four different 
continents. Any breach of trust 
must be dealt with an iron hand, 
otherwise the entire edifice of glo- 
balisation will crumble. 

SHAILESH DOBHAL 


Disney, which are critical 
to driving growth in India.” 

The power duo met 
President Abdul Kalam and 
Prime Minister Manmohan 
Singh. They also met other 
politicians and some top 
local businessmen. There 
is speculation that Disney 
may bring its publishing 
business to this country next. 


Its India office, meanwhile, dismisses media reports on 
plans to set up a Disneyworld in the country anytime 
soon. "First, we just want to consolidate the two chan- 
nels before getting into anything else,” is the official line. 


PRIYANKA SANGANI 
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Township Boom 


FDI is gushing into integrated real-estate projects. 


Bustling Gurgaon: A real estate showcase—possibly not for too long 


pose PROPERTY DEVELOPERS ARE BETTING BIG ON INDIA. "THE 
integrated township format will be the key driver of future 
housing supplies. The Indian Government has clearly spelt out poli- 
cies to provide an impetus to (foreign) private investments in the 
real-estate sector," says Pol Henry Cox, Country Head, Jones Lang 
LaSalle, a foreign property consultant. According to estimates, India 
will need an investment of $25 billion (Rs 1,10,000 crore) in urban 
housing over the next five years. 

The taps are already gushing. The Canada-based Royal Indian 
Raj International is setting up the largest such project in the 
country. Its $3-billion (Rs 13,200-crore) integrated township, the 
Royal Garden City, in Bangalore, will have 35,000 residential units. 
MetroCorp, a consortium of bankers from the us and Europe, is 
investing $2 billion (Rs 8,800 crore) in Bangalore and Chennai in 
association with Singapore-based Jurong Consultants. Keppel 
Land has also announced plans for investments in Bangalore. 

Mumbai and the National Capital Region are also attracting big 
bucks. The release of thousands of acres locked up in Mumbai's 
textile mills has opened the floodgates and investors are rushing 
in to cash in on this opportunity. And Delhi and its satellites have 
long been a happy hunting ground for real-estate developers. 
Mahesh Laxman, Associate Director, Chesterton Meghraj, another 
large multinational real-estate consultancy firm, says Bangalore 
provides returns of over 11 per cent, the highest in the country. 
Hence, its attraction as a real estate investment destination. 

But problems remain. *Getting clear (unlitigated) land titles is 
a huge challenge when you want to build these large townships," 
complains Manjit Singh, India Country Head of м (India) 
Infrastructure Ltd. One way out of this problem is to “work in part- 
nership with government agencies", he adds. 

If this flood continues, the government will be that much 
closer to achieving its goal of providing a roof over the head of 
every Indian by 2050. Or so we hope. 

RAHUL SACHITANAND 
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Phensedyl: For 
A New High 


ВЕ IT OR NOT, BANGLADESHIS, 
or at least a large number of 
them, are addicted to Phensedyl, an 
expectorant manufactured by 
Nicholas Piramal. The drug, a cheap 
alternative to more expensive nar- 
cotics, is banned in Bangladesh. 
Indian forces accuse the Bangladeshi 
Rifles of actively smuggling this drug 
across the porous Indo-Bangladeshi 
border. According to an International 
Narcotics Control Strategy Report 
released in March 2004, 28,289 
litres of Phensedyl was seized in 
Bangladesh between January and 
October in 2003. “Bangladesh is a 
poor country with low literacy, ram- 
pant corruption and a huge class 
divide,” says Ramesh Singh, DIG, 
BSF, “and addiction to any drug in 
this situation is easy.” There is 

big money at stake. A bot- 
tle of the cough syrup, 
which costs Rs 46 in India, 
sells for Rs 80 across the 
border. And its contents 
are often mixed with 
codeine and alcohol 
to increase volu- 
mes—and profits. 
Laments Swati 
Piramal, Director 
(Strategic Alliances 
& Communications), 
Nicholas Piramal: 
“We have no control 
over small traders 
who smuggle drugs 
across the border.” 
Is that why we often 
hear of skirmishes 
on the border? 


SUPRIYA SHRINATE 










Is Retail The New IT? | 


No, in terms of growth, but certainly in terms of valuations. 


AL-MART CEO LEE SCOTT MUST BE CURSING THE 

fact that Bentonville isn’t in India. Just look at 
the valuations Indian retailers are getting. Pantaloon 
Retail, the biggest private sector retailer in the coun- 
try, commands a stock price 62 times its earnings per 
share; Trent, part of the Tata Group and Westside 
owner, manages a PE of 45, and even Shoppers’ 
Stop, a lifestyle store chain, sold out its IPO within a 
few hours of its opening, never mind that the price 
band of Rs 210 to Rs 250 meant a PE multiple bet- 
ween 39 and 46. In contrast, Wal-Mart gets a PE of 20, 
and Target, another American retailer, 23. Given 
that net profit margins in organised retail are a 
modest 4 to 5 per cent, why are valuations so high? 
Because organised retail is a new industry in India, FIS 
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seem to have taken its growth potential at face value. 
Also, the Indian retailers haven’t had to make any 
inventory write-offs like it happens elsewhere in the 
world. When that happens, retail stocks will look 
more and more like It’s. In terms of volatility, that is. 

NARENDRA NATHAN 
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Understanding The Indian Tech Entrepreneur. 


What drives the Indian tech WHO IS HE? 
entrepreneur in India and Demographics Age in years 
The f ent in both the US and India was between 35 and 40 
the US? Su bodh Bhat and M years with 47% of Us and 38% of Indian respondents being it the 30-39 yoar range. 
Richard McCline, two majority in both US INDIA ча. SE TERT 4) 
professors at the San nep. канали 3) 
Francisco State University, » Mocan NUN 37 
decided to find out. These 23 38 a 
are findings from their a 2^ Mode Б 35 |. 
cross-cultural study. MUS India 26-29 830-39 ш 40-19 W Over 50 MUS Windia 
Figures are percentage of respondents 

Years in operation No. of employees in size 

In both the US and in India, most Indian-owned technology enterprises SECRETS OF SUCCESS 

technology businesses were between | in the US and in India had a median EE 

three and six years old. of 15 employees. What's important? М 





US INDIA 
u 3 


1-2 шз4 m 5-6 
7-14 More than 15 years 


WHAT MOTIVATES HIM? 


The desire to create something new and to achieve personal objectives 
as well as the need for action and excitement were the most important 
factors in motivating entrepreneurs in both nations to start a business. 


Desire to create something new 
Achieve some personal objectives 
Desire to accomplish, not just plan 

Be excited about coming to work 
Desire for autonomy 

Do business consistent with values 
Make more money 

Ease of starting a business 

Previous job very bureaucratic 

Use technical skills not otherwise used 
Limited opportunity to advance at job(s) 
Non-Indian role models or mentors 
Indian role models or mentors 

Low risk-easy to get a job 

Low risk-family does not need income 
Discrimination at previous job(s) 


$= Most important 1= Least important 
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US 
#0 


30-99 


N.R.: Not Relevant 


The respondents listed the three most important factors that 
helped them succeed in business. 


FACTORS US — INDIA 
Personal qualities 











INDIA 










Perseverance/ hard work 18 
Focus/ drive 9 
Technical knowledge/ prior experience 4 
Faith/ belief 2 
~ RAS Р Strategic/ analytical thinking 2 
Others 10 
SUB TOTAL 45 
Supportive factors 
Networks/ working relationships 9 
Family and friends 6 
SUB TOTAL 15 
s MEAN - Business factors 
4 53 467 Access to finance/ right people 12 
Team/ organisation factors 
449. 455 Great team/ team work 7 
4.32 455 Firm's values/ integrity 4 
4.30 445 SUB TOTAL 1 
416 3.97 Luck/ timing/ market conditions 5 
3.81 419 Others 12 
TOTAL 100 
3.77 3.52 Figures indicate percentage of cites 
3.34 1,94 2 
Helping hands 
3.18 2.91 The entrepreneur in India rated customers or vendors as very 
2.92 3.03 important in their success. The one in the US said employees. 
2.87 2,59 US INDIA 
2.67 245 
2.54 253 
239 "22 
2.34 248 
2.05 N.R. Polaris Software's 





W Friends 8 Customers/ vendors W Family W Employees 
E Former co-workers W Mentors/ advisors 8 Investors Wf Others 


Arun Jain: A | 






| 


/ 
Nil 


WHO HELPS? 

Resources used Business management 

Friends emerged as the most responsible for The importance of different categories of people in 
providing resources or help start a business. managing or running the business. 


INDIA 





WFriends Mi Family 38 Former co-workers 
18 Мепіогѕ/ advisors W Investors = Clients/ vendors 5= Most important 1= Least important 


Drivers of success 
Work experience, command of English and technical knowledge were major 
factors behind success. 


US — INDIA 
да зы 

Work experience 4.59 
Command of English 4.43 
Technical knowledge 4.24 
Education in the US 3.97 
Access to finance 3.87 
Having friends with ties to people who helped 3.17 
Education in India 2.98 
Success stories of Indian entrepreneurs 2.54 

Hiring technical people from India 2.39 

^—]l| Assistance from various govt. agencies 1.73 
0) Access to Indian markets 1.72 


[|| 5= Very important role 1— Least important role 
dT. 
||| Factors used to judge success 
||. The three most important factors for respondents judging their business's 
j SUCCESS: 
||| Business related US МА 

Size/Revenue/Share/Number of customers 13 

Customer usefulness/impact/value creation 10 

Growth 7 

Profits 7 

Business reputation 2 
Ш Others 7 

48 56 


| 


SUB TOTAL 


Personal monetary rewards 
Made money/exit through sale, IPO 
Created value for stakeholders 
SUB TOTAL 


Personal non-monetary rewards 
Achievement of goals, personal satisfaction/ growth 
Organisation building 

Others 


TOTAL 
Figures indicate percentage of cites 


= 
— 


Saas j0 
наас. 





“Similarities 
Outweigh The 
Differences” 





Prof. Subodh Bhat fields questions 
on the study. Excerpts: 


This is the first systematic study of 
Indian entrepreneurial activity in the 
hi-tech industry in India and the US. 
What would you say is the most 
significant finding? 

One is that the entrepreneurs in 
both India and the us exhibited 
similar demographics, motivations 
for starting a business, support sys- 
tems and success attributions. The 
extent of this similarity is very unu- 
sual in cross-cultural data I have 
seen and this emphasises the robust- 
ness of our findings. 


Are risks and rewards for the Indian 
tech entrepreneur in India and the US 
very different? 

The level of risk was similar in both 
India and the us. But one major 
difference is that vcs and angel 
investors bore much of the financial 
risk in the us. Because financial 
investors are not common in India, 
entrepreneurs tend to initially use 
more prudent strategies such as 
starting small. 


So is the tech entrepreneur basically the 
same in India and the US? 

The similarities far outweigh the 
differences. We had expected consi- 
derable differences in such a cross- 
cultural sample but found little. 
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Do We Need ATV Cop? - 





Qi THE FACE OF IT, 
there's nothing alar- 
ming about Information & 
Broadcasting (I&b) Minister 
S. Jaipal Reddy's proposal 
to set up an autonomous 
The Broadcast Content Reg- 
ulatory Authority. It will 
probably be a part of The 
Broadcast Authority Bill, 
which he had authored in 
his earlier stint as 1&B Min- 
ister in 1997, and which he 
proposes to reintroduce in 
the coming Monsoon 
Session of Parliament. 

Broadcasting regulators 
the world over, including United 
Kingdom's Media-and-Telecom 
Regulator in the Office of Com- 
munications, have elaborate con- 
tent regulation setups in place. In 
India, the industry prefers self- 
regulation. But as recent history— 
the running feud between then 1&B 
Minister Sushma Swaraj and 
Fashion Tv, the public outrage over 
the Kaanta Laga video album, and 
several other instances—shows, 
there is a need for transparent and 
clearly laid out regulations to govern 
television content. 

Currently, the sector is governed 
by The Prasar Bharti Act, the Cable 
TV Network Regulation Act and 


KALYAN CHAKRAVORTY 


=. г + 
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I&B Minister Reddy: Censorship? Naah, just regulation 


the Telecom Regulatory Authority 
of India. But surprisingly, none of 
these covers direct-to-home televi- 
sion, which has been beaming into 
the country for more than a year! 
"There is no proposal to intro- 
duce censorship for television. 
However, a proposal for setting 
up an authority to regulate con- 
tent is under consideration," Reddy 
told Parliament during the Budget 
session. A lot will depend on the 
constitution of the content 
authority. Since the draft Broadcast 
Bill of 1997 envisages filling up 
the authority with serving bur- 
eaucrats and other government 
nominees, there are very real fears 


FOOTLOOSED 


It's not a bad idea, but it should operate in a transparent manner. 


of the political class and 
the babus exercising mind- 
less control over what 85 
million television house- 
holds in India see. 

There could be a les- 
son for us in the Pakistan 
Electronic Media Regu- 
latory Authority (PEMRA), 
which has a robust citi- 
zen/viewer feedback mech- 
anism that regulators 
depend on to bring erring 
broadcasters to book. 

Though the details of 
the proposed The Broadcast 
Content Regulatory 
Authority are awaited, it will be 
interesting to see if it focusses merely 
on “negative content regulation” — 
that is, what broadcasters should 
not show—or also includes a full- 
fledged charter on promoting vari- 
ety in broadcasting and measures 
to strengthen the abysmal level of 
public service broadcasting in India. 

There is a thin line between 
regulation, control and censor- 
ship, and everything depends on 
who wields this power and how. 
It’s a grey area; so there’s a need 
to have watertight safeguards to 
guarantee against misuse. Over 
to you, Mr Reddy. 

SHAILESH DOBHAL 


The Shoe Computer 


W HAT TOOK FOUR YEARS TO DEVELOP, WAS LAUNCHED WITH A SPIKE JONZE 
advert and can make 50,000 calculations per second? Answer: The 
‘Adidas 1’, the world's first intelligent shoe. Its embedded microprocessor 
senses the weight you put on the sole and adjusts the cushioning 
accordingly. Buyers of this limited edition shoe will get a co-RoM and full 
service support. Its price: Rs 12,499. Hmm! 


KUSHAN MITRA 


OR SHOULD I TAKE 
A BETTER JOB WITH 
LONGER HOURS AND 
A HIDEOUS COMMUTE? 


THE SECOND CHOICE 
WILL SQUEEZE THE 
LIFE OUT OF YOU 
LIKE A VISE ON A 


BECAUSE FRANKLY – 
AND ILL TRY TO SAY 
THIS DELICATELY ~ 
А LITTLE BIT OF YOU 
GOES A LONG WAY. 





SHOULD I KEEP MY 
COMFORTABLE JOB 


THAT HAS NO 
GROWTH POTENTIAL? 


THE FIRST CHOICE IS 
A SURE PATH TO 
SELF-LOATHING 

AND UNHAPPINESS. 





YOU CAN'T WIN. 
$0 I RECOMMEND 
THE CHOICE THAT 
KEEPS YOU AWAY 
FROM HOME MORE. 


THAT’S THE PROBLEM 
WITH GOOD ADVICE : 
NO ONE WANTS TO 
HEAR IT. 
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TAFE's Srinivasan: Spreading wings 


HE PECKING ORDER OF THE INDIAN 

tractor industry just underwent 
a change. Tractors and Farm 
Equipment (TAFE), which recently 
took over the Eicher Group's 
Rs 500-crore tractors business, 
is now in second position with a 
14 per cent market share 
Mahindra & Mahindra remains 
the top player in the 2.36 lakh 
units per annum domestic market 
with a 25-30 per cent slice of the 
overall pie. Punjab Tractors, the 
previous numero dos, now falls 
back by one position to # 3. 

According to ТАҒЕ Director 
Mallika Srinivasan, the deal will 
give her company a larger foot- 
print in the lucrative North Indian 
market. TAFE, which has a strong 
presence in the high end of the 
market (30 HP and above), can 
now leverage Eicher's 50 per cent 
share of the low end (20 HP) to 
offer tractors at more points of the 
price spectrum. The company is 
also eyeing the export market. It 
has introduced a 75 HP tractor tar- 
geted at large farms in countries 
like the United States. 


RAHUL SACHITANAND 
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The number you call to buy the best servers available on the planet. 


The number of IBM servers that have entered our customers’ offices. 


The record number of patents awarded to IBM in the last 10 years. 


The number of Business Partners servicing every IBM server sold. 


The number of IBM Server Sales Specialists on call 24x7. 


The number that makes IBM India’s largest server vendor. * 


IBM is a registered trademark of International Business Machines Corporation in the US and/or other countries. Other company, produ} 








‘We thank you for making us India's No. 1* server vendor for the year 2004. A market verdict that cuts 


across categories, from Intel to UNIX, from blades to Linux servers. 


"T P 


Being No. 1* means producing superior products that go on working, sometimes in very harsh conditions, so that 
your business is up and running all the time. It means providing the very best service, sometimes in very remote 
areas, so that location is never an IT issue. It means continuously innovating, with local needs in mind, so that you — 
never feel theres something missing in your output. It means thanking our business partners and sales and support 


force, for their untiring effort, so that you always get what your business needs. 


But most of all, being No. 1* means greater responsibility and a firmer commitment to giving our customers the best 





f products, the best service - so that we remain leaders for many, many more years to come. 


demarks or service marks of others. © 2005 IBM Corporation. All rights reser 
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“I've Made A 
Huge Difference" 


HE PROBLEM WITH DRUGS MEANT 

for fungal infections until recently 
was that they would destroy healthy 
cells along with the bad ones. And it 
took Dr Subramaniyan Narayana- 
swami to change that. A medicinal 
chemist of Indian origin and until 
recently Associate Director at Pfizer 
Central Research, Dr Swami led the 
discovery of Vfend, Pfizer's pre-eminent 
drug for fungal infection. In India 
recently to launch the drug, which 
was introduced in the us in 2002, he 
spoke to BT’s Roshni Jayakar on the 
discovery process. Excerpts: 





IWYASOD HSINN 


“Vfend is a significant 


therapeutic advance How did Vfend come about? 
in the treatment of The discovery process for Vfend was 
fungal infections” sparked by the clinical findings from 


an already known drug developed 
inside Pfizer—fluconazole or anti- 
fungal Diflucan. But that blockbluster drug was not an effective 
treatment for life threatening but common fungus infection, 
aspergillosis. For aspergillosis, it was difficult to construct a compound 
that would destroy the fungus without harming healthy human 
cells. We synthesised the molecule designated Uk-109, 496. After syn- 
thesising and testing nearly 1,000 different compounds, it was clear 
that Voriconazole (Vfend) was the pre-eminent anti-fungal agent with 
an ability to fight life-threatening conditions like aspergillosis and 
destroy the fungus without harming healthy human cells. 


Will Vfend be a blockbuster drug? 

It is not a blockbuster earner (will add $200-300 million, Rs 880- 
1,320-crore, to the bottom line globally), but it is a significant ther- 
apeutic advance in the treatment of patients with fungal infections. 


How does it feel having invented a drug like Vfend? 

As a chemist you are trying to find a solution that does not exist. 
There was a need in the market to develop a drug that would fill 
a vacuum in the area of fungal infections post organ transplan- 
tations. Several chemists have worked on drugs that have never got 
to the market. If you look at statistics only one in 10,000 com- 
pounds makes it to the market. I know that with Vfend, I have 
made a huge difference to the world. 
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CVC's Relan: Great timing 


MOOLAHP> 


CVC's 
Gravy Train 


TOCK MARKET INVESTORS MAY 
be a jittery lot these days, 
but private equity players aren't 
about to take their bets off India. 
On the contrary, there's a surge 
in growth capital coming into the 
country. The most recent inflow is 
from cvc International, Citigroup's 
venture capital arm, which has 
raised a $1.7-billion (Rs 7,480- 
crore) global fund. Of that, as 
much as 40 per cent ($680 mil- 
lion, or Rs 2,992 crore) could 
come India's way, although $500 
million (Rs 2,200 crore) may be a 
more realistic number, says cvc's 
India head, Ajay Relan. What are 
the sectors that cvc would be 
looking at? "Well, we are more of 
a deal-to-deal firm, but we would 
be looking at high-growth sec- 
tors and companies that have a 
clear global strategy," says Relan. 
Jubilant Organosys and Wock- 
hardt are some of the companies 
in which cvc has invested in the 
recent past. With the stock mar- 
ket falling, cvc may be able to 
buy equity at prices more attrac- 
tive to itself. 
R. SRIDHARAN 
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WHAT’S ALARMING ABOUT TCS’ 
JANUARY-MARCH RESULTS 






























Reports sales growth (according to 
US GAAP) of 0.2 per cent; Wipro does 9.8 
per cent; TCS also sees PAT 
(as compared to the previous 
quarter) fall by 34 per cent 


An accounting policy change sees 
inclusion of an EVA-based 
employee pay off in the last 
quarter; this results in a drag 

of Rs 102 crore on the bottom line 


The forex related loss this 
quarter (on operations) is about 
Rs 50 crore; the market was 
expecting a no loss, no 

gain situation 


Business from GE (a big client) 
dropped by about $8 million (Rs 35.2 
crore) in the quarter (as compared to 
the previous quarter) 


EBITDA (Earnings before interest, 
taxes, depreciation, and 
amortisation) margin is down 

by 250 basis points QoQ to 

26 per cent 


Tata Consultancy Services posts a 34 per cent decline in 
net profit in the last quarter. CEO S. Ramadorai says all 
is well. Analysts say the company is in for a rough ride. 


The real story. BY PRIYA SRINIVASAN 


N THE CORPORATE OFFICES 
of Tata Consultancy Services 
(ICS)—there are several of 
those in Mumbai (this 
reporter visited two for the 
story)—the reception sports a 
large plasma screen with the com- 
pany's financial results for the 
year 2004-05 playing out in auto 
mode. The last slide of the 
PowerPoint presentation features 
the company logo and tagline, 
*rcs. Beyond The Obvious’. 
The obvious, in this case, 
would have to include the fact 
that the company's revenues for 


Sequential quarter topline growth for 2004-05 


Sequential quarter Q3 topline growth 
Full year topline growth 


Operating margin for Q4 2004-05 
Net margin for Q4 2004-05 


Operating margin for 2004-05 
Net margin for 2004-05 


Revenue per employee in 2004-05 
Number of employees 
Proportion of revenue from North America 


Onsite proportion of revenues 
Offshore proportion of revenues 
Source: Equitymaster Research and company reports 


the most recent quarter (January- 
March 2005) remained almost 
the same as compared to the pre- 
vious quarter, and its net profit for 
the quarter declined by 34 per 
cent. This in a quarter when com- 
petitors Wipro and Infosys grew 
their revenues by 9.8 per cent (up 
from 5.6 per cent) and 7.6 per 
cent (down from 11.6 per cent) 
respectively. 

TCS' numbers stunned the 
stock market and caused its stock 
to go into a state of free fall (it fell 
some Rs 100 on April 19, the day 
the results were declared and 








TCS Story 


another Rs 73 the next day). 
Then, these are just the sort of 
*obvious' observations that annoy 
S. Ramadorai, the normally reti- 
cent CEO of the country's largest r1 
services company who is visibly 
peeved. “We also posted a 36 per 
cent topline growth year-on-year,” 
he says. “By what stretch of ima- 
gination do you call this a bad 
result?”. “We've been taken to 
task for a good performance,” 
he continues. “We have taken 
the company from $1 billion 
(Rs 4,400 crore) in revenue to 
$2 billion (Rs 8,800 crore) in just 


INDIA'S 
TOP THREE, 
TCS, WIPRO 


All figures according to US GAAP 


All figures in per cent except Revenue/employee and Number of employees 
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AND INFOSYS 
IN NUMBERS 
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two years, are the first Indian IT 
company to achieve this, and you 
(the media) choose to splash the 
worst." The man's anger has obvi- 
ously made him a bit more voluble. 
"Besides, we have always maintai- 
ned that we cannot be doing quar- 
ter-on-quarter predictions." 

That might just be the crux of 
the issue. The investor community 


THE 


UNCERTAINTY 
PRINCIPLE 


TCS: REVENUE BY SERVICE OFFERING = 


tracks the IT services sector on a 
quarterly basis (as would be the 
case for any sector that averages a 
6-8 per cent growth in revenues 
every quarter). That translates into 
an annual growth of 30 per cent, 
and investors like companies that 
display a certain degree of pre- 
dictability in their revenues. The 
fact that TCS has not grown at all in 


The fact that more than 50 per cent of 
TCS’ revenues come from fixed price, 
milestone-related contracts leads to 

more uncertainty. 
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the last quarter (it grew in the pre- 
ceding seven ones) has clearly 
shaken investors. 

“I personally think they may be 
facing a few challenges with their 
sales and marketing engine and, 
given that this is an elephantine 
company, they need massive wins to 
swing the momentum on the 
topline,” says Rashesh Shah, CEO 

and MD of Edelweiss Capital, a 

Mumbai-based brokerage and 

investment banking firm. *This 

happens with every large com- 
pany once in a while. You need 
strong forecasting models." 
Ramadorai disagrees with 

that view. *There is no slow- 
down in marketing," he stresses. 
“rcs has the best geographical 
presence and reach, and sus- 
tainability of contracts on a long 
term basis is what we believe 
in." He again reiterates his point 
that companies need to be 
looked at “on an annual basis”. 
S. Mahalingam, the company's 
CFO, strikes a more conciliatory 
note by admitting that the com- 
pany's numbers for the last quar- 
ter are below par (instead of 
blaming the media or instructing 
analysts on how companies 
should be studied). *Some 
growth that we expected to rea- 
lise in this quarter did not hap- 
pen,” he says. However, he does 
not think this is an indication 
of what the coming quarters 
could look like for Tcs. Not 
everyone believes that. 


The Fixed Price, 

Fixed Time Conundrum 

One reason for the lack of pre- 
dictability in TCs’ revenues is 
because a bulk of these (52 per 
cent) come from *fixed price 
fixed time' contracts as opposed 
to ‘time and material’ ones. In 
the former (the one TCs specia- 
lises in) payments are milestone- 
led; in the latter, the client is 
billed on an ongoing basis. The 
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latter offers high predictability (the 
service provider is always in a po- 
sition to gauge how many emp- 
loyees are going to get billed every 
quarter on the job). It also leaves less 
room for cost management and 
provides lesser scope to take on 
complex engagements, say TCS execs 
like S. Padmanabhan, Executive 
Vice President, Global HRD. “Unlike 
time and material engagements 
where the customers ask for CVs 
(of professionals for the project) 
and then are in a position to pick 
the most expensive talent, in the 
fixed-price model we can structure 
our people costs with a couple of 
key people and others who can be 
guided by them, and thereby have 
the flexibility to structure the project 
the way we think is best.” The mes- 
sage between the lines: it is less pre- 
dictable, but more cost-effective. 





50 BUSINESS TODAY MAY 22 2005 


That cost-effectiveness isn’t really 
evident in the company’s financial 
statements: its operating profit 
margin of 27.6 per cent is below 
Infosys’ 28.6 per cent but above 
Wipro’s 22.1 per cent (and Wipro’s 
numbers include those for its hard- 
ware and consumer care businesses). 
However, this could also be because 
of the higher onsite component of 
its revenues (61.3 per cent) as com- 
pared to Wipro (56 per cent) and 
Infosys (48.1 per cent). Logically, 
this fits in perfectly with Padma- 
nabhan’s explanation that the com- 
pany is taking on complex engage- 
ments (these would necessarily 
require a high onsite presence). 
“The projects we undertake often 
have a degree of complexity that 
calls for more of an onsite pre- 
sence,” says Ramadorai, adding that 
he wants to move another 5 per 


cent of business offshore. 

Analysts like Motilal Oswal’s 
Ganesh Duvvuri do see the logic in 
Ramadorai’s argument: “TCs’ 
model is unpredictable. In the third 
quarter they had achieved certain 
milestones and the topline bore 
this out with a 6 per cent growth in 
rupee terms. This is due to the 
high fixed-price business compo- 
nent but the company is playing by 
this model and believes that this is 
where the industry in general is 
headed.” Only, investors would 
like more predictability. “When 
they know that there are no delive- 
rables in a particular quarter that 
would hit sales, then they should 
forecast in a manner where the 
impact of that can be offset by 
some major wins for that quar- 
ter,” says one analyst. “What sort 
of governance practice is that?” 
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S. MAHALINGAM/ CFO/ TCS 


"SOME GROWTH THAT WE EXPECTED TO 
REALISE IN THE QUARTER DID NOT HAPPEN" 


retorts a shocked Ramadorai. 


Understanding The Business Model 
Fact is, TCS’ business model isn't 
very easy to understand. While the 
company’s emphasis on fixed-time, 
fixed-price contracts might help it 
bag complex contracts, these would 
call for a greater onsite presence, 
thereby eating into profits. And 
when such business is transferred 
offshore, it reduces the billing rate. 
A case in point is the most recent 
quarter when TCS moved GE projects 
worth $8 million (Rs 35.2 crore) 
offshore, a move that hit its topline. 
Also hurting profits in the quarter 
was a charge of Rs 102 crore 
towards the payout on an Economic 
Value Added (EvA)-based employee 
incentive scheme (this comes from 
a change in the accounting prac- 
tice and is a one-off charge; under 
the old accounting policy the com- 
pany would have taken care of this 
payout in the next fiscal). Then 
there is a Rs 50 crore net loss (on 
operations) due to the depreciation 
of the dollar. 

“We have had a 2 per cent imp- 
rovement in operating margins this 
year despite the Rs 102 crore pay- 
out so there is definitely a growth 
momentum,” says Mahalingam. 
“Investors would look at the returns 


30 How TCS’ Numbers Have Moved 
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1,866.04 
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Revenue and net profit values in Rs crore, growth values in per cent 


we have given," adds Ramadorai, 
rattling off the specifics: 300 per 
cent dividend in the first quarter 
(after listing), 500 per cent in the 
third, and an issue price of just 
Rs 850 (the stock currently trades 
at Rs 1,113.70). 


The Price Of Going Public 

One complaint against TCS has been 

the lack of clarity in the company's 

communication to the investor and 

media community, right from the 

confusion around the exact date 
for the announcement of its first 
ever quarterly results following its 
IPO to the fact that the company 
has not provided accounts under 
the Indian СААР (generally accepted 
accounting practices) norms for the 
years preceding its IPO (it has done 
so under Us GAAP). *That should be 
sorted out in the next few quarters 
when there will be one full year of 
Indian GAAP accounts for compari- 
son," says Mahalingam. “It was a 
complex transition (from being a 
division of Tata Sons to becoming a 
standalone company), we have mar- 
keting arms throughout the world, 
many of whom were owned by dif- 
ferent entities and this created a 
complexity in consolidation under 
Indian GAAP since you cannot show 
the consolidation of what did not 
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exist (as a separate entity) whereas in 
US GAAP you can,” he adds. 

The issues don’t end there as 
one analyst points out: the com- 
munication during the results con- 
ference call last week was “managed 
quite badly” with too many clarifi- 
cations for comfort. 

It's a plethora of issues that need 
to be addressed and fast if a falling 
stock price is to be rescued. 

“It’s not going to be an easy 
year for the sector as a whole and 
major client wins are going to be 
tough,” says Edelweiss’ Shah. “rcs 
has challenges over the next couple 
of quarters and the price is likely to 
fall but I see the company coming 
back; it’s too strong to go any other 
way.” Ramadorai may not have 
liked the beginning of this story 
but he could well love the ending. 
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simply changing the software. So as the world asks for more, the chips can do more 
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THE FUTURE OF 
INDIAN IT SERVICES 
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Infosys’ Nilekani: Targeting new market segments 


VHH3N NVAIA 





INFOSYS 


Playing On Expectations 


OT TOO LONG AGO, THE MEDIA-SAWY AND MARKET-FRIENDLY FOLKS AT 

Infosys—its stock, some believe, is a bellwether of the for- 
tunes of the entire industry—came up with an interesting abbre- 
viation that described the robustness of the company's business 
model. PSPD, they called it, Predictability, Sustainability, 
Profitability and Derisking. While this has been articulated (ad nau- 
seum, some would say) what hasn't been is the company's tra- 





Actually, there is no one answer. dition of giving a conservative guidance and then bettering it. Thus, 

, : when the company indicated, while declaring its results for the last 

A company 5 future, it emerges, quarter and the entire financial year on April 14 that it would grow 
is only as good as its business by between 24 per cent and 26 per cent in 2006, investors reac- — 

d | : А ; ted sharply and the company's stock fell rapidly (as this magazine 

model. BY PRIYA SRINIVASAN goes to press, it is trading at 15.5 per cent off its March 2005 


level). Everyone seemed to have forgotten that this time last year 
Infosys predicted that it could grow by around 24 per cent in 


“Our concern is heightened since TCs’ revenue 2004-05 (it actually did by 49.76 per cent). However, it is 
miss follows Infosys’ weak revenue growth in the likely that the first quarter of 2005-06 will be, as CEO Nandan 
non top 10 accounts this quarter... we would Nilekani admitted at the routine post-results conference, “flat” due 
caution investors that Indian tech stocks may to a general sluggishness in tech spending. The company’s busi- 
mark time near term, till one gets more confi- ness model is simple (in principle although it places a great deal 
dence that the 04 weakness seen in Infosys and of emphasis on details). It is hoping to build an organisation that 
TCS is indeed a quarterly fluctuation and not can deliver any IT service (low-end or high-end) efficiently, at the 
the start of a slowdown.” same time focussing on enough strands of differentiation to 
Research report by leading foreign brokerage make inroads into new market segments. 
following Q4 results of IT services majors VENKATESHA BABU 


in the context 
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WIPRO 


Comeback Kid 


OR A COMPANY THAT LOOKED TO BE IN SOME TROUBLE BARELY SIX QUARTERS AGO, WIPRO 
has made a quick, and amazing, comeback. All through its tough period, a 
small batch of contrarian analysts had maintained that the company's business 
model—a focus on more verticals than the competition; an emphasis on tech- 
nology services; a small but significant systems integration and total out- 
sourcing play by its infotech division; and a spate of acquisitions to acquire 
domain expertise and access to key market segments—was among the most 
robust in the Indian software services space and that the benefits of this would 
soon become apparent. Now, could well be the time. While Infosys surprised 
the market by forecasting a flat first quarter of 2005-06, Wipro has gone 
ahead and forecast a growth of around 6 per cent. “We have really done well, 
aided by significant growth in verticals like testing and outsourced R&D that 
have really shown good growth,” says Vivek Paul, Vice Chairman, Wipro, even 
as he admits that 2005-06 will probably not be as good a year as 2004-05 
largely because of external conditions (read: a slowdown in tech spending). 
However, with some verticals doing well, Wipro's presence in areas such as 
outsourced R&D and semiconductor design (nearly 35 per cent of its revenue 
comes from this technology space, as compared to 15 per cent for Infosys) 

is clearly helping it ride the choppy waters. 
VENKATESHA BABU 
































tone for a research 

report to take. Only, 

the same report goes 

on to maintair 
‘buy’ position on companies such 
15 TCS, an inherent inconsistency 
that isn’t easily explained. Other 
reports and opinions from analysts 
in the know are no different: they 
start off by cautioning investors on 
a possible slowdown in the tech 
nology sector and end by being 
optimistic about their own tech 
nology stock picks. 

[he overall ambivalence has 
been reflected in the movement of 
the Sensex: it plummeted follow 
ing Infosys’ guidance of a flat first 
quarter of 2005-06; then, again 
on market leader TCs’ announce 
ment of a flat last quarter of 
2004-05; then went North with 
Wipro’s announcement of a 
growth of 9.8 per cent in revenues 
in the last quarter of 2004-05 

“The market simply hasn’t 
realised that it can't look for a 
homogeneous story in inv 
more," says the CEO of a domestic 
brokerage. “The industry is chan 
ging and each company needs to 
be viewed in the context of its 
own model.” If people don’t rea- 
lise this, the man adds, they will in 
a couple of quarters when the 
difference becomes obvious. ^1 
think that’s an absolutely correct 
observation,” says Deepak 
Ghaisas, CEO of i-flex’s India ope 
rations and the company's CI 
“In fact I think investors are alre 
ady getting more mature.” The 
basis for Ghaisas' statement: ear 
lier, every single tech stock would 
get affected with the result of any 
major IT company; this time, com 
panies like i-flex and Hexaware 
were unaffected on the day 


Infosys’ price fell. Ghaisas is right 
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MPHASIS 


The Positives Of 
Integration 


Fo A COMPANY THAT SET OUT TO BUILD ITS BUSINESS BY OFFERING WHAT IT 
called totally integrated business process outsourcing and IT servi- 
ces—it claimed other software firms had offerings that were not really 
integrated—Mphasis has had a surprisingly rough ride. On paper, the 
logic of building a business model around this premise is infallible. In rea- 
lity, it looked as if Mphasis was either not doing a good enough job of 
the integration or that the original premise itself was wrong. However, 
if the company's results for the last quarter of 2004-05 are any indication, 
things seem to be coming together for Mphasis. At one level, the 
acquisitions made by the company in the past 25 months—five in all 
for a little more than Rs 200 crore, Onida Infotech for its SAP practice, 
Navion Technolgies for entry into the Chinese market, Kshema for its 
embedded tech practice, Eldorado for its healthcare insurance vertical 
expertise and Priceton for its consulting prowess—seem to be finally pay- 
ing off. At another, the benefits of 'integration' appeared to be kicking 
in. And although the company's showing in 2004-05 was bolstered by 
some exceptionally good numbers in the last quarter, CEO Jerry Rao and 
team can take heart from the fact that revenues from IT services are 
growing again (an 11.5 growth in the last quarter of 2004-05 as 
compared to the previous quarter). "Our recent moves in the marketplace 
have finally started paying off," says a visibly relieved Ravi Ramu, CFO, 
Mphasis. "Our integrated offering model is the future and we are con- 
fident of maintaining the traction gained." 
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VENKATESHA BABU  Mphasis' Rao: Betting on the integrated model 


INDIAN IT's The numbers of the top eight Indian IT companies, compared on 


BIG PICTURE virtually every key parameter. 





2004-05 GROWTH NET GROWTH LATEST GROWTH — GROWTH LATEST GROWTH GROWTH EBITDA 
REVENUES OVER PROFITS OVER QUARTER OVER OVER QUARTER OVER OVER (OPERATING 


(Rs Crore) 2003-04 2004-05 2003-04 REVENUES CORRES- LAST NET CORRES- LAST PROFIT) 
| (%) (Rs Crore) (%) (Rs Crore) PONDING QUARTER PROFITS — PONDING QUARTER 2004-05 
QUARTER (%) (Rs Crore) QUARTER (%) (Rs Crore) 
OF PREVIOUS OF PREVIOUS 
YEAR (%) YEAR(%) 
TCS 9,727.2 3656 2,052.1 25.18 2,584.6 26.84 0.23 469.8 -0.04 -33.77 2,6894 
WIPRO 8,135.3 39.22 1,583.3 5845 22958 30.00 9.83 447.3 37.46 4.73 1,785.7 
INFOSYS 7,004.8 49.76 1,843.6 55.18 2,002.0 50.20 7.56 558.8 64.93 13.39 2,006.4 
COGNIZANT 2,581.4 59.32 441.1 74.75 799.4 51.72 5.15 140.7 61.62 4.47 517.5 
SATYAM © 3,503.7 40.12 676.5 37.46 990.0 36.38 9.93 201.52 54.07 33.51 715.0 
HCL TECHNOLOGIES 2,499.2 36.53 756.8 196.55 863.3 31.30 6.40 158.1 24.40 20.90 506.0 p^ 
PATNI 1437.0 30.09 255.9 37.83 437.5 38.00 7.20 68.8 21.30 -6.57 285.1 
MPHASIS* 765.6 31.80 124.6 26.40 205.0 29.17 6.88 310 23:20 15.30 101.6 
Revenues is total revenues Employee number as on March 31, 2005, except for Cognizant All figures according to US GAAP unless otherwise mentioned 
Operating profit calculations exclude other income and Patni for which it is on December 31, 2004 and HCL Figures are consolidated numbers 


Net profit calculations include one-off items Technologies, which is on June 30, 2004 Wipro's financials are unaudited 


COGNIZANT 


The Indian-American 
Company 


OGNIZANT BOASTS A BUSINESS MODEL VERY DIFFERENT FROM 
other IT firms. For one, it is not an Indian firm; it is an 
American one. Then, it was incorporated to leverage the 
India advantage. Both seem to have helped. As Indian IT 
services firms have realised, it helps to have a marketing and 
management-presence in the US. Yet, Cognizant is Indian 
(70 per cent of its over 17,000 employees are based in 
India) enough to reap enough cost benefits. And although 
its net profit margin is at least five percentage points 
lower than those of the big Indian software firms, they have 
i been climbing (up from 15.65 per cent in 2003 to 17.08 
per cent in 2004 to 17.59 per cent in the latest quarter). 
"We believe we have the pieces in place for 2005 to be ano- 
ther exciting year of strong growth for Cognizant," said 
Lakshmi Narayanan, President and CEO, Cognizant in a con- 
ference call after announcing the company's results for the 
January-March quarter. This year (2005), Cognizant hopes 
to post revenues of $845 million (Rs 3,718 crore), 44 per 
cent higher than the $586.67 million (Rs 2,581.4 crore) 
it did in 2004. It also hopes to increase its offerings—a 
recent acquisition, Fathom, a telecom consulting firm, was 
driven by this logic—and increase its presence in Europe. 

Again, that should be easy for an Indian-American firm. 
Е. KUMAR SHARMA Cognizant's Narayanan: The American connection 








GROWTH EBITDA EBITDA НЕТ NET LATEST — OPMIN OPM LATEST — NPMIN — NPMIN NUMBER REVENUE/ — NORTH 1 
OVER OPERATING OPERATING PROFIT PROFIT QUARTER CORRES-  INLAST QUARTER CORRES- LAST OF EMPLOYEE AMERICA 
2003-04 PROFIT PROFIT MARGIN MARGIN OPERATING PONDING QUARTER NPM PONDING QUARTER EMPLOY- (Rs Lakh) SALES 


(%) MARGIN MARGIN 2004-05 2003-04 PROFIT QUARTER (%) (%) QUARTER (%) EES (%) 
2004-05 2003-4 (%) (%) MARGIN OF OF 
(%) (%) (%) PREVIOUS PREVIOUS 
YEAR (2%) YEAR (%) 
4739 27.64 2561 2109 2302 26.10 2635 2863 1817 2306 2751 45714 213 595 ] 


6380 2195 1865 1946 1709 2168 2054 2272 1948 1847 2043 41857 194 514 
5563 2864 2756 2631 2539 2835 282] 2884 2791 2543 2647 36,750 191 639 


6265 20.04 1963 1708 1565 2046 1977 2041 1759 1651 1771 15300 169 870 4 
i 34.13 204] 2140 1931 1975 2043 _ 215 1987 2034 1800 1675 20690 220 658 i 


1 . . 458] 2024 1882 3028 1394 2280 2290 2300 1832 1933 1611 16358 153 600 
17.52 1983 1882 1781 1859 1942 2130 1983 1572 1788 1805 10426 137 855 
1695 1320 1496 1627 1697 1289 1547 1167 1510 1581 1400 835 81 619 


The average exchange rate prevailing in 2004-05, Rs 44 to Cognizant's and Patni's numbers are for the calendar year 2004 HCL Technologies numbers are for the year ended June 30 
the dollar has been used to convert Infosys', HCL's, Patni's and 2003 wherever 2004-05 and 2003-04 have been used 2004 (the previous year comparisons are for the period ending June 
and Cognizant's numbers into rupees for other firms; however their latest quarter results taken are for 30, 2003); however its latest quarter results taken are foc March 
January-March 2005 31, 2005 
* According to Indian СААР 
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vu in on India 


ву Blue’s 
Quiet Moves 


ROOF THAT ALL WAS NOT WELL IN THE TECH WORLD 
came in early April when IBM announced a 
1:17 per cent decline i in revenues and a 54 per cent 
- drop in net profit for the last quarter as com- 
pared to the previous one. The company cited an 
- overall slowdown in tech spending by customers 
and said delays in closing some service deals 
-had a significant impact on its revenues. Services 
` account for 51 per cent of IBM's business and are 
. also more profitable than other businesses. As the 
. company moves into managing a host of processes 
` (not just IT) for customers, its Indian operations will 
. become more crucial. By some estimates, IBM 
already has a workforce of 23, 000 in India with a 
bulk of them on the rolls of IBM Global Services, 
its IT outsourcing arm. Then there is Daksh, the 
third-party BPO the company acquired last year. 
Even as Indian firms like Wipro and Infosys realise 
the importance of acquiring a global presence, firms 
like IBM and Accenture have made significant 

investments in development centres in India. 
VENKATESHA BABU 
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size and business models are rapidly creating a hierarchy of 
technology firms; what impacts one company or one class 
of companies could well have no impact on another. 

Thus, we have Tier-I companies like TCS, Infosys and 
Wipro that offer a mix of rr and rr-enabled services (ITES) 
to multiple segments and verticals. Tier-II companies like 
Mphasis-BFL are evolving a seamless process of delivering 
IT and BPO services with a specialisation in verticals like 
financial services where growth seems a bit uneven 
(Mphasis, for instance, grew its business nearly 7 per 
cent in the fourth quarter, but that was over a negative 
growth of 0.6 per cent in the previous quarter). Iri the niche 
market are players like i-flex Solutions, India's first legiti- 
mate IT product company, over half of whose revenues 
come from specialised banking products and (possibly) 
Hexaware Technologies, with its focus on PeopleSoft 
implementation. The market environment in which each 
of them operates is significantly different from the other. 

And even as the Indian investor learns to live with this 
new heterogeneity, there looms a threat of potentially 
lower global tech spends this year. 

"We are witnessing selective growth, unlike in the 
past when we saw growth happening across the board," 
says Bob Suh, Chief Technology Strategist, Accenture 
Worldwide. *The labour market is heating up. The envi- 
ronment is definitely challenging, but we remain bullish 
about our prospects." 

Some signs of the slowdown in tech spends have 
started appearing in the results for the last quarter that have 
thus far been declared by Indian, even global (see Big 
Blue's Quiet Moves) IT firms. Infosys has witnessed a 5 per 
cent quarter-on-quarter growth in dollar terms in its non 
top 10 client base as compared to an average of 11 per cent 
in the previous seven quarters. 

V. Srinivasan, CEO and MD of ICICI Infotech, clearly out- 
lines the issues the industry faces today. *Anybody including 
my mother could have made a few calls to the us and got 
a few million dollars of business a couple of years ago," he 
jokes, adding, *but all that has changed; you need specific 
marketing strengths to garner business today." 

Marketing is clearly the answer to maintaining growth 
in a scenario where tech spending is headed South. This is 
where domain expertise and the kind of layering that 
the Indian industry is seeing could come in handy. As 
Saurav Adhikari, Corporate Vice President (Strategy) at HCI 
Technologies, says, *We have to constantly reinvent our- 
selves and think of different key verticals.” Adhikari is par- 
ticularly bullish on the airlines segment, one of HCL’s focus 
areas (the company recently bagged a big deal from 
Boeing), since that industry is poised for growth globally. 
This might just be the year domain specialists in Indian r1 
have been waiting for. 

ADDITIONAL REPORTING BY VENKATESHA BABU, 
E. KUMAR SHARMA AND AMANPREET SINGH 
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YOUR COMPANY 


YOUR CUSTOMER 


See your Customer Delight achieve new highs 
with our Unique Mobile Identity Solutions. 


Give your customer service our expertise edge. Our keen insights and smart bundling of cross-connected 
technologies will help create a custom INDIA6767 solution for you. INDIA6767 enables enterprises to 
create their own mobile identity in the wireless world with their unique sms short-code. Our existing 
partnerships with all major mobile operators across the country ensures that your Pan India presence 
is established within a short time of 24-48 hours without getting into multiple tie-ups. You also have full 
flexibility to choose your own short-code suffix to wirelessly enable your services. Our clientele includes 
Amadeus India, CRIS (Indian Railways), Delhi Traffic Police, DSP Merrill Lynch Mutual Fund, GE 
Countrywide, HDFC Bank, ICICI Bank, ICICI Lombard General Insurance Co Ltd., Indian Airlines, Kotak 
Mahindra Mutual Fund, Overnite Express, SBI Card, Security Investments Limited amongst others. 


This single contact point can then be used by enterprises to create their own set of customized services to 
enhance service levels and interact with their customers everyday with various enterprise service 


integration (ESI) tools 


AUTOMATED QUERY CAMPAIGN / BROADCAST 
AND RESPONSE MANAGER AND ALERT 


For sales enquiry contact: sales@acl-wireless.com, www.india6767.com 
Prabhat: +91-9818424295, Rajnish: +91-9818244331 


ACL Wireless Limited 
17 Community Centre, East of Kailash, New Delhi- 110065 
India Tel: +91-11-26438813-16, Fax: +91-11-26438825 


E-mail: info@acl-wireless.com, www.acl-wireless.com 
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Will offshoring work to India 

be hit by the recent case where 
some former employees of 
Mphasis stole money from the 
accounts of some Citibank 
customers? Not really, says 

Anil Padmanabhan in New York. 





HE BITTERLY CONTESTED ELECTIONS IN 

the United States last November sealed 

more than just the second term 

Presidency of George Bush. It also put 

the lid on what was till that moment a 
rising tide of political protest, led by the Democratic 
Party, against outsourcing. 

So when four months later, the Mphasis scandal 
surfaced, the first impression was that the opponents 
of outsourcing would see fresh wind. However, these 
fears were belied. Weeks later there was barely a rip- 
ple, and there is nothing out there to suggest that 
things would alter dramatically either. 

Harris Miller, President of the Information 
Technology Association of America, a leading trade 


updated 


60 BUSINESS TODAY MAY 22 2005 





Mphasis’ Tas: Working to tighten up security systems 


association serving the information technology industry 
in the US, puts the reaction in perspective. “There 
was an immediate response from everyone. The police 
made the arrests, Citibank paid restitution to their 
affected customers and Mphasis came out, admitted to 
the problem and promised to resolve it. And look, you 
have bad guys everywhere in the world,” he explained. 

Similar sentiments were expressed by officials of the 
Confederation of Indian Industry (Ci), who together 
with senior government officials were on a series of 
roadshows in the us selling the India brand, when 
the scandal broke. *Not once was this question raised. 
This is only a single incident, especially if seen in the 
light of the BPO business that is going out to India at the 
moment," says Kiran Pasricha, a Washington-based 
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senior director of the СП. 

At the centre of the episode, Mphasis has 
been more than forthcoming to lay out its 
security systems and reassure the public and 
customers alike that this was but a stray inci- 
dent. *We work closely with our customers on 
these initiatives, because sometimes how closely 
we listen to conversations or track transac- 
tions may be restricted by their own compli- 
ance norms. A security audit by KPMG is 
ongoing, we expect them to report their fin- 
dings next week, and based on that we will 
make further improvements to our systems," 
says Jeroen Tas, Vice Chairman, Mphasis. 

It is also a fact that in the Us, internet 
white-collar crime has been rampant, making 
the Mphasis episode seem to be a "flash in the 
pan". From January 1, 2004 to December 
31, 2004, the Internet Crime Complaint Center 
maintained by the Federal Bureau of Investi- 
gation received 207,449 complaint submis- 
sions, a 66.6 per cent increase over 2003 
when 124,509 complaints were received. This 
is despite the fact that there are stringent laws 
governing white-collar crime in the us. 

As a precaution, most agencies in the Us 
undertake redaction when sub-contracting 
data work so as to protect the real or confiden- 
tial aspects. It is expected that if Us companies 
are dogged with fears of a data compromise, 
then they would process the data before sen- 
ding out to India for back-office processing. 

Arguing in the same vein, Abhay Rocky 
Dhir, the Dallas-based CEO of Atlas Legal 
Research that does processing of high-end 
legal backroom work in India, says, “Identity 
thefts happens in the us all the time. A lot of 
times, it can be the employee working in the 
company. However, since India is a BPO des- 
tination, it has to do everything to reassure 
investors. The privacy laws in India will have 
to be updated and ensure people who violate 
it will be prosecuted." 

However, if there is a moral in the story, 
then it is what was summed up by Raman 
Roy, Chief Executive, Wipro BPO: "Criminals 
are always looking at ways to beat the system, 
so we have to be on our toes all the time to stay 
ahead of them." As one of the market leaders 
in BPO work, Roy should know. 








An Expert View 


Gartner India's Vice President (Research), 
Partha lyengar speaks to BT's Priya Srinivasan 
on the future of the Indian IT services industry. 


What are your observations on the current trends in the IT servi- 
ces industry based on the fourth quarter results of FYO5, par- 
ticularly with reference to topline growth? 

Topline growth in the industry overall will continue to 
grow significantly. However, the notion of 'significant has 
to eventually start coming down from the torrid 40-50 per 
cent range we have seen. 

Would you agree that it's no longer possible to assign a 
homogeneous trend to the industry based on the results of one 
or two major companies? 

Yes—the homogeneity of the industry is disappearing, 
and one can argue that this has been happening already for 
the past year. Over the past year, we've seen the big get 
bigger and the small start to struggle. 

In the next three to five years, I believe there will be 
three major discrete trends emerging in the industry. 
Overall, though, we believe the ‘global sourcing’ industry 
in India will likely grow by 30-35 per cent per year on 
average over this period. 

ш The largest vendors will continue to grow at the rates 
approximately as given in the guidance of the major 
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Gartner's lyengar: India's growth will be mitigated 
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companies—which are strong though slightly lower 
than in the past. 

m The strong Tier-II vendors (typically focussed on a 
particular niche) that have established strong mind-share 
in a niche will likely continue to grow at rates higher 
than that of the large Tier ls, though from a signifi- 
cantly smaller revenue base. 

m The smaller vendors will start to see slowing growth 
rates or even, in 18 months to two years, flat growth, 
as they get ‘entrenched’ in the commoditised part of the 
offshore industry. This will also kick off a massive 
round of consolidation in the industry with a significant 
increase in M&A activity within these companies. 


DIU RE oe, 


What trends are you seeing in terms of global demand for 
IT services over the last couple of quarters? 

The demand for global sourcing of IT services (and 
increasingly in the future—higher-end BPO) has never 
been higher. However, this explosive growth, from an 
Indian perspective will be ‘mitigated’ to some extent by 
the following balancing forces: increased quantum of 
*on-shore' hiring by Indian companies, which is putting 
their traditional offshore employee-centric business 
model under pressure; increasing number of coun- 
tries vying for a piece of this pie and succeeding; and 
increase in the number of companies opting for captive 
centres for the higher end . 





A Global Tech 
Slowdown? 


Well, US tech stocks are 100 - 
at a five-month low. 


O ONE IS CALLING IT A 
slowdown yet, but the 
results of global tech majors 


have been far from promising. IBM 
reported lower-than-expected pro- 
fits in the first quarter of the year 
(January-March). Microsoft 
reported lower-than-expected reve- 
nues, but at least its profits beat 
expectations and more than dou- 
bled. Even as CEOs of these compa- 
nies went into a tired routine about 
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helped by a conservative guidance 
from tech bellwether Infosys, and 
below-par results from the coun- 
try's largest software firm TCs. 
The net result has been an 
across-the-board fall (of around 10 
per cent) in prices of IT stocks. The 
market, however, is discovering 
value in niche companies—those 
focussing on products or on spe- 
cific verticals; one reason why the 
scrips of Geometric Software, 
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* NASDAQ figures ** NYSE figures — "PNK figures 


Hexaware and i-flex have main- 
tained consistent prices and have 
stayed largely unaffected by the 
threat of a bearish phase for IT 
stocks. “On the whole, we are posi- 
tive about the IT sector, and given 
the overall volatility in the market, 
I would say тг stocks are holding up 
pretty well,” says Pradeep Kumar, 


All figures are adjusted BSE closing prices in Rs 


Fund Manager (Equity), Cholaman- 
dalam AMC, admitting that much 
of the recent fall has been an over- 
reaction to the not-so-bad financial 
results. “Two or three quarters 
down the line, rr stocks will out- 
perform the market." That's, of 
course, if the global outlook on 
tech remains positive. @ 
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Seize the moment. 


The future belongs to those who see opportunities before they o o o 9 


vanish. With competition increasing every day, businesses that BLAS 
spot new prospects and act quickly, get more out of every 


opportunity that comes. + pr r ' a о 4 + 
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- working, with RIL shares continuing 
- to be undervalued 
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. mGale of 23 per cent of IPCL equity by 


и в Anil refuses to sign RIL accounts 
— because of apparent irregularities 


E 1 -Æ Anil opposes appointment of Ashok 
. Misra as Independent Director and 
— . of H.S. Kohli as Executive Director 





 . shares are substantially undervalued 


bt reliance 


It's Almost Over Bar (Plenty Of) 


The Shouting 


The six-month battle for ownership of the Reliance Group assets 
may finally end with younger brother Anil swapping his personal 
holding in flagship Reliance Industries for control of three other 
group companies, and some cash. BY BRIAN CARVALHO 


THE VIEW FROM 





ш Shareholders need to be rewarded 
- with bonus shares and higher dividends 


Reliance Capital to privately-owned 
companies has cost shareholders 
Rs 1,000 crore 


. WAII Reliance Group company 


. because of a lack of transparency 
and disclosure 


в Buyback initiated by RIL isn't 
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IVE THEM ANOTHER FIVE WEEKS. EVEN AS 
Mukesh Ambani, Chairman, Reliance 
Industries Ltd (RIL), and younger brother 
Anil, Vice Chairman & Managing Director, 
RIL, enter the last lap of negotiations for an 
agreeable division of the assets of the Rs 1,00,000-crore 
Reliance Group, the final dash to the finishing tape is 
turning out to be not much different from the way the 
six-month fracas first shot into full public view: The 
sparring is mostly in the shadows, with newsprint of 
various hues offering a willing platform for give and 
take. Although the broad contours of the settlement 
have been in the public mindspace for over a month 
now—with Mukesh set to own and manage RIL and IPCI 
(the gas to textiles businesses), and Anil the service-ori- 
ented activities (Reliance Energy, Reliance Capital and 
Reliance Infocomm)—arriving at a final draft of the 
separation saga isn’t proving as straightforward as 
going into the last lap of a long-distance run (although 








few will doubt it's being as furiously contested). TI 
could well be because not too many are sure where th 
finishing tape lies. But with RIL’s annual general meeting 
(AGM) on the horizon (for many years now it's been held 
in the mid- to end-June period), the RIL top brass 
wouldn't exactly be comfortable facing up to a bunch ‹ 
aggrieved shareholders without a compromise in han 
The good news, however, as of last fortnight, as 
observers close to the settlement from both camps 
stress, is that considerable progress had been made ir 
the journey towards the settlement. For one, all cros 
sholdings across every major group company—Relianc 
Capital, Reliance Energy and Reliance Infocomm—hav 
been disentangled. For instance, Reliance Capital n 
more holds IPCL equity, RIL’s holding in Relianc 
General Insurance is now with Reliance Capital and 
sundry firms like Smart Enterprises are no longer a part 
of Reliance Infocomm. What now has to be ensured 
that both parties have enough opportunities to grov 
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a settlement, with all crossholdings of major 
companies in the group being disentangled 


= Sale of IPCL equity is legal; government/ 
SEBI approvals not necessary as it has 
happened within the same promoter group 


в Anil has no shareholding of his own in RIL, 
and brother Mukesh is making a "supreme 
sacrifice" by offering Infocomm to Anil to 
"broker family peace" 


= Before the buyback, RIL stock price was 
underperforming the Sensex by 6-8 per cent 
(in November). Today, it is 8 per cent above 
the Sensex. Rs 150 crore has already been 
utilised on buyback, and RIL is today 
“overperforming” 


ш Anil is trying to talk up the RIL share, in a 
bid to increase the value of his share of the 
family holding in RIL 
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= Substantial progress has been made towards 
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with total ownership 
and management 
control of their res- 
pective companies. 
Over the next 30 
days or so, the vari- 
ous elements of the 
settlement process 
will play out. For 
starters, the family's 
holding in RIL, of 
34-odd per cent, 
will be equally 
divided between 
Mukesh, Anil and 
their mother Kokila- 
ben, with the two 
sisters getting 5 per 
cent each. Anil's 
holding of just under 
10 per cent would 
then be swapped in a virtual *moneyless transaction" for 
a controlling interest in Reliance Infocomm, Reliance 
Energy and Reliance Capital. RIL currently controls 
half of Energy and Capital’s equity, and 42.3 per cent 
of Infocomm plus Rs 8,100 crore worth of preference 
shares (at the time of writing, an independent committee 
was working on what RIL’s holding in Infocomm would 
stand at post-conversion of the preference shares; 
Mukesh and associates own 55 per cent of Infocomm). 
The total value of each group—Mukesh’s holding in RIL 
(after buying out Anil) and RIL’s stake in PCL on the one 
hand, and Anil's stakes in Infocomm, Energy and 
Capital (after buying out RIL) on the other—will then be 
totted up, and depending on how much higher the 
valuations of the Chairman's companies are (he's got the 
flagship after all), Anil could be handed out a cash 
compensation to bridge the difference. Anil will, of 
course, then have to step down as Vice Chairman & 
Managing Director of RIL, and Mukesh as Chairman of 
Reliance Infocomm. 

Sounds simple? It may, but then simple isn't always 
easy—surely not in this tangle. The key, of course, is the 
valuations of RIL and Infocomm—which investment 
banker Nimesh Kampani is supposed to be working 
out—which will eventually determine how much cash 
Anil will be left with on the table. The higher RIL’s valua- 
tion climbs, the more Anil stands to gain. Conversely, 
the more Infocomm is worth, the less will Mukesh have 
to compensate his younger brother with. Last fortnight, 
if the RIL Vice Chairman & MD made a point that all 
group company shares are undervalued, and that RIL 
should compensate shareholders with a bonus or a 
dividend payout, it was with good reason: After all, 
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The family’s holding in RIL 
between Anil, Mukesh and mother Kokilaben 


every increase in the 
market capitalisation 
of RIL will mean a 
proportionate incre- 
ase in Anil’s personal 
holding in the flag- 
ship; and a dividend 
payout, for instance, 
could make him 
richer by a few tho- 
usand crore more, 
which will go a long 
way in helping him 
fund the gargantuan 
projects he’s blue- 
printed for Reliance 
Energy, calling for 
investments of close 
to Rs 25,000 crore 
(debt of course will 
be a large chunk of 
that). Anil’s view is also that the buyback hasn’t worked 
in improving RIL's market value, although the counter 
view is that the RIL share is overperforming the Sensex 
by 8 per cent post-buyback, with Rs 150 crore already 
going into the scheme; in November, when the owner- 
ship battle came to light, the RIL stock was underper- 
forming the Sensex by 6-8 per cent. 

Meantime, Reliance Infocomm appears to be all 
dressed up to catch the valuer’s eye. The company has 
declared a profit for the first time, subscribers have 
crossed the 10million mark, in the current fiscal the 
service is expected to enter 5,700 towns and cities, and 
400,000 villages (as per the original blueprint), market 
share in the remunerative pre-paid segment is 75 per 
cent, all bad debts have been cleaned up, huge cash 
flows are projected for the current year, and the pro- 
ject is fully funded with Rs 25,000 crore. The question 
then: If Reliance Infocomm is indeed looking so 
attractive as it’s being made out to be, is it likely that 
Anil may not be left with much of a cash compensation 
worth talking about? 

Whilst Anil stands accused for moving from “need 
to greed”, even after his brother has made the 
“supreme sacrifice” of offering him Infocomm to 
“broker family peace”, one way or the other a settle- 
ment is imminent. For the Chairman, dragging the mat- 
ter on till the AGM may prove disastrous, although mar- 
ketmen ponder whether Anil might revel in such a sce- 
nario. For the younger brother, though, who appeared 
to be destined for zilch till a few months ago, 
Infocomm (along with Reliance Energy and Reliance 
Capital) in one pocket and some cash in the other 
should do just fine. Or will it? EB 


1ПҮ4 NVNSVHU 





will be equally divided 







ce aSPriAGinww ө | ашта | СООП 


100% Natural Cotton 
by Century 


Introducing Confidence 


in plain, checks & stripes 


Checkmate the competition with a selection of trendiest 
international patterns and weaves. Cottons by Century 

is made from 100% cotton yarn using compact spinning 
technology, Choose from an exquisite range of smart 
corporate dressing and casual wear. Revel in your confidence 






Cotton Confidence >> Shirts | Trousers | T-Shirts | Kurtas | Accessories >> Century VM um] 


MUMBAI FLAGSHIP STORES: WORLI, CENTURY BHAVAN, 24378400. * GOREGAON (E), THE HUB, 26865252. 
DELHI FLAGSHIP STORES: CONNAUGHT PLACE, E/27, 23416068. * GURGAON: CITY CENTRE MALL, MEHRAUL! GURGAON ROAD, 5068240. 
KANPUR FLAGSHIP STORES: KOTTS 'N, KOOL, TILAK NAGAR, 7/90-A, 2534186. 

EXCLUSIVE BRAND OUTLETS: WEST + MUMBAI; WORLI, B.D.D. Chawis, 24385403 + BANDRA, Linking Road, 26465622 * VILE PARLE (E). M. G. Road, 26130832 + BORIVILI (W), 
Opp. Ajanta Talkies, 28625050 * THANE: Ram Maruti Road, 25393366 * World Trade Centre, 22184495 • PUNE: Laxmi Road, 56024645 + NASIK: College Road, 2314094 * NAGPUR: 
Sitabuldi, 2556448 * AHMEDABAD: Mardia Plaza, C. G. Road, 26403499 * INDORE: Sapna Sangeeta Cinema Road, 2460900/2461841. NORTH * DELHI: Central Market. Lajpat Nagar, 
51721178, J-87, Private Shop No.1, Rajouri Garden, 51446598, Nangia Park, Shakti Nagar, 27463416 * NOIDA: G - 50, Sector 18, 2591309 * FARIDABAD: Ansal Plaza, Sector 15-A, 
5013114/5* GHAZIABAD: 75, Ambedkar Road, 3945877 * AMRITSAR: Nehru Shopping Complex, Lawrence Road, 3099062 * JALANDHAR: 301-R, Model Town Market, 
2272867/2272451. SOUTH * CHENNAI: 100, Pondy Bazar, 28150323 • BANGALORE: Commercial Street, 51238511, Shivang Creation, Jayanagar, 4th Block, 26639971 
* SECUNDERABAD; M.G.Road, 55337171/55337272 * HYDERABAD: Punjagutta, 55757272 * BELGAUM: Khade Bazar, 5204961. EAST * KOLKATA: 25/B, Carnac Street, 30954639 
ALSO AVAILABLE AT: SHOP IN SHOPS: ®  Seematti , Kottayam: 2563396 В Ernakulam: 2353216 * [ШИШ] , Ernakulam: 2366458 * ¢ pampmag Trivandrum: 2572535 6 
Ernakulam: 2403669 • _ @: | , Kolkata, 25534564 TT 8 


FOR TRADE ENQUIRIES CONTACT: Century Textiles В Industries Ltd., Mr. Mahendra Padhy, e-mail: mahendra@centurytext.com, Cell: 09323568900, Te! : +91 - 22 - 24957000, Ext : 4023 h 
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Through the camel's eye: BSF personnel patrolling the India-Pakistan border at Sakheriwala 


SMUGGLERS OF 
THE SAND DUNES 


Despite 1,035 kilometres of fencing along the Indo-Pak 
border in Rajasthan, illegal trade is booming. Ashish 
Gupta spent four days in the hotspots Barmer and 
Jaisalmer for a first-hand experience. A BT exclusive. 


FTER NEARLY NINE 
hours of non-stop 
driving from Jodh- 
pur, we are finally 
in the very heart of 
the Thar desert. Although it's 
late in the night, I can clearly 
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see the brilliantly-lit Sakheriwala 
border outpost—the final fron- 
tier on the Indo-Pak border in 
Jaisalmer. The Indian side of 
the border is protected by a dou- 
ble-layered fencing of barbed 
wire that's 11 feet high, and is 


just 150 metres from the 
international border. The 
Pakistani posts are set up one- 
and-a-half kilometres away from 
the international border and 
there's no fencing on their side 
because there's little fear of 


E ар 29 № SN 
Lights on: Night patrol in progress at Sakheriwala 





Barmer's veterans: Villagers at Akli village on the Barmer border 
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A variety of contraband goods cross 
the Indo-Pak border every year. 





WHAT PAKISTAN WANTS 
Betel Leaves 
Pulses 
Spices 
Colour Films 
Indian Made Foreign Liquor 


WHAT INDIA GETS 
Narcotic Drugs 
Fake Currency Notes 
Leather Products 
Dry Fruits 
Cotton Yan 


Indians infiltrating their territ 

I (and a photographer 
league of mine) have set out ft 
Delhi earlier in the day on a 
sion. I have been told that 
ough the official trade | 
India and Pakistan is a 
Rs 1,600 crore, the indirect and 
legal trade amounts to a whopping 
$3 billion, or about Rs 13 
crore. Of that, the latter alor 
estimated at $2 billion (Rs 8,8 
crore), and much of it fl 
through the porous borders b 
ween the two countries. The 
der along Rajasthan is said t 
especially vulnerable. 

Given that the ice between t 
two neighbours now seems t 
breaking (helped, among otl 
things, by Pakistani Presid 
Pervez Musharraf's recent visit 
Delhi), it seemed like the rig 
time to take а lool it ft 
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booming, if unofficial, trade. 

The Sakheriwala border out- 
post, its deputy inspector general 
(DIG) Rajeev Dasot tells me, has 
quietened down considerably over 
the years. The fencing and constant 
patrolling (by foot, camel and 
vehicle) have almost eliminated 
large-scale infiltration or smug- 
gling of drugs like it used to hap- 
pen between the early 1980s and 
the mid-1990s. “There are hardly 
any cases of smuggling now,” says 
Dasot. Apart from the fencing, 
the area’s harsh weather and the 
fact that the nearest public trans- 
port is available some 80 km away 
in Ramgarh, seem to have helped. 

The scene is slightly different 
in Munabao, which is 450 km fur- 
ther northwest towards Pakistan. 
Munabao is the last frontier post 
in the Barmer district of Rajasthan, 
and although its acting DIG Chaman 
Rana, Commandant of the 102 
Battalion of the BsF, says that fenc- 
ing has helped here too, officials 
of India's intelligence agencies see 
trouble on the horizon. They believe 
that Barmer could once again 
become a hotbed for cross-border 
smuggling. Why? Bus and rail ser- 
vices are scheduled to start from 
Munabao to Khokrapar next year, 


DIRECT TRADE 
BENEFITS 


Pakistan would save millions of 
dollars if it allowed direct 
imports from India 





PRODUCT SAVINGS. 
Steel 50% 
Finished Engg. Goods 10% 
Transport Equipment 25% 
20% 
30% 
20% 








Bicycles 








Pharma 


Tyres & Tubes 


Source: 2004 Strategic Fortnight Group 








and like it happens on the Attari- 
Lahore route, “sawari operators” 
(so called because these are carriers 
disguised as ordinary passengers), 
could extend their trade to this sec- 
tor (see The Train To Pakistan). 
What's changing hands illegally? 
Some are ridiculously mundane 
things, and some others, not so. 
For example, from the Indian side, 


goods like pressure cookers, betel 
leaves and automotive tyres (see 
The Contraband Cache) regularly 
get sent across. But there's also a 
busy trade in acetyl anhydride, 
which is required for refining raw 
opium into smack and costs half as 
much as what it does in Pakistan. 
Similarly, things like cotton yarn 
get bootlegged from Pakistan, 
although more often the shipments 
comprise arms and ammunition, 
narcotics and fake Indian rupees. 
Says a senior official from the 
Intelligence Bureau: “It is virtually 
impossible to frisk everyone, espe- 
cially the ladies, or check every- 
one’s baggage. So it is difficult to 
check illegal trade that is routed 
via trains and buses.” 

BSF officers say that the carriers 
are mostly poor people, who tend to 
pick up the consignment from the 
Jama Masjid area of Old Delhi and 
deliver it to Bichhu Bazaar-Delhi 
Gate area of Lahore. Says another 
official closely linked with Pakistani 
operations: “Even today, a few hun- 
dred kilogrammes of narcotics come 
into the country every month, 
mostly through the J&K, Punjab and 
Rajasthan border." 

In some cases, the official says, 
the illegal trade is carried on with 
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Introducing Visa Money Transfer. 
From Bhai in Bhopal to Didi in Delhi. 


All it takes. 


his service is currently offered by these banks on their terms and conditions: 

iti HL} HDFC BANK 60 b idbi Qut 
ıtibank b LLL ICICI Bank Ф ídbi bank otak. 
w.citibank.cormy india www. icicibank.com www. idbibank.com www.kotak,co 


tis service is valid for domestic t Indian Rupees only. 
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id be rattling 


in early next ear. 


оа 1900, but was shut í 


the connivance of military and para- 
military forces. Sometimes the 
modus operandi is shockingly sim- 
ple. People don't even bother cross- 
ing the border; they simply chuck 
the parcel over the fence. The party 
on the other side, simply stops by 
some time later and collects it. At 
other times, the technique is more 
innovative. The official cites a recent 
example (March, 2005), where 10 
kg of heroin of Pakistani origin was 
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found concealed in a special cavity 
of an LPG cylinder an Indian was 
carrying. The bottom had been cut 
and threaded inside, and the heroin 
packed in a coffee packet. “In the 
international market, a kilo of 


„heroin could easily fetch Rs 1 


crore,” says the official. 


The Other Route 


There’s a significant amount of 
trade that goes on between India 





and Pakistan via a third country— 
typically, Dubai and Singapore. 
Estimated to be worth $1 billion 
(Rs 4,400 crore), this “re-export” 
is helped by trade restrictions, 
mainly from the Pakistani side. 
For example, although India con- 
ferred the most favoured nation 
status on Pakistan way back in 
1996, the latter only allows 678 
items to be imported from India. 
Which means, although Pakistan’s 
annual demand for tyres is 1.5 mil- 
lion versus its capacity of 200,000, 
Indian exporters must pay a 46 
per cent import duty, making their 
tyres less competitive. There are 
several other items such as tea, 
iron ore and oil cakes that suffer a 
similar fate. 

Things could change if India 
and Pakistan sign the framework 
treaty on South Asian Free Trade 
Area (SAFTA). That will automati- 
cally bring down tariffs and allow 
official trade to boom, benfitting 
both consumers and the two gov- 
ernments. But as I wind up my four- 
day tour through the border towns 
of Rajasthan, I know that such eco- 
nomic cooperation between the two 
countries will be a tall order. The 
sawari operators won't be put out of 
job anytime soon. El 
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Microsoft” Office has evolved. Have you? 


After all, the way we work has changed. In today's 
workplace, you need the freedom to work from 
anywhere—not just your desk. That's why the 
latest version of Microsoft Office allows you access 
from almost anywhere, on your terms. Go beyond 
typical cell phones and Web-based e-mail 
Step up to "desk-like" connectivity to your data 
through a variety of Windows Mobile’’-based 
devices, It's time to evolve the way you work 


Discover how at microsoft.com/office/evolve 


We've got Office 2000. 
Are we good? 


Not even close. 


Microsoft* 
Your potential. Our passion." bd 


Microsoft: 





bt stock market 


PINAKI PAUL 








FLUTTER 
ON THE FARM 





МУНУП түүн 


Leave the bulls and bears aside for now, Dalal Street 
appears to be swarming with the chickens and pigs. 


F YOU THOUGHT STOCK 
markets are only about bulls 
and bears, well you obviously 
haven’t recognised the rest of 
the pack on the equity farm: 
The chickens and the pigs, who 


7,000 


TH 


Figures are BSE Sensex closing values 
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5,097.84 


BY NARENDRA NATHAN 


typically crawl out of the nooks on 


The Street when the benchmark 


indices start heading downward. 
Chickens, as the name suggests, are 
those who, fearing a crash, decide 
it’s best to bail out of the market 


6,194.11 
Jan, 14, 2004 


lock, stock and feathers rather than 
lose it all. The poor pigs, though, 
are the worst of the lot: They’re 
the high risk takers, who see an 
upturn when there’s none, and start 
buying big time on the basis of 







6,651.08 
Mar. 1, 2005 






PSST, THERE’S VALUE HERE 


The recent fall in share values provides potential for long-term 


appreciation in several sectors. Here are four of them: 











ENGINEERING: It is the biggest beneficiary of the revival of capex cycle in India 
and the ones with heavy order book positions are expected to post good results 


for several more years to come. 


BANKS: It is the first sector that will get beaten when 
the liquidity crunch affects the markets and therefore, 
don't be surprised if this sector remains extremely volatile 
in the coming months. That will generate enough buying $ 
opportunity in very strong banks like HDFC Bank, SBI, etc. & 








CEMENT: It will also benefit from the construction boom that is happening now 
(residential, commercial, infrastructure, industrial, etc.). The demand-supply situation 
is also stabilising here, meaning more price stability for the cement companies. 


careless Chinese whispers and 
without an iota of research. In other 
words, they’re greedy, impatient. 
And doomed. 

With the Sensex losing over 
800 points from its March 9 peak 
of 6,955, the advice from market 
experts is clear-cut. One, don't be a 
chicken and exit. “The India growth 
story is still intact in the long term," 
points out Nischal Maheswari, 
Head of Private Clients at Edelweiss 
Capital, a Mumbai brokerage. Two, 
don't be a pig and think the rough 
times are over. *We are in a cyclical 
downtrend,” shrugs Jamshed Desai, 
Head of Research at IL&Fs 
Investsmart India. Translation: The 
falls we’re seeing now are not just 
monthly blips (that is, the correction 
that happens within the monthly 
futures and options cycle), but are 


medium term in nature, which can 
last up to four-to-six months. 
Clearly, in between the chicken 
and the pig, there’s definitely room 
on the farm for more sensible 
beasts—those who will see out the 
current volatile times, and wait for 
the good times to roll once again. 
To be sure, there are several reasons 
to believe that the good times are 
just a few fox trots away. For one, 
the report cards being put out by 
the corporate sector continue to 
impress. At the time of writing, for 
the sample of 578 companies that 
had declared results, revenues had 
moved up by 19 per cent, operating 
profits by 21 per cent, and net pro- 
fits by 33 per cent over the previous 
year’s corresponding quarter. “By 
and large, results are on the 
expected lines,” says Abhay Aima, 


g= OIL: Extremely volatile international oil prices are leaving their mark on stocks in 
this sector. But keep in mind that because of price control, the volatile oil prices 
will affect the companies differently in India. For example, oil producers (like 
ONGC) will benefit from the price rise, while the marketing companies (HPCL, 
BPCL) will lose in the short term (till the government allows a price increase). So 
use this period to buy into these stocks cheaply. 


Country Head (Equities & Private 
Banking Group), HDFC Bank. 

Another sliver of good tidings 
for fiscal 2005-06 is in the guise 
of a normal monsoon that's been 
predicted by the Met department, 
which should play its part in the 
economy growing in the 7 per cent 
range. The Reserve Bank of India 
has put out a growth projection of 
6.9 per cent for the current year, 
whist the NCAER is a tad more bul- 
lish, with an estimate of 7.2 per 
cent. With inflation in the 5.5-6 
per cent range, nominal growth 
should be in the 12-13 per cent 
band. This, in turn, means that big 
corporations should continue to 
show healthy top and bottom lines 
in coming quarters. "In 2005-06, 
corporate earnings should grow by 
15-20 per cent," says Aima. 
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The recently announced credit 
policy too, in the meantime, has 
done its bit to keep the growth 
engine going. Steps like the doub- 
ling of overseas investment limit 
for companies, allowing all corpo- 
rates (not just importers and 
exporters) to hedge their exposure 
to commodities in the global mar- 
kets, allowing listed corporates 
directly into the repo market, and 
treating importers at par with 
exporters (they can also cancel and 
re-book their forex positions) are all 
positive steps that will benefit India 
Inc. in the long term. 

Unsurprisingly then, market- 
men aren’t flinching with their bul- 
lish projections. “The broad rally 
should take the market to around 
7,200 by March 2006,” says Aima. 
“It should reach 7,200 by October- 
November this year,” says an even 
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“The Indian market is overvalued by 17 per 
cent compared to emerging markets and a 
higher 30 per cent against global ones" 


more gung-ho Devesh Kumar, 
Senior Vice President and Head of 
Equities at ICICI Securities. 

Great, but just in case you for- 
got, there's a longish see-saw of 
volatility you've got to ride out in 
the short- to medium-term. One 
big dampener, at a global level, is 
the reduction in global liquidity. 
With us interest rates moving up 
(the Us Fed is increasing rates in a 
measured manner, at 25 basis points 
every 45 days), money is slowly 
flowing back to Us treasuries, mop- 
ping up global liquidity. Com- 
pounding the problem is the revival 
in capital expenditure domestically, 
which is resulting in more demand 
for the moolah. “Liquidity (both 
domestic and global) is drying up 
fast. In fact domestic liquidity has 
already reached a 19-year low,” 
bemoans Ridham Desai, Head of 
Research, J.M. Morgan Stanley. 

High commodity prices are 
the other spokes in the growth 
wheel. Although companies making 
these commodities are beneficiaries, 
the user industries are creaking 
under mounting costs. “Corporate 
growth rates are tapering off 
because these costs are moving 
up," says Desai of IL&FS Invest- 
smart. The high international oil 
prices (above $50 or Rs 2,200 a 
barrel for some time now) is the 
biggest worry for the global eco- 
nomy. Any major spike on that 
front will immediately reflect on 
the equity market as well. 

The Indian markets may not be 
in the overvalued zone, but these 
days you no longer will hear punters 
muttering that “stocks are grossly 
undervalued”. “Not very cheap, 
but fairly valued—just 13 times 


based on 2005-06 earnings,” is how 
broker Motilal Oswal puts it. 
“Sensex valuations are quite rea- 
sonable at our 2006 estimate for 
the Sensex EPS of Rs 574,” adds 
Nandan Chakraborty, Head of 
Research, Enam Securities. How- 
ever, comparisons with emerging 
and global markets don’t quite paint 
such a pretty picture. As J.M. 
Morgan Stanley’s Desai points out: 
“As per our estimate, the Indian 
market is overvalued by 17 per cent 
compared to global emerging mar- 
kets. The overvaluation is much 
more (30 per cent) if one compares 
with the global markets.” 

So how should you be reacting 
to this rather mixed scenario? Well, 
the good news, of course, is that 
The Great Indian Story is intact, 
and you could increase your expo- 
sure at every correction (not mind- 
lessly like the pig, though). Don’t 
wait for the eventual bottom—even 
Einstein wouldn’t be able to predict 
it. And look out for triggers; one 
could be just round the corner. 

“With the budget session get- 
ting Over, you can expect more 
aggressive action from the govern- 
ment On economic issues,” says ICICI 
Securities’ Kumar. “The trigger can 
come in the month of July in the 
form of first quarter results, or from 
companies announcing plans for 
the future in their AGMs (annual 
general meetings),” adds D.D. 
Sharma, Vice President (Research) 
at Anand Rathi Securities. Most 
important, though, is to rein in 
those expectations. Be happy with 
around 20 per cent. Don’t be a 
pig and expect a lot more. Unless, 
of course, you are in the mood to 
get slaughtered. @ 


A message for the high flier: Every time Samsonite presents a new product, It's the first of its kind. 


oduct featured: Freestyler - For urban adventures and beyond 


Q Samsonite 
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African 


Sata 


The Tata Group is expanding 
aggressively in South Africa. 
But it's not just business 
opportunity that's driving 
Ratan Tata, it's emotional 
connect. BY ROSHNI JAYAKAR 





HEN TATA GROUP 

Chairman Ratan 

N. Tata landed in 

Cape Town in 

March this year, 

he was pleasantly surprised to learn 
that Tata Indica sales in the three 
months since its launch in October 
2004 had exceeded that of any 
other car in South Africa, far ahead 
of incumbent market leaders 
Renault and Kia. Tata was doubly 
pleased that his vision for the coun- 
try was unfolding according to plan. 
Recalls Syamal Gupta, Chairman 

of Tata International (formerly Tata 
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Exports): “(Ratan) Tata told me 
three decades back that the group 
must do some pioneering work in 
Africa.” But Apartheid, and the 
African National Congress’ call for 
economic sanctions against the 
country, prevented the Tatas from 
entering South Africa then. So, alth- 
ough Tata commercial vehicles were 
sold across Africa, and the group 
had sales outlets spanning the length 
and breadth of the continent, South 
Africa remained off the Tata map. 
But “when the opportunity came 
to do business there, we tried to 
make it happen”, adds Gupta. 





The Tatas have identified South 
Africa as the group’s biggest overseas 
market. The thrust areas: telecom, 
power, mining, car distribution, 
hotels, information technology and 
tourism. “We will invest Rand 1.5 
billion (Rs 1,065 crore) on new 
projects over the next two years,” 
says Raman Dhawan, Managing 
Director of Tata Africa Holdings, 
the group’s operational company 
in South Africa and the nerve centre 
of Tata operations in Africa. 

Explaining the rationale behind 
his decision to move aggressively 
into South Africa, the 67-year-old 


[ata says: "There is clearly a busine: 
case for investing in the countr 
but right now I would say the dı 


is more the emotional bond tl 





the Tatas have with South Afric: 

His family's association wit 
South Africa goes back a lon 
time. In 1912, Sir Ratan Tata, tl 
younger son of group found 
Jamsetji Nusserwanji Tata, si 
ported Mohandas Karamch 
Gandhi's non-cooperation mo 
ment against Apartheid in Sout 
Africa by contributing a princ 
sum of Rs 1.25 lakh. 

Eighty-seven years later, in 199* 
the current group сһаігтат 
invited by Thabo Mbeki, Preside: 
of South Africa, to jon 
International Investment Cour 
ПС), which is mandated to mark 
that country to foreign investor 
Tata apart, the 13-member 
includes other glob 1 busine $$ 
ders like Niall Fitzgerald, Chairm: 
of Reuters and former Chairn 
of Unilever, Percy Barnevik of Ast 
Zeneca and Lakshmi Niwas Mitt 
of Mittal Steel Corporatior 

Tata, who first met Mbeki (the 
Deputy President) when he visit 
South Africa six years ago as 


Tata Group Chairman 
Ratan Tata: Launching the trustee of Ford Foundation, 
Indica in Johannesburg invited to join ПС when the latt 
became President in June 1999 


This allowed him to get a first-hand 


TATA INVESTMENTS IN SOUTH AFRICA feel of the country. While Tata tl 


businessman saw a country with 








COMF я NVESTMEN' great potential, Tata the phila: 
Tata Motors Bus body building plant Rand 40 million thropist was touched by the wide 
in Johannesburg (Rs 28.4 crore) spread poverty and the lopsided 

economic development that left 


Tata Steel Setting up a ferro- Rand 600 million large swatches of the country 
chrome plant (Rs 426 crore) side its realm. 

: But despite this, it has a read 

VSNL Acquired a 26 per cent Rand 1,518 million made base for accelerated erowt 
stake in SNO ОСРЕДЦИ Per capita income in 2004 w 

$10,400 (Rs 4.57 lakh), the е 

поту is chugging along at 4 per 


Tata Power Planning to bid for N.A. 
power projects 


cent per annum and it has excellent 
1 


TOTAL: Rand 2.15 billion (Rs 1,526.5 crore) financial and industrial infrastructure 


and a well trained workforce 
М.А. Not available “South Africa is the engine for th 


rest of Africa,” points out Dhawa 


The group had to enounter and 
overcome significant challenges 
when it entered the country. The 
first convince 
consumers that its products and 
services were of international stan- 
dards. So, when Tata Automobile 
Corporation 5A, a part of Tata 
Africa, saw a market for Tata 
Motors’ two- and four-tonne 


was to local 


vehicles, it subjected them to 
100,000 km of endurance and per- 
formance tests that were conducted 
by an agency in Pretoria. Needless 
to add, the vehicles cleared the tests 
and duly received approvals from 
the South African Bureau of 
Standards; and the first batch of 
Tata trucks and buses was launched 
in December 1998. Only nine 
vehicles were sold in the first four 
months. Since then, the business 
has grown, and the company sold 
1,400 vehicles in 2004-05. 

“The Tata LP 713 (a light com- 
mercial vehicle) is the largest selling 
model in South Africa,” informs 
Ravi Kant, Executive Director, Tata 
Motors. In the medium commercial 
vehicles (MCV) segment, Tata Motors 
is in #2 position, behind Toyota, 
with a market share of 18 per cent. 


TATAS IN AFRICA 





Tata Africa Holdings’ Raman Dhawan: Driving Tata's Africa strategy 


The Tata Novus range of heavy 
commercial vehicles (made by Tata 
Daeweoo Commercial Vehicles of 
South Korea) is also a big hit. Adds 
Kant: “South Africa is like one more 
region in India. We have simply 
replicated our Indian template for 
distribution, sales and service in 


Group's turnover from African operations: Rs 500 crore. 


1977 


1980- 
1993 


1994 
1997 
2000 


Uganda 


Set up operations in Zambia 


Opened office in South Africa 


Expands to Tanzania, Malawi, Namibia, Ghana, Mozambique and 


Tata Zambia takes over Pamodzi Hotel, renames it Taj Pamodzi 


Consilience Technologies set up as JV between Tata Africa Holdings 


(through Tata Infotech) and J&J (a local group) 


2002 
2004 


Zeneie Mbeki asks TCS to launch literacy programme in South Africa 


Tata Motors introduces passenger cars—tindica and Indigo—utility 


vehicles, pick-ups and commercial vehicles in South Africa 


2005 
in South Africa 


VSNL buys 26 per cent stake in SNO, the second national operator 


Tata Steel to begin work on a ferro-chrome project at Richards Bay 


by September 





South Africa.” The total market for 
buses, pick-ups and cars in South 
Africa is about 90,000 units per 
annum. Jostling for space in this 
market are global biggies like 
Toyota, BMW (which assemble their 
vehicles locally) and Hyundai 
(which imports its vehicles from 
plants located elsewhere in the 
word). The Tata Group is leaving 
no stone unturned to gain a com- 
petitive edge over its rivals. Since 
South African bus operators prefer 
locally built bodies, Tata Africa 
is setting up a Rand 40-million 
(Rs 28.4 crore), 300 units per 
annum plant to build bus bodies in 
Johannesburg. This capacity will 
be ramped up to 1,000 units 
depending on market conditions. 
Tata Motors also made a big splash 
at the Auto Africa show in 
Johannesburg in October 2004; it 
launched the Indica and the Indigo 
at prices ranging from Rand 70,000- 
90,000 (Rs 4.97-6.39 lakh), a good 
15-20 per cent lower than rival 
products. There are already more 
than 1,000 Indicas on South African 
roads today, and Tata Motors is 
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ADAPT to an efficient way of managing customers. 


/ 

{To grow faster, organizations need to manage their customers effectively and efficiently. That's where 

‘ADAPTcrm™ comes in. A moderately priced end-to-end Customer Relationship Management (CRM) software m 
solution, ADAPTcrm™ is characterized by leading-edge technology, user friendliness, comprehensive ADAPT 
functionality, scalability and a solid rapid implementation methodology. No wonder, ADAPTcrm™ helps РЕ 


organizations maximize the value of every customer interaction and drive superior corporate performance. Call | CRM for your growing business 
us today to understand how ADAPTcrm™ can help you manage customer relationship processes better. 
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Tel: 91 124 5050620, 5050621, +91 9811305200 Email: sales@adapt-india.com Website: www.adapt-india.com 
© Copyright 2004. ADAPTcrm™ is registered trademark of ADAPT Software Applications, Inc. 
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Quo Vadis? The entire world, literally 


Global Footprint 


| N 2000, TATA TEA SURPRISED THE WORLD BY 
acquiring the UK-based Tetley, the 
inventor of the tea bag, for £271 million 
(Rs 1,870 crore at the exchange rate pre- 
vailing then). The purveyors of doom had 
a field day. Tata Tea would sink under the 
mountain of debt it had had to incur to 
fund the purchase, they said wisely. 
Investors hammered down the stock. But 
the Tatas proved the naysayers wrong. 
Today, Tata Tea is once more considered 
a jewel in the Tata crown. 


The Tetley deal was the opening move 
of a long-term strategy by the Tata Group 
to acquire a global presence. The year 
2004 was a particularly busy one for 
M&A managers in the group. Tata Steel 
bought the Singapore-based Nat Steel for 
$283 million (Rs 1,245 crore) and Tata 
Motors completed the buyout of Daewoo's 
heavy commercial vehicle unit in South 
Korea for $102 million (Rs 448 crore). 
Somewhere along the way, it also took 
over Spain’s Hispano Carrocera SA, a 
maker of bus components, for $16 million 
(Rs 70.4 crore). And now comes the 
biggest of them all: VSNL is acquiring 
Tyco's undersea cable network for $130 
million (Rs 572 crore). This submarine net- 
work will give VSNL control over a 
60,000-km undersea cable network across 
three continents and was valued at about 
$3 billion (Rs 13,200 crore) at the height 
of the 2000 stock market bubble. The 
Tatas also plan to invest $2 billion 
(Rs 8,800 crore) in fertiliser, steel and 
power plants in Bangladesh. 

The Tatas as a multinational entity? 
Why not? Watch this space for more on 
this in the months to come. 
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hoping to push this number to 
7,000 by the end of the year. 
“Our cars offer very good value 
for money,” says Dhawan. 

In telecom, VSNL bought a 
26 per cent stake in South 
Africa’s second fixed-line 
operator Second National 
Operator (SNO) for $250 million 
(Rs 1,078 crore). The company, 
which will be managed by the 
Tatas, is expected to soon win a 
licence for fixed-line national 
and international voice, data 
and other value-added services. 
VSNL’s access to cable capacity 
across three continents will help 
SNO compete effectively with 
South Africa Telkom, the largest 
player in that country. 

Tata Power and Tata Steel 
are also joining the safari. The 
former is likely to bid for a 
1,000-MW power plant that the 
South African government will 
soon be awarding as part of a 
plan to augment generation 
capacity by 3,000 mw. And Tata 
Steel, India's largest fully integ- 
rated chrome producer, is 
finalising a Rand 600-million 
(Rs 426 crore), 120,000 tonnes 
per annum ferro-chrome project 
in Richards Bay on the Indian 
Ocean coastline. Ferro-chrome 
production is prohibitively 
power intensive; hence cheap 
power is sine qua non for the 
long-term viability of any such 
project. And South Africa, 
which produces 55 per cent of 
the world's ferro-chrome, enjoys 
a decisive cost advantage on 
this count—power costs less 
than two cents (88 paise) per 
unit here compared to upward 
of six cents (Rs 2.64) in India. 
*We will take advantage of the 
cheap power available here," 
says Somdeb Banerjee, Chief of 
Overseas Projects at Tata Steel. 

The plant at Richards Bay 
will use high-grade chrome ore 
sourced from India and Iran, 


convert it to ferro-chrome and 
re-export it to Europe and 
South-East Asia. Adds Banerjee: 
“The South Africa Ferro- 
Chrome Producers Cluster is the 
global price setter for the com- 
modity. Being a part of it will 
benefit Tata Steel and provide a 
hedge against adverse currency 
movements." Tata Steel plans to 
produce a differentiated product 
with higher chrome content— 
64 per cent, compared to 51 
per cent in the conventional 
product—which has a signifi- 
cantly larger customer base. The 
plant will go onstream by the 
first quarter of 2007. 

In infotech, Consilience 
Technologies, a joint venture 
between Tata Africa and J&J, a 
local group, is engaged in IT 
services and solutions. Besides, 
Tata Consultancy Services (TCS) 
has launched an e-learning pro- 
gramme to increase literacy 
levels in that country. 

The Tatas’ South African 
plans are part of a strategy to 
give the group a distinctly multi- 
national profile (see Global 
Footprint). Says Amit Chandra, 
Joint Managing Director, DSP 
Merrill Lynch: *The Tatas seem 
to be ahead of the curve while 
evaluating international oppor- 
tunities of size and significance." 

Business compulsions—of 
reducing its dependence on the 
cyclical Indian market and par- 
tially derisking revenue and 
profit streams—may be driv- 
ing the group's global strate- 
gies. But in Ratan Tata's mind, 
there is more to the South 
African strategy than pure busi- 
ness. The Tatas—who helped 
kick off the long struggle 
against Apartheid with a gene- 
rous donation to Gandhiji— 
are now returning to help 
native South Africans emerge 
from the residual vestiges of 
that discredited system. 


A man and a woman embark on a journey to rediscover 
the people they once fell in love with. 
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Samsung's 


India 
Designs 





A laggard to LG in India, Samsung has the size, the scale and brave new products. It 
is now polishing its brand halo before it goes in for the kill. BY SHAILESH DOBHAL 


HERE ARE TWO WAYS 
you can look at 
Samsung Electronics 
India. Look at it 
from a mere num- 
bers perspective, and it’s clear 
that it has to play aggressive 
catch-up. with another compat- 
riot chaebol LG (India), which, 
with Rs 6,500 crore in reve- 
nues (compared to Samsung’s 
Rs 4,900 crore) is the numero 
uno of India’s consumer elec- 
tronics industry. Its market domi- 
nation is across the consumer 
electronics spectrum: from home 
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On A Roll 


Along with sales, Samsung is also 
gaining market share. 


Sales 


Market Share 
6,500* 14.6 14.2 


11.3 10.6 
13 
45 47 “ 


Colour TVs Refrigerators Washing Machines 


Figures are in per cent m 2000 Im 2002 m 2004 
Source: ORG-GfK 





10.6 


1996 2000 2004 2005 
Sales figures are in Rs crore for Samsung 


India Electronics *Projected 


Samsung India's Zutshi: With LG leading the market and Sony in brand recall, Samsung has a lot of 


appliances to mobile handsets. But look at Samsung out- 
side of India, and you find in it the world's fastest gro- 
wing consumer electronics brand—one that even revered 
rivals like Sony are now learning to fear. It's a company 
that has successfully graduated from being a contract 
manufacturer to one that's driving innovation in the 
industry. Indeed, it is Samsung’s model that rival LG is 
trying to follow (though not exactly copy-cat) globally. 

Little wonder then, the distant #2 in India has a big 
chip on its shoulder. “We're defining the way to the 
market here in India," says Ravinder Zutshi, who 
recently got promoted as Deputy Managing Director, 
Samsung India. Call it corporate big-talk, or even plain 
bravado, but it is hard to miss the company's ambitions 
or its blue elliptical logo, omnipresent across every 
electronics shop and across product categories from 
high-end plasma televisions, colour mobile phones, 
computer monitors, digital cameras to washing 
machines. “From a product and technology perspective, 
we have no competition. Not even from Sony here," 
says Suk Ha Oh, President & CEO, South West Asia, 





catching up t 


Samsung Electronics, who took over in February this 
year after a not-so-happy churn at Samsung India that 
saw the exit of many key executives under charges of 
graft and fraud. 

Competitors aren't exactly trembling in their pinstri 
pes, but they are certainly sitting up and taking note. “In 
high-end products, they're moving ahead of competi 
tion," says a CEO of a rival multi-national home appli- 
ances company. Samsung India has the scale, the size 
and, more importantly, strong new products, and now 
it is moving in for the kill. *We're the best, and beco 
ming #1 is just a matter of time,” declares Oh. 


From Logo To The Brand 

“In India, LG is the market leader. And Sony is still per 

ceived to be a better brand," says Vineet Nigam, con 

sumer durables analyst at credit rating agency ICRA. 
Though no one at Samsung India will even as much as 
nod in agreement at this statement, it is clear that it 
wants to be more than a mere price-warrior chaebol 
brand, with invariable comparisons to LG or its own 
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GREAT PRODUCTS. GREAT ШКОК (it can’t afford to; they account for the majority of 
К durables sales in India), but by moving products into 


TES д ae rea er ЗЕРРЕ 








1995 Conventional 29-inch colour TV with 300 
watt sound output (WorldBest TV) 





1997  Twin-coóling system 








its own upscale brand shops. Almost 73 such Samsung 
Digital World, Home and Plazas (classified according 
to decreasing store size) dot more than 30 cities, and 
there are plans of doubling both stores and cities 


refrigerators covered by the end of this year. *Today, the con- 

5 4: K sumer is conscious about the retail environment. The 
1998  Exta-wide TV need is there for the industry to look at consumers’ 
(VisionPlus Series) brand interaction at the store level," says Rohit Mathur, 





2000 Microwave with 
ceramic enamel cavity; 








2005 ^ Bacteria/ virus reducing 
refrigerators, washing 
machines, air-conditioners 
(Silver Nano); first mobile 
phone with interface 
in eight Indian languages 


humble beginning as a black and white television sup- 
plier to Sanyo way back in the 1970s. It wants to stand 
right next to Sony in brand imagery, something it 
cannot do by merely outselling it, which it anyway does 
almost 10 to one today! And nothing irks top Samsung 
officials more than LG and Samsung being spoken in the 
same breath, in brand terms. *Our only brand com- 
petitor here is Sony," claims one top Samsung executive. 

Globally, Samsung has muscled its way to the top 
league of the world's consumer technologies companies, 
rubbing shoulders with Philips, Apple, Sony, Nokia and 
Canon. And its brand, which ranked #21 last year on 
BusinessWeek-Interbrand's annual survey of the world's 
most valuable brands, has moved from just cool-and-hip 
to almost cult status. Now Samsung India is on a mis- 
sion to ensure that its brand catches up with its revered 
global image, whatever that takes. 

To start with, it is changing the way it sells. But not 
by pulling out of the mom-and-pop multi-brand stores 
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head of retail marketing at Samsung. 


Soft Sell 


tion pipeline, it runs the risk of ending up as just 
another brand in the Indian marketplace. That’s 
because just about anybody in the industry, espe- 
cially a bigger player (in India) like LG, can over- 
spend and undercut its way to market dominance. 
“Lifestyle products will increasingly drive the 
consumer mindset towards brands in consumer 
electronics. And, unless we drive it through high- 
end technology and design products in a con- 
trolled retail environment, the consumer will not 
look at us as a preferred brand,” says Zutshi. 
Almost 13-14 per cent of the company’s sales 
already come from these brand stores, and the goal is 


ү; Flat Colour TV (Plano) It’s an expensive gamble, gobbling over 10 per 
5 E. Ae En | cent of Samsung's annual marketing spend, which 
S 2003 рме technology in stands at a mammoth Rs 250 crore. And if it works, 
im high-end TVs it will elevate Samsung's brand image and provide 
EN (sharper colour and it a differentiation in the market. “Samsung is a con- 
B contrast) fused brand here. Every January they say no brand 
: ЕА _ Es : massification and then by April they're back to 
^ 2004 DLP CTVs (with the discount game,” says a key competitor. 
Ё technology something There is some truth in that. For, the thought 
ЙИ between LCD and even within Samsung is that unless the company 
B plasma) is able to leverage its Korean parent’s innova- 
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“From a product and technology 
perspective, we have no 
competition. Not even from Sony 
Suk Ha Oh, President & CEO, SW Asia, Samsung 


to sell one in every five products through the Samsung 
Worlds, Homes and Plazas by the end of this year. “We 
want to sell more high-end and high-value products; 
and for that our front-end sales force should be able to 
communicate well with the consumers,” says Sanjay Rai, 
Vice President, Management Innovation & Samsung 
Marketing Academy (SMA). 

Set up just six months ago, the SMA is an attempt to 
create a product- and brand-conscious consumer- 
facing corporate culture that permeates right down to 
dealer's sales personnel. It has a budget of more than $1 
million (Rs 4.40 crore), and growing. *Once sMA came 
into my fold, I started reporting directly to the СЕО— 
something I wasn't doing even as head of manage- 
ment innovation in implementing six sigma," 
Rai, pointing to the importance and focus the company 
accords SMA in its brand plans. Another first for 
Samsung and a far cry from the industry practice of 
treating after-sales service as a revenue centre, is 
Samsung Service Plazas. *For us, service is a cost cen- 
tre, part of managing the customer-relationship- 
management chain. We earn through selling the 
product; why rip off the customer for choosing your 
brand?" says R. Srikanth, Vice President (Service). 

The company has set up seven sprawling (over 
2,500-sq. ft. each) service plazas in downtown locations 
in as many cities. Here a consumer can walk in with the 
product—mobile phones, cameras, printers and lap- 
tops—and get on-the-spot service, and 
often at prices lower than published 
rates. Samsung's pouring big money 


adds 


here, considering that it costs in excess Marketing & 
of Rs 2-crore to set up asirigle service Advertising 
Spend 


plaza, and that a dozen more are 
planned for 2005. *Many customers 
who walk in chat with our executives 
on new technologies, new products or 
even query about functionalities of 
products they may already own," says 
Srikanth. The unstated hope: That 
customers will keep coming back for 
more products. 

Also central to Samsung's strategy in 
India, much like globally, is to weave in 
consumer-relevant technology as an 
overarching attribute to its products 


1996 
Figures are in Rs crore 
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and brand. So you have refrigerators, air-conditioners 
and washing machines with bacteria- and virus-fighting 
technology in the 'Silver Nano' series, flat televisions that 
come with DNIe technology for sharper picture and con- 
trast, and mobile phones with interface in eight Indian 
language. The overarching idea: Build *a multi-product, 
intra-product co-opted brand" that is at 
once able to take on rivals as varied as 
Nokia, Electrolux, Sony, LG, Philips, 
Hewlett-Packard and Canon. 

"Mobile phone leads the Samsung 
brand today," says Anuj Kapoor, 
General Manager (Telecom Business), 
Samsung. And it's not hard to see 
why, what with the mobile phone 
category almost personifying brand 
Samsung's coolness among young, 
design-conscious, technology-savvy 
and very high-involvement consumers. 
Samsung is trying to stay at the fore- 
front of technology, w hilst trying to 
build lasting brand advantage. It has 
proved that it can work, globally. The 
test in India has just begun. E 
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bt bilateralism 


The Middle 


Game 


“A king has no friends; only inte- 
rests. And a good king is one who 
ruthlessly follows the path that is 
in the best interest of bis kingdom 
and his subjects, regardless of his 
personal feelings on the subject.” 
Kautilya in Arthashastra, the 
2,300-year-old Indian text on 


kingship, politics and economics . 


EW DELHI OCCUPIES A 
unique geographical posi- 
tion. Draw an arc from 


the oil-rich states of West Asia 
to the energy-hungry nations of 
South East Asia and beyond, and 
you'll find our national capital 
sitting bang in its middle. But 
Indian governments in the past 
were too insular, weak, timid, 
idealistic or blind to leverage this 
geo-strategic advantage for mate- 
rial and political gains. Not any 
more. In a sign that the govern- 
ment has woken up, belatedly, 
to the new power game being 
played out in the continent, New 
Delhi hosted three Asian lea- 
ders—Wen Jiabao of China, 
Pervez Musharraf of Pakistan and 
Junichiro Koizumi of Japan—in 
the space of one month. The 
headlines and the talking points of 
the visits, at least those of Wen 
and Koizumi, were mainly eco- 
nomic, but the undertones were 
distinctly political and strategic. 

First, the issues at stake: The 
rise of China and its stated goal of 
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There's a new 
Great Game being 
played out across 

Asia. The prize: 

military and 


economic leadership 


of the continent. 
Does India have 
what it takes 
to win? 
BY ARNAB MITRA 





assuming the leadership of Asia— 
and by extension of the entire 
Third World—have been cau- 
sing unease in Asian capitals for 
some time now. India's ties with 
Japan assume significance in the 
light of this, and several other 
developments. 

"India and Japan are natural 


Director, Centre for Policy 
- Research, and noted strategic 
affairs thinker. Adds Nagesh 

-Kumar, Director General, 
Research & Information System 
for Developing Countries (RIS), 
an economic think tank under 
the Ministry of External Affairs: 
"The Japanese and Indian 
economies complement each 
other very well." 

Political and strategic coope- 
ration and deeper economic linka- 
ges will, thus, form the two axis 
of India's future engagement with 
Japan. Both sides recognise this 
significant shift—from a donor- 
recipient relationship to an equal 
partnership—in the direction of 
bilateral ties. *Japan and India 
share strategic interests," Koizumi 
told a gathering of industrialists at 
a function organised by the 
Confederation of Indian Industry, 
Assocham and Federation of 
Indian Chambers of Commerce 
and Industry, adding that the two 
countries had agreed to set up a 
joint Indo-Japanese Study Group 


| bsc says Brahma Chellaney, 


to strengthen economic relations. 

India and Japan, along with 
Germany and Brazil, have formed 
a new grouping called the Group 
of 4 (G-4), The agenda: coordi- 
nate efforts to reform the United 
Nations and ensure permanent 
seats for themselves in an expanded 
Security Council. The G-4 has 
clout; make no mistake on that. 
Japan is the second largest provider 
of funds to the UN after the Us and 


contributes 20 per cent of its - 


budget. Germany pitches in with 9 
per cent. And India and Brazil are 
two of the world's fastest-grow- 
ing economies. So, when the G-4 
speaks, the world will be forced 
to give it at least a hearing. But 
it's not going to be smooth sail- 
ing, not by a long shot. The us 
wants a consensus on the proposal, 
a surefire way of ensuring that it is 
not carried. China's strategy is 
more nuanced. It is attempting to 
divide the G-4 by strongly oppos- 
ing Japan’s bid for a permanent 
seat while endorsing Germany’s 
candidature. On India, it has re- 
sorted to rhetoric and doublespeak 
without actually clarifying its po- 
sition on the matter. But it's clear 
that China does not want any other 
Asian power to wield a veto power 
on world affairs. Says Chellaney: 
“We can't depend on the generos- 
ity of any country to get what we 
want." In this context, he points to 
the increasing asymmetry in the 
economic and military balance be- 
tween India and China. *China's 
economy has been growing at 9.5 
per cent annually and it spends 
about 15 per cent of its GDP on 
defence. India, on the other hand, 
has been growing at only 6.5 per 
cent and its defence spending as a 
percentage of GDP has come down 
from 3.5 per cent in 1988-89 to 
2.35 per cent now. We have to 
build up hard power, both eco- 
nomic and military, if we want to 
achieve our global political goals.” 

A window of opportunity is 


CHINA 


PAKISTAN 


-a 





now available. Japanese investors 
are nervous about the fate of their 
massive investments in China after 
state-sponsored arsonists ran amok, 
destroying Japanese properties and 
products in retaliation against 
Japanese war crimes during and 
before the Second World War. 
China was reportedly building up 


' its case for opposing Japan's 


Security Council ambitions, but it 
may have overplayed its hand. 
India can cash in on this strain in 
Sino-Japanese relations to offer it- 
self as a viable alternative desti- 
nation for Japanese investments. 
*Japan was the first East Asian 
country to ‘discover’ us (in the 
1980s when Suzuki, Mazda, 
Honda and other Japanese auto- 
mobile and two-wheeler compa- 
nies came into India in droves), 
but they soon turned their focus 
away to the newly-industrialised 
countries of South-East Asia,” says 
RIS’ Kumar. “But they're realising 
India’s potential once again.” 
That’s true. Indo-Japanese 
trade has stagnated at around 
$4-billion (Rs 17,600 crore) for 
the last five years and cumulative 
Japanese investments in India are 
still short of the $2-billion 
(Rs 8,800-crore) mark. “There is 
vast potential for higher levels of 
Japanese investments in a variety of 
sectors like infrastructure, tele- 
com, power and construction,” 
says Union Commerce Minister 
Kamal Nath. This may already be 
happening. “About 90 per cent of 
Japanese companies in India are 
looking to expand their opera- 
tions,” Koizumi told a gathering of 
Indian business leaders. It is in this 
context that Japan’s proposed 
$5-billion (Rs 22,000-crore) in- 
vestment in the East-West Rail 
Freight Corridor linking Delhi 
with Mumbai and Howrah assu- 
mes importance. In tradition- 
bound Japan, signals matter even 
more than the spoken word. And 
Koizumi's endorsement of the 
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Bilateral Trade... 


The numbers are not impressive, but that may change. 





COUNTRY EXPORTS 


GROWTH(? 





VALUE 





JAPAN* 


o) VALUE 







IMPORTS 
GROWTH 


BALANCE 
OF TRADE 


TRADE 
VOLUME 

















T 


CHINA* 


| mn 19. 8 $4.05 4500 
$008. 4637 


$7.00 -1.09b 
$0485 0335 — 





* Provisional figures for 2003-04 


** Figures for April-January 2004-05; % growth figures compared against previous corresponding period 


Source: Ministry of Commerce, Government of Indía 


project is a signal that his govern- 
ment is keen on heightened eco- 
nomic engagement with India. Adds 
Jagdish Khattar, Managing Director 
of Maruti Udyog, arguably the most 
successful Japanese venture in India: 
“It’s quite clear that India is once 
again on the radars of Japanese 
businessmen. And plummeting Sino- 
Japanese ties have benefited India." 
India can also use its muscle in IT 
software to take this relationship 
forward. Indian rr companies have 
only a marginal presence in the 
$100-billion (Rs 4,40,000-crore) 
Japanese software market, which 
is growing at 10 per cent per 
annum. So there is massive scope to 
ratchet up volumes. If and when 
that happens, it would be another 


hurrah for India's Look East Policy. 

India's ties with China are more 
complex. *China is following a 
simultaneous policy of engagement 
with and containment of India," 
warns Chellaney. The Dragon is 
seeking closer ties with India even as 
it rings India with a series of poten- 
tially hostile military alliances, and 
proliferates missile and nuclear tech- 
nology to an openly-hostile Pakistan. 

But, this is in keeping with 
China's political goal of using India's 
democracy and goodwill in the 
world to gain concessions at the 
World Trade Organization, IMF and 
the World Bank while simultane- 
ously encouraging the world to 
hyphenate India with Pakistan and 
keeping it pinned down to South 





Hand-in-hand: Indian Prime Minister Manmohan Singh (R) greets his Japanese 
counterpart Junichiro Koizumi during his recent India visit 
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Asia. And Pakistan, for its part, is 
playing the perfect foil to China by 
stoking the flames in Kashmir. Like 
China, but for its own reasons, 
Islamabad, too, wants to stop India 
from playing a bigger role in Asia 
and the world, and Kashmir offers it 
the perfect tool to pursue this policy. 
“Japan is more important to 
India’s strategic place in Asia than 
China and Pakistan combined,” 
concludes Chellaney. “And in any 
case, you can’t really pursue com- 
plementarities with adversaries.” 
India and Japan, thus, have much 
to gain from closer political and 
economic ties with each other. 
Closer relations with China and 
Pakistan, lofty rhetoric on good 
neighbourly ties and joint statements 
on two ancient civilisations marching 
ahead hand-in-hand are all very fine. 
But Indian planners will do well to 
keep in mind that unless they build 
alliances and proactively set limits on 
the exercise of Chinese power, the 
rules of the new Great Game will be 
written in Beijing. That, as even the 
most ardent Sinophile will agree, 
won't be good news for the rest of 
Asia. It is in India’s interest to ensure 
that power is more equitably balan- 
ced in the continent. Kautiliya’s 
ancient book of wisdom might offer 
a few tips on that. 
ADDITIONAL REPORTING BY 
SHAILESH DOBHAL, KUSHAN MITRA, 
KUMARKAUSHALAM AND SAHAD 
P.V. IN NEW DELHI, AND RAHUI 
SACHITANAND IN BANGALORE 
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“Price Is Not 
The Issue, Value Is” 


An expert panel delves into reasons behind India’s poor domestic IT penetration. 


O THOSE AMONG US WHO 
like to think of India as an 
information technology (IT) 
powerhouse, here's some 
shocking news. India is 

one of the most under-invested coun- 

tries in IT. Chile has more personal 
computers per 1,000 people than India 

(119 vs seven), Ireland has 17 times 

more internet users per 1,000 people 

than India (271 vs 16), and the тт 
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capital share of total capital in India is 
a measly 3.5 per cent compared to 
24 per cent of those economies inves- 
ted in IT capital. These are some of the 
findings of a new Nasscom report on 
“Information Technology in the 
Economy of India”. Prepared by two 
us-based firms, Sallstrom Consulting 
and Nathan Associates, the report 
makes a case for increased investment 
in IT to boost economic growth. To 
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debate on some of the key issues 
v raised by the report, Br brought 
together Nasscom's Kiran Karnik, 


Microsoft India's Ravi Venkatesan, . 


Sallstrom Consulting's Laura 
Sallstrom and Nathan Associates’ 
Robert Damuth. The panel was 
moderated by BT’s Deputy Editor, 
R. Sridharan. Excerpts: 


BT: Kiran, isn't it ironic that a country 
that likes to think of itself as an IT 
powerhouse is such a poor consumer of 
IT itself? 

I don't think it's odd. It's just 
opportunistic. There was a huge 
opportunity abroad and we took it 
on. But | think the time's come 
when we look at what we need to 
and can do in the country. The 
possibilities are immense, the need 
is very large, and I think the 
industry at this time is at the right 
stage to contribute. 


BT: Ravi, as somebody who works for 
a global software giant, what do you 
think is holding back IT usage in the 
country? Is it price, language barrier, or 
the absence of locally-relevant appli- 
cations and content? 

If you look very broadly, there are 
four or five levers that we need to 
pull to drive rr adoption within 
the country. One of them is con- 


broadband connectivity over the 
next four or five years. The sec- 
ond big lever is affordability. That 
is affordability of hardware, soft- 
ware and connectivity. How we 
bring down the cost of the whole 
stack so that IT can be driven deeper 
into the economic pyramid. The 
third thing is language. While 68 
per cent of our population is liter- 
ate, only about 5 per cent can read, 
write and converse in English. That 
means the other 32 per cent is illi- 
terate and needs a different kind of 
computer interface. The fourth is a 
tough one. How do you create 
locally-relevant applications? Small 
businesses want low-cost, easy-to- 
use accounting packages. And if 
you are in rural India, what you 
want is weather information, crop 
information and healthcare infor- 
mation. Now, these tend to be writ- 
ten by small isvs (independent soft- 
ware vendors), and unless we can 
curb piracy, which is one of the 
themes coming out of the study, 
it is very hard for the small ISV to 
bootstrap its way to success. The 
final lever is education. That is, 
giving people the basic rr skills to 
extract information out of con- 
nected device of any sort. 


BT: Robert, if you look at the Indian 


economies, what are the elements 
that need to come together to spur 
IT usage? 

While India’s GDP might be rela- 
tively large, its GDP per capita even 
in PPP (purchasing power parity) is 
extremely low and certainly lower 
than in the other economies | con- 
sidered (for the report), When 
measured in international dollars 
(read: Ppr), among all economies 
under-invested in IT capital, GDP 
per capita is the lowest in India. 
Although there are other reasons 
that help explain India’s under- 
investment, I think low per capita 
income is the leading reason. 

For a greater uptake of гт, the 
value has to be demonstrated. That 
is one of the initiatives that's going 
to be undertaken following this 
study. The industry has to work 
to demonstrate to businesses that 
there's value. And when there's 
value in the applications and hard- 
ware, the businesses will invest. 


BT: Kiran, whose job is it to demon- 
strate this value? IT companies' or a 
body like Nasscom's? 

The issue, in my opinion, is dem- 
and. Looking at India and else- 
where, it's clear that demand comes 
when there's competition and 
deregulation. Competition forces 
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“When IPR is not 
protected, there is 
no incentive to 
develop products for 
the local market” 


LAURA SALLSTROM 
PRESIDENT, SALLSTROM CONSULTING 





“Demand for IT will 
come when there is 
competition in and 
deregulation of the 
economy” 


KIRAN KARNIK 
PRESIDENT, NASSCOM 


happen in segments like banking 
and telecom. So, if we want to 
drive demand for IT we need to 
change the policy framework 
beyond IT to competition itself. 
This is all the more important in the 
rural sector, which currently is 
completely uncompetitive. We 
don’t have one common market 
for agriculture. Having done all 
that, individual companies will 
have to go—like they do abroad— 
and demonstrate the value of their 
applications. You need to create 
demand. Otherwise, it’s going be 
to very difficult. 


BT: Laura, Ravi earlier raised the issue 
of IPR (intellectual property rights)... 
how its absence discourages small 
vendors from producing locally relevant 
applications. But when it comes to 
usage, shouldn't the opposite be true? 
If you are able to copy software freely, 
there should be more people using it. 
It’s an interesting theory (laughs), 
and it’s a theory I’ve heard before, 
usually from countries that have 
high piracy rates. If we do an analy- 
sis of innovation economies, 
economies that are creators of 
knowledge, they have low piracy 
rates. It’s a critical factor under- 
pinning the problem in India. We 
were actually with a group of ISVs 
yesterday, and they all said *we are 
not recouping cost here’. And every 
time I know I can export a product 
and make a profit, | am going to 
invest my resources in exporting 
the products. So, if I know that 
my product is going to be pirated 
here, | am not going to invest my 
time and resources in developing 
products for the market here. 1 
think this is a vicious circle of IPR 
protection, where the innovation 
economy isn't working. When IPR 
protection is not there, qualified 
labour declines to be engaged in 
the development of local products, 
or declines to start a company 
focussed on developing products 
for the local market. The other 


part of the cycle that breaks down 
is capital access. Venture capita- 
lists don't want to lend money 


when they know that they are not 
going to make money. 


BT: Ravi, | am sure price plays a big 
role in encouraging piracy. Do you 
think companies like Microsoft have 
a responsibility to price products at 
levels the local market can afford? 
Clearly, affordability is a factor. 
Therefore, we need to make sure 
that we are driving down the cost of 
everything... hardware, software, 
connectivity... the whole stack. To 
make sure that people are willing to 
pay and not forced to pirate because 
of economic issues. Microsoft is 
doing a number of things to address 
this. One is to make sure that you 
have different products with dif- 
ferent features at different price 
points. Another good idea we've 
taken up is, because India is largely 
vernacular-language speaking, we 
are making sure that our vernacular 
versions are priced substantially 
lower than similar English versions. 
Next idea the computer indus- 
try has to adopt comes from the 
telecom industry. What drove the 
adoption of cell phones in the coun- 
try? Instead of an upfront payment, 
there were EMI (equated monthly in- 
stalment) plans. So, along with 
OEMS like HCL and telcos like Bharti, 
Reliance and BSNL, we are trying 
to come up with packages, so that 
for Rs 399 or Rs 599 you get a 
combination of hardware, software 
and so many hours of connectivity. 
There are some issues to be cracked 
like who owns the risk and how 
much, but the direction is fine. 


BT: Robert, one of the basic premises 
of this report is that IT can help drive 
economic growth. Isn't that too sim- 
plistic? How exactly does it work? 

Primarily by providing access to 
information. With information you 
are more competitive, and compe- 
tition is what really drives 
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development and growth. There’s 
been some debate on the direct 
relationship between greater use 
of IT and productivity. Greater use 
of IT is not going to immediately 
improve productivity, but it can 
remove some of the barriers to 
greater productivity . 


BT: Kiran, do you think there still are 
tariff barriers in the way of IT import? 
Tariffs have come down over the 
years, and we are very pleased that 
as part of the ITA (Information 
Technology Agreement) that we 
have signed, tariffs have come down 
to zero. The other tariffs continue 
to be there. You know, as a cus- 
tomer I don't care if the tariff is 
in the form of octroi, sales tax, or 
excise. All I want to know is what is 
the tax component, and that is still 
high compared to other countries. 
The second part, reiterating 
what you said earlier, price is a key 
element of it. India is a very price- 
sensitive market. But the price also 
relates to value. And if we can bring 
in value through different appli- 
cations... the critical thing is the 
law of square. That is, the more 
people you connect, the greater 
the snowballing effect. In order to 
kickstart it, you got to build that 
minimum number that makes it 
worthwhile to add that value. 
RAVI: Can I jump in here? I really 
want you to amplify the point Kiran 
made about value. When I came 
to the industry, there was this great 
myth about affordability. The ans- 
wer to drive PC penetration was to 
drop the price. Then we took a 
look and found that among the 
rich people, who could afford 
almost anything, the pc penetra- 
tion was 30 per cent. What does it 
tell you? That РС is not a com- 
pelling must-have device like, say, a 
cell phone. Even car drivers have 
cell phones these days. That means 
even people with extremely modest 
incomes are finding the money to 
spend on cell phones, motorcycles, 
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гуз, even a DVD player. The 
compelling takeaway for us is 
value. What’s going to make it a 
must-have device? Two things. 
One is broadband connectivity, 
and the second is applications. 
So fundamentally, price is not the 
issue. Value is. 


BT: Robert, in this report there are 
countries much smaller than India that 
boast of higher IT penetration. So what 
has happened here? Have their gov- 
ernments consistently evolved IT- 
friendly policies or have the people 
perceived value and then gone ahead 
and invested in IT? 

I think it has to do with businesses 
in those economies, and not so 
much households, understanding 
the value of using IT. But it also 
has to do with governments. Chile, 
for example, clearly knows the 
value of competition. How IT can 
help promote demand and help 
reduce prices. And in some sense, 
Argentina too. Argentina has a big 
agriculture sector like India, and 
that sector was keen on improving 
productivity using IT. 


BT: Finally, Laura, are there any 
ideal models of IT adoption that India 
could follow? 

I don't think there is a single model 
that fits every country, because in 
every country there are barriers 
other than what we talked about 
earlier. But things like IPR protection 
and innovation are some factors 
common to all markets. 

RAVI: Before we close, I just wanted 
to hit on one important point about 
the study. Our educational institu- 
tions are not producing either 
enough quantity or certainly not 
enough quality (of engineers) to 
sustain the growth of Indian IT. 
Nasscom has estimated in a separate 
study a shortage of (250,000) com- 
puter professionals by 2008. If we 
really want to be successful as a 
nation, we have to very urgently 
address the education issue. 
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KEVIN B. ROLLINS 


PRESIDENT AND CEO 
DELL INC. 


“The 

PC Will 

Remain 

The Core. 

Of The 
ompany" 


E IS THE ULTIMATI 

non-geeky chief 

executive. In an 

industry domi- 

nated by larger 
than life, charismatic and nerdy 
leaders like Bill Gates and Steve 
Jobs and, well, abem, bis own 
partner Michael Dell (note: not 
boss; we'll come to tbat in a 
moment), Kevin Rollins is in a 
class of his own. 

As President and CEO of the 
$49.2-billion (Rs 2,16,400 
crore) Dell Inc., Rollins, 52, 
has his hands full running a 






By the end of the year, India will have the 





market leader whose direct selling 
business model “The Dell Way” 
has been talked and written about, 
analysed, and envied, but rarely 
successfully emulated. 

Rollins, who's an Alpine skier 
and trained classical violinist, man- 
ages to squeeze in time for a couple 
of concerts every year and plays 
regularly at the Church of Jesus 
Christ of Latter Day Saints in his 
hometown in Texas. In India on a 
24-hour whirlwind visit to review 
operations and meet employees, he 
took time off to talk to Business 
Today’s Venkatesha Babu about 
the global tech scene, about Dell’s 
own unique place in it and about 
his company’s plans for and in 
India. Excerpts: 


Michael Dell was here just last month 
(to open Dell's latest contact centre 
in Mohali) and now you are here. India 
seems to be blipping furiously on Dell's 
radar screen. Why? 

Well, this is actually my fifth visit 
to India (and the first after taking 
over as CEO nine months back), 
but it has been a while since I 
came here last and things... well, 
they have changed significantly. 
All the earlier visits were focussed 
on setting up things and getting 
them going. Now we are ready 
to talk to the outside world about 
our India story. 

Some of that (silence) happened 
because of political developments 
(the cry against outsourcing) in the 
US and some because we were con- 
centrating on establishing ourselves 
here and growing. Dell India has 
now attained critical mass; we have 
taken this business from zero 
employees (in 2001) to about 
10,000 employees by the end of 
the year. That is huge growth. By 
the end of the year, India will have 


the largest number of Dell emplo- 
yees outside the us. 


Earlier this month, you revised your 
sales target to $80 billion (Rs 3,52,000 
crore) over the next three years... 
(Interrupts) Three to four years. 


Yes, but you are already a $50-bil- 
lion company; you have an 18 per 
cent market share in the PC segment 
globally. Does that leave much room for 
growth, considering that there has 
been talk of a slowdown in the hard- 
ware replacement cycle? 

According to Ipc, the pc market 
will grow 10 per cent this quarter. 
Any industry growing at this rate is 
considered a high growth one. And 
though we are the market leader 
in the Us, we have only 6 per cent 
market share in the rest of the 
world. So there's a huge market 
waiting to be tapped. 


Did the IBM-Lenovo deal influence 
the sales target revision? 

The industry is going through a 
phase of consolidation—Compaq 
and HP merged; Gateway and 
e-Machines were amalgamated; and 
now comes the IBM-Lenovo deal. 
But it's very, very difficult to buy 
market share in this industry. 
Companies have tried that and failed. 
At Dell, we welcome this consoli- 
dation as a very positive thing. 


The tech sector has been sending out 
mixed signals. What is the feedback 
you are getting from customers? Is 
there a fear of slowdown? 

Oh no! I don't think so. The mar- 
ket is definitely slower than last 
year, but not enough to worry 
about. The winners are standing 
apart from the losers. So, instead 
of a broad brush approach cove- 
ring the entire sector, what is 


emerging is a more nuanced 
scenario. 


Dell has been trying to move from 
being a so-called "box shifter" to an IT 
solutions provider. How long have you 
come down this road? 

I think we have succeeded ama- 
zingly well in moving from the ear- 
lier image, but sections of the mar- 
ket have not understood this trans- 
formation well. We get 40 per cent 
of our revenues from the desktop 
PC segment, 20 per cent from 
mobility solutions (read: notebooks 
and handhelds), 10 per cent from 
servers, 8 per cent from services, 15 
per cent from software and 
peripherals, and rest from storage 
and other segments. 

What we are trying to say is 
that 60 per cent of revenues now 
come from these new diversified 
IT categories (read: non-PC busi- 
ness) and that is proof that the 
company has changed. Mind you, 
this is not a forecast. Our поп-РС 
revenues are already larger than 
our revenues from PCs. 


But analysts point out that this is not a 
true picture as the PC is still the driver 
of a lot of the services, storage and 
other stuff you sell... 

The rc will remain the core of the 
company. We are not going to 
throw away the core. Most analysts 
say the РС industry is bad and that 
is why this strategy is bad. We 
disagree. It's just that it has bad 
players... which is good for us 
(laughs). If you look at the profi- 
tability of the industry... it will dou- 
ble if Dell's market share doubles; 
it'll triple if our market share triples. 
Our strategy has been to build on 
our core strength, which is the рс 
segment, and grow it into new cate- 
gories. Unlike some players who 
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had to exit this segment because 
they could not make money (read: 
IBM), we believe that we have been 
very successful. 


Will we ever see a Dell machine ship- 
ped with an AMD processor? 

We are constantly evaluating and 
reviewing that. Right now, we feel 
that Intel has got its roadmap right. 
But we always consider all other 
possibilities as well. 


You've been eyeing HP's printer mar- 
ket (margins are really juicy here; 
volume to volume, HP's inks are more 
expensive than Dom Perignon). But HP 
has ring fenced its advantage with 
investments in R&D. What's your stra- 
tegy here? 

Dell’s entry into the printing and 
imaging segment is already changing 
the industry. We have sold more 
than five million printers in the last 
one year. Some of our competitors 
are already feeling the heat in the 
marketplace. But we still have a 
long way to go. It will take several 
years before the full impact of Dell's 
presence in this segment is fully 
appreciated. 

The printer market is not very 
price elastic. Usage will not rise dra- 
matically if I cut ink and toner 
prices, though there might be some 
growth. The key is in having an 
installed base. That’s what we are 
working towards: growing our base 
and eroding that of our competitor. 
Then the profits will flow to us. 


One hardware product that has created 
a global buzz in the past few quarters 
is the Apple iPod... which you have 
dismissed as a ‘fad’. Apple is perceived 
as a company that is strong on 
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innovation. Dell's suite, on the other 
hand, has been execution. (Dell spends 
less than 1 per cent of its revenues on 
R&D). Which is more crucial: 
innovation or execution? 

That's not true. Dell does innovate. 
If you have to name one company 
that has done most to change the 
contours of the industry, it's Dell. 
Apple has done a great job and 
when I called it a fad, it was not 
meant to be disparaging. Let me 
put it this way... How many popu- 
lar musicians stay popular forever? 
They come and go. Apple hit a 
sweet spot with an attractive pro- 
duct, but I believe they come and 
go. Success depends on: ‘Can you 
do it repeatedly, day in and out?’ 
Apple has not demonstrated that it 
can. Give me a list of successful 
and, more importantly, profitable 
innovations from Apple. iPod is its 
first real success. Hats off to it, 
wonderful job. But don’t mistake a 
one-product hit as a sign of suc- 
cess. Apple has only a 2-3 per cent 
market share in the pc business. 
Despite its so-called innovations, it 
is still very small. 


Dell's services business has been gro- 
wing rapidly at around 8 per cent per 
annum. How different is your busi- 
ness model from that of IBM or HP? 

It’s massively different. For them, 
the box is a bad thing. So they are 
chasing business process outsourc- 
ing, network outsourcing... and a 
whole series of major initiatives. 
Our strategy is simple: sell the hard- 
ware, and sell services around that 
hardware. We continue to put a 
wrapper around the box that gets 
thicker and bigger. We know better 
than anybody else how to do that. 


If you look at the services 
industry, two-thirds of the profits 
come from services close to the 
hardware; only a third is in services 
outside the hardware. So we looked 
at which strategy to choose and ob- 
viously went with the former. We 
are selling more hardware than any- 
body else. We are sticking to the 
knitting. IBM and HP want to run 
other businesses. That’s fine. That's 
their game. Our game is hardware 
and the services surrounding it. 


Will you get into the hosted hard- 
ware space that some players have 
been talking of... things like on-dem- 
and business, and grid and utility 
computing? 

No, I don't think so. Hosting and 
on-demand are actually code words 
for a financing fee. We see that a 
number of customers are rejecting 
the on-demand model. They are 
looking at in-house sourcing. J.P. 
Morgan Chase recently cancelled 
IBM's contract and decided to do 
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everything IBM was doing in-house. 
There are many more such exam- 
ples. iBM's model offers lower entry 
price but higher service or financing 
fees for the hardware. It's a financ- 
ing job. We found that most com- 
panies have enough scale; they don't 
need to be hosted. A majority of 
our customers are rejecting the 
on-demand model. They are selec- 
tively outsourcing some—not all— 
functions in order to retain con- 
trol. Companies are realising that 
full outsourcing is a big mistake. 


How is your servers and storage busi- 
ness doing? 

This segment is going to be the chief 
strategic focus for Dell from a pro- 
duct standpoint. We just launched a 
completely new line of servers, 
including blade servers, only last fall 
and winter. Our server line is second 
to none on price and technology. 


Dell has started selling flat panel tele- 
visions. How does this fit in? World- 
wide, none of the consumer electronics 
majors, including iconic brands like 
Sony, is making any money? 

We are already present in the con- 
sumer electronics space with our 
PCs. It's a market that we know 
very well. Our printing and imaging 
products, which address the same 
market, are very profitable. We are 
now moving into televisions. But 
we have been very selective about 
our product space here precisely 
for the reasons you mentioned. It is 
not a very profitable space. Most of 
the Japanese and Korean majors 
don't make money. That is why 
you will not see a Dell pvp. We 
are in a space where we think we 
can add value and make a profit. 
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How happy are you with the progress 
made by Dell in the Indian marketplace? 
We are happy with the market 
but not with the trade. We believe 
that as India opens up more it will 
become more attractive. There are 
barriers even now. We do not love 
or hate a marketplace. We have a 
responsibility towards our 
shareholders to make profits. | am 
satisfied with the progress made 
but I am looking for more growth. 
As tariff barriers come down, we 
will grow faster. I told my India 
team that as the tariff wall comes 
down, we will set up a large fac- 
tory here and become a major 
player in this market. 

Right now, the strategy is to use 
the tremendous talent pool available 
here for call centres, software 
development activities and other 
back-office work. There will come 
a time when India will be our “pri- 
oritised strategic country” for sales. 
But that’s not the case today. For 
the present, we are more focussed 
on the European and Chinese mar- 
kets. But I believe that the time 
is not far off when India will also 
become an important market for 
us. We are making a profit in 
India. But is it the number one 
market? Not yet. 


There were some concerns when some 
call centre business was shifted out 
of India because of some issues. Are 
those settled now? 

Yes, all the issues have been set- 
tled. There was some shuffling. 
There is a larger picture than what 
appeared in the media at that time. 
It was obviously a political issue. 
Secondly, we ramped up our size 
too fast. We did not pull back, but 





we shifted. We are dedicated to 
India. But we are shifting to a 
different category of users: con- 
sumers, small and medium busi- 
nesses and some others. Our head- 
count has consistently gone up even 
through these shifts. The facts are 
different from what was reported at 
that time. We opened one more 
call centre in India only last month 
and there will be more. We have a 
great team. We are thrilled with 
India and we love it. 


How does it feel to work with a man 
who is an industry legend and whose 
name features on the buildings, the 
products and on literally everything in 
the company? 

I am often asked about this. 
Michael and I share a wonderful 
relationship. His marketing value 
for the company is unmatchable. I 
love that. I took the CEO title nine 
months back but the job I am doing 
is no different from what I have 
been doing for the past five years. 
He and I run the company toge- 
ther. Titles have meant little but 
Michael's star power has meant a 
lot. He is still a major influence in 
the company and that is how we 
want it. We run it as partners— 
not as a boss-and-subordinate team. 
It is good to have two leaders. With 
two leaders we can be here twice as 
often (laughs). 
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INDIA'S 


BEST 
FUND 


MANAGERS 


A BT-Mutualfundsindia.com study. 











HEY ARE AS SIMILAR TO EACH OTHER AS CHALK AND CHEESE. BUT THE 

11 fund managers listed (in the alphabetical order of their sur- 

names) in the pages that follow—India’s best, according to a num- 

bers-plus exercise carried out by Business Today and 

Mutualfundsindia.com, a Mumbai-based agency that is now part 
of ICRA Online—have two things in common, ambition and grit. Many are 
Indian Institute of Management (ПМ) grads, others are Chartered Accountants 
(CAs) and a couple sport more esoteric degrees. They read all kinds of literature: 
from Peter Bernstein to Jeffrey Archer to John Grisham. Most love travelling 
and spending time with their families. This is their story... 
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FUND 
MANAGERS 
OF INDIA 


Reliance Mutual Fund 


DSP Merrill Lynch 


Deutsche Mutual Fund 
Kotak Mahindra 
Reliance Mutual Fund 


The Long Hauler 


hopra, 33, Senior Vice President, UTI Mutual Fund 








Corpus Compounded Returns (in per c 
Scheme (in Rs crore 1 Year 2 Years 3 Years 
UTI Gilt Advantage Fund-LTP-Growth 89.83 -0:63 | 633 10.16 
UTI Gilt Advantage Fund-STP-Growth 190 | 240 1.31 9.20 
UTI G-Sec Fund-Growth 445.52 -2.29 4.69 6.71 


Ape CHOPRA ATTRIBUTES THE SUCCESS OF HIS FUNDS TO THEIR LONG- 
term calls on the market. *While we do take advantage of trading 
opportunities available in the market, we believe in having balanced and well- 
diversified portfolios," he says. 

Chopra, who manages 12 gilt funds for Ur! Mutual Fund (total corpus: over 
Rs 6,200 crore), combines top-down and bottom-up approaches to investing. 
This allows him to adapt to different market conditions and leverage 
investment opportunities at any given time. “Asset quality and liquidity of 
instruments are the two most important parameters we consider,” he adds. UTs 
gilt funds have limited exposure to short-term deposits. “We expect interest 
rates to consolidate over the next year or so (FY2005-06). Barring unforeseen 
shocks, we expect the benchmark 10-year paper to move in the 7-7.5 per cent 
band. Investors can, therefore, broadly expect 4.8-6 per cent returns from dif 
ferent types of debt funds," asserts Chopra, an MBA from the Faculty of 
Management Studies, Delhi. “We lay a great deal of stress on risk management 
and avoid concentrated exposures to individual companies," he adds. 

How does he relax? Despite a hectic 10-12 hour daily schedule, Chopra still 
finds time to read— his favourite authors are Roald Dahl, Peter Bernstein and 
Gurcharan Das—iisten to country, western, fusion and even techno-trance music 
and go trekking. Recently, he took off for 10 days on a trekking expedition to 
Khatling Glacier in Garhwal. “It helps me unwind,” he says with a smile. Chopra 
is married to a marketing professional, and has a three-year-old son. 

SHILPA NA 
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FOCAL POINT 


Gilt-Edged Returns 


Sujoy Kumar Das, 32,Vice President and Fund Manager, 
DSP Merrill Lynch Mutual Fund 


Compounded Returns (in per cent) 
1 Year 2 Years 3 Years 


4.94 5.49 


Corpu 


Scheme (in Rs crore) 


DSP ML Liquidity Fund-Growth 





IQUIDITY IS THE MAIN CRITERIA FOR US,” SAYS SUJOY KUMAR DAS. THIS IS 
because liquid funds cater to the cash management needs of corporates 
and high net worth individuals. Das—an MBA from Hindu Institute of 
Management, Sonepat (Class of 1996), who began his career with the trea- 
sury department of Bank of Punjab in Delhi before moving to DSP Merrill 
Lynch in October 2000—does this by keeping the average portfolio 
duration low, at 60 days, and by ensuring that 10-15 per cent of the 
portfolio matures every fortnight. There is also a well established risk 
control system in place. A credit list, generated by the cio and the Risk 
Manager, specifies how much he can invest in each company and group. 
*And we are not at all aggressive with interest rate risk," he informs. 
High quality credit rating is another given: he invests 90 per cent of his port- 
folio in AAA or P1 rated papers. Das likes to unwind after work by playing 
with his three-year-old daughter, reading (on his way from home to office 

and back) and travelling two to three times every quarter. 
NARENDRA NATHAN 
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NES BELIEVE IN GENERATING 
optimum returns without 
exposing our portfolio to undue 
risks," says Rahul Goswami, who 
worked in Templeton for two 
years before switching to 
Prudential icici last year. How 
charmingly simple! But the trick 
lies in applying this strategy in 
practice. “We have strong risk 
management systems to guard 
against the unwarranted risks 
one encounters in pursuit of 
returns. Non-justifiable credit 
risk, interest rate risk and liqui- 
dity risk are three parameters 
that our fund just won't compro- 
mise on," he says. The formula 
works. Goswami's gilt funds gave 
above average returns in a falling 
market since October 2004. 
"This is because we believe in 
controlled risk and better risk 


Jack Of 
All Trades 


Sandesh Kirkire, 41, Chief 
Investment Officer (Debt), 
Kotak Mahindra Securities 


E'S WORN DIFFERENT 

hats at different times in 
his career. In an earlier avatar, 
Sandesh Kirkire was a mecha- 
nical engineer working with 
Permanent Magnets Ltd. as a. 
Product Development 
Engineer. “I wanted to get 
into the general management 
area, and while doing my MBA 
felt that finance would be the 
area of future high growth," 
he says. Kirkire graduated 
from the Jamnalal Bajaj 
Institute of Management 
Studies in 1990 and joined 
the State Bank of India's 


+ No Risks, Please, 


It's Your Money 


Rahul Goswami, 32, Senior Fund Manager, 
Prudential ICICI Asset Management Company 





Corpus Compounded Returns (in per cent) 
Scheme (in Rs crore) 1 Year 2 Years 3 Years 
Prudential ICICI GFIP-Growth 273.63 -0.32 6.02 7.45 
Prudential ICICI GFTP-Growth 39.01 3.65 6.48 6.35 


adjusted returns,” he says. 

An MBA (Finance) from Bhopal 
University, Goswami lives in a world 
of figures—whether it is the books 
he reads or the funds he tracks. He 
is also a keen sportsman and uses his 
leisure hours—that is, when he’s 


Corpus 
(in Rs crore) 1 Year 


77.05 | 


Kotak Bond Regular Plan-Growth 


not working 10-11 hours a day at 
his Parel office—pursuing his other 
passions: swimming, and playing 
tennis and chess. A car race enthu- 
siast, he also follows the F-1 cham- 
pionship closely. 

SHILPA NAYAK 


Compounded Returns (in per cent) 
2 Years 3 Years 


1.70 581 | 7.80 
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leasing department. At Kotak, where 
he has been since 1994, he has 
moved from investmient banking to 
treasury to debt markets and finally 
the fund which he heads. “Гуе cove- 
red pretty much all that one can 
do in finance,” jokes Kirkire. Debt 
funds, he adds, are ideal for people 
who are particularly risk averse. 

What’s the secret of his success? 
“We focus on absolute returns,” 
says a visibly proud Kirkire, whose 
fund has won six different awards in 
its six years of existence. “We 
undergo a performance appraisal 
on a daily basis,” he adds, That, as 
any fund manager will tell you, can 
be quite a tough test to clear. 

Ask him about hobbies and pat 
comes the response: “Reading.” 
His favourite authors: John 
Grisham and Jeffery Archer. He’s 
also fond of listening to classical 
music, and old Hindi and Marathi 
songs. Kirkire is married to a lec- 
turer and has one son. 

PRIYANKA SANGANI 
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UMESH GOSWAMI 


A Consummate Team Man 


Sameer Kulkarni, 36, Senior Vice President & Head (Fixed Income Portfolio), Franklin Templeton Fund 


Scheme 


Corpus 


(in Rs crore 





Compounded Returns (in pe 
1 Year 2 Years 





Templeton GSF-Composite Plan-Growth 382.58 -0.89 6.08 | 9.22 
Templeton GSF-Treasury Plan-Growth - 46.89 4.06 5.61 7.84 
Templeton India GSF-LTP-Growth 77.05 0.76 9.24 11.73 


EAM” IS A WORD SAMEER 
Kulkarni loves to use. In fact, he 
uses it no less than a dozen times in 
the course of a half-an-hour inter- 
view. “We are very process driven. 
Our success is the result of team 


effort,” says the Senior Vice 
President and Head of Fixed 
Income Portfolio at Franklin 
Templeton Fund, who boasts of 
degrees as long as your arm. He is a 
mechanical engineer from Sardar 


The Innovator 


Ashish Kumar, 35, Assistant General Manager (Finance), LIC Mutual Fund (Liquid Funds) 


SK ASHISH KUMAR ABOUT HIS 
fund and he gushes: “Our liq- 
uid schemes owe their success to 
the quality of our credit and our 
openness to new structures.” Push 
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him a little more and he continues: 
“New products like securitised issues 
have become a rage now; but we 
have been investing in them for 
years. Entering new products and 


Patel College of Engineering, 
Mumbai; a management graduate 
from Narsee Monjee Institute of 
Management Studies, Mumbai, and 
a CFA. For good measure, he's also 
done a course in Financial Risk 
Management from GARP, US, and 
an Msc in business economics from 
Buckingham Institute, UK. 

What's his formula for success? 
“We manage interest rate risks 
across instruments and durations 
to achieve better risk-adjusted 
returns for our investors," says this 
unabashed foodie. To do this, he 
studies macro-economic data like 
interest rates, domestic and global 
economic parameters, oil prices, 
etc. “We are very conservative; risky 
exposures are something we always 
avoid," says Kulkarni. 

“We advise investors to invest 
in a fund mix that suits prevailing 
market conditions. For example, 
our short-term income plan will not 
have a very high maturity however 
bullish the market view is. In such 
times, we advise investors to allocate 
a larger part of their portfolios to gilt 
funds," informs Kulkarni, who likes 
listening to Hindustani classical 
music and spending time with his 
two daughters in his spare time. 

SHILPA NAYAK 


structures early makes a huge dif- 
ference to performance." 

LIC Mr has an efficient dura- 
tion management tool that is based 
on internal short- to medium-term 
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Our vision of a home for every working Indian is supported by the International Finance 
Corporation, Washington and Asian Development Bank, Manila. 

When a 'small customer’ in need comes to us, we don't find a way out of starting a 
relationship, we try to find a way in. 
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interest rate calls that it takes. “We 
give a lot of importance to finding 
the right balance between fixed and 
floating instruments,” says Kumar, 
who has an MBA degree from 
Allahabad University. What’s his 
take on the future? “Interest rates 
will stay range bound in the sec- 
ond half of the year,” he says, 
adding: “Given expectations that 
the us Federal Reserve rate will be 4 
per cent at the end of the year, 
investors can expect liquid funds 
to generate returns which are simi- 
lar to last year.” 

What does he do when he’s not 
doing arcane things like tracking 
Fed rates or probing the determi- 
nants of interest rates in his own 
country? Kumar unwinds by watch- 
ing sci-fi movies, reading books on 





Corpus Compounded Returns (in per cent) 





Scheme (in Rs crore) 1Year 2Үвагѕ  — 3Years business, watching sports on TV, 
"3 and travelling and trekking. 
LIC MF Liquid Fund-Growth 805.37 | 502 | 549 | 593 Pater MAVAE 


The Risk 
Hedger 


Anup Maheswari, 34, 

Senior Vice President & 

Head (Equities), 

DSP Merrill Lynch Mutual Fund 


NUP MAHESWARI LIKES TO SPREAD 

his risks. That's why he's so 
enthusiastic about the investment 
systems followed by his employer. 
At psp Merrill Lynch, which he 
joined eight years ago, exposure to 
individual stocks is capped at 5-6 
per cent (SEBI mandates a 10 per 
cent cap). This strategy reduces the Corpus Compounded Returns (in per cent) 
downside risk in times of extreme Scheme (in Rs crore) ^ 1Year 2 Years 3 Years 
volatility and helps generate higher psp ML Equity Fund 132.03 | 3894 | 7990 | 4404 
returns per unit of risk. That's not UNE = Sy eee CES REA] ү T Zo ai UE SF 
all: a dedicated, independent risk DSP ML Opportunities Fund-Growth 99654 | 3191 | 7924 | 4745 
manager keeps an eye on the risk all DSP ML Technology.com Fund 25.81 47.23 | 6181 31.45 

















112 BUSINESS TODAY MAY 22 2005 


LN10d 1vV204 


Ut 
OM 


The new HP Pavilion w5060IN Desktop PC. 


Discover love at first sight. 





Captivate your senses with the exciting new HP Pavilion w5060IN Desktop PC powered by the intel” Pentium® 4 Processor 540) with 

HT Technology**t. Experience superior digital entertainment as you can record live TV, Listen to FM radio. Watch and burn DVDs 
Entertainment at home will be more exhilarating than ever before. Its innovative LightScribe technology even lets you etch customized labels 
direct to CDs and DVDs! Get the HP Pavilion w5060IN Desktop PC. And enjoy the very best in digilol entertainment 


EL T 


» А 
n a a EXCLUSIVELY ON THE 
HP PAVILION w5060IN DESKTOP 
HP Image Zone Plus 


HP recommends Microsoft" Windows® XP Professional. 


XP Professional not provided with this model 
For XP Professional please contact your nearest authorised Microsoft reseller 








HP PAVILION w5060IN DESKTOP PC 





* Intel® Pentium® 4 Processor 540) InterVideo WinDVD Creator 
with HT Technology* ** SPECIAL OFFER: Inter Video Home Theater 

* Microsoft® Windows" XP Home Get an HP Printer free with the HP Pavilion a815i Britannica Encyclopedia 2005 

* 512MB PC3200 DDR SDRAM Desktop PC powered by the Intel” Pentium” 4 Processor 515°" Lightscribe DVD Writer” 


HP personal media drive 


(400MHz) for just Rs. 37,990/-*. 









ATTRACTIVE FINANCE OPTIONS! | 
EMIs starting at Rs. 999/-^ available on these desktops. | 
Hurry! | 






3030 4499(from mobile) 
or 1600-444999 
(from MTNL/BSNL Lines) 


. UJ 


invent 








lira. 1000 towards freight and instalation charges Product visuais shown may vary from the actual product ^ Conditions apply Special madia is required to use LightScribe technology 6 2005 Hewlett Packard Development Company, LP Tha information contained here is subject to changa wet 
onice. intel, Intel logo, Pentium, intel Inside, and Intel Inside одо are trademarks or registered trademarks of Intel Corporation or its subsidiaries in the United States and other countries The nypertweading feature is а new technology designed to improve pertormance of multi-readed software 
| ча secre Dorset aiite dr varia devenire i d uer еч ече Go to http: www intai comntoyoerthreading) for more information. Microsoft and Windows are US regutesd rrademaris of 
‘Corporation. (**) intef's numbering is not a measurement of higher performance. All other trademarks are used for identification purposes only and belong to their respectiva owners e PUBLICIS HP-PSO 227 0$ 


bt special 


the time. “A lot of science goes 
into our investment portfolio,” 
explains this MBA from IIM 
Lucknow (Class of 1993), who 
worked with Chescor, an Fit, before 
joining his current assignment. 
How does he pick winners? For 
starters, he restricts his universe to 
250 companies and follows both 
the top-down and the bottom-up 
approaches while evaluating the 





AHUL PAL IS AMONG THE YOUNGEST 

fund managers being featured 
here. And perhaps because of his 
youth, he is not averse to utilising 
emerging trading opportunities (in 
mark to market instruments) to get 
that extra return. “But we are conser- 
vative and take only calculated risks,” 
he says. And this qualified caution, a 
Sundaram leitmotif, comes through in 
his investment philosophy: exposure to 
individual companies never touches 
the sEBI-mandated 10 per cent limit. 
"Huge impact cost (at the time of liqui- 
dating that investment) is the reason 
why we don't want to take concen- 
trated positions in any individual com- 
pany," he says. 

Sudden inflows and withdrawals 
are risks that every liquid fund manager 
has to deal with. How does he manage 
it? He tries to judge possible inflows 
and outflows based on a careful study 
of his investor profile. *We also 
increase the cash component in March 
(when year-end considerations prompt 
large withdrawals) and make sure that 
a significant portion of our portfolio 
matures then," says Pal, who's a char- 
tered accountant by training. 

But doesn't this juggling affect the 
returns he offers investors? *We strive to 
achieve consistent performance by exiting 
securities at a fair value. A view on the 
short-term credit spreads forms the basis 
of our decisions," says the avid book 
lover who worked for three years with 
IDBI's treasury department before taking 
up his current assignment a year ago. 

NARENDRA NATHAN 
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opportunities they present. How? 
“We lay a huge emphasis on the 
hard numbers,” says Maheswari, 
who works an average of 12 hours 
a day. This means looking at figures 
like return on capital employed 
(ROCE), return on net worth (RONW), 
etc. And the fund management team 
makes it a point to meet the top 
managements of every company 
before making an investment. 


And how does he spend his 
leisure hours? Given his work sched- 
ule, there’s not a lot of it, but he 
likes reading when time permits. 
He doesn’t count any particular 
author as his favourite and reads 
“pretty much everything he can lay 
his hands on. 

Maheswari is married and has 
two sons. 

NARENDRA NATHAN 





The Young Turk 


Rahul Pal, 28, Assistant Fund Manager (Debt), 


Sundaram Mutual Fund 


Scheme 


Sundaram Money Fund-Growth 


Corpus 





(in Rs crore) 


499.85 | 





4.81 
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MERLIN GERIN. THE ONLY GUIDE YOU NEED FOR OPTIMAL ELECTRICAL SOLUTIONS 
From the very start, Merlin Gerin has been a pioneer in the world of electrical distribution. Its range of innovative 


end-to-end solutions in low and medium voltage applications have continuously improved the safety and comfort 


for all consumers. No wonder, it's a guide and a benchmark for electrical distribution professionals. 


a brand of 


dim gj Merlin Gerin | 
Electric 


Schneider Electric India Pvt. Ltd., 
Corporate Office: A-29, Mohan Co-operative Industrial Estate, Mathura Road, New Delhi-110044. 
Phone: 011-51590000. Helpdesk: in-helpdesk@mail.schneider.fr 
For more information, visit us at www.schneider-electric.co.in 
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Two Questions And 
Many Answers 


Prashant R. Pimple, 27, Fund Manager (Debt), 


Reliance Mutual Fund 


Scheme 


Reliance Income Fund-Retail-GP-Growth 58.89 


Corpus 


(in Rs crore) 


Compounded Returns (in per cent) 
1 Year 2 Years 3 Years 


259 | 632 | 7.69 








Reliance MTF-Retail-Growth 


53.00 


1.19 3.98 5.99 
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HE YOUNGEST FUND MANAGER 

featured in this survey, Prashant 
Pimple walks into office every 
morning thinking of “What to do if 
the market gets bullish?” and “What 
to do if it gets bearish?” 

“Our investment philosophy is 
to deliver returns that are consistent 
and superior to the benchmark 
indices,” he asserts, emphasising 
the importance of trading to gene- 
rate superior returns. “This allows 
us to avoid losses in bear markets 
and increase positions during bull 
runs,” says Pimple, who worked 
with ICICI Bank as a Portfolio 
Manager in Investment Advisory 
Services (Debt Institutional) for one- 
and-a-half years before joining 
Reliance MF in 2004. He also fol- 
lows the practice of timely portfolio 
allocation and minimises credit risk 
by concentrating on companies with 
р1+ and AAA ratings. “We also use 
technical analysis extensively in 
range bound markets,” he informs. 

Pimple, an MBA from the Jam- 
nalal Bajaj Institute of Management 
Studies, Mumbai, and a Chartered 
Treasury Manager, “likes to hold 5 
to 10 per cent of his portfolio in 
cash so that we can cash in on 
opportunities that may arise”. 

He loves travelling, driving and 
gardening, and tries to fit these into 
his weekend schedule. “It truly helps 
you unwind and gets you fresh for 
Monday morning,” he says. 

SHILPA NAYAK 





Sold On Equities 


Sunil Singhania, 37, Fund Manager (Equity), Reliance Mutual Fund 


rr SINGHANIA SWEARS BY 
equities. He believes that 
investors with a two- to three- 
year horizon will get higher tax- 
adjusted returns from equities 
compared to any other asset class. 
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His logic: PEs are still below his- 
toric highs, valuations aren't 
stretched, equities as a class are 
under-owned, infrastructure 
spending is high and the capex 
cycle is just starting. 


"Our investment philosophy 
is to generate consistent and abso- 
lute performance irrespective of 
the market direction," declares 
Singhania, a Chartered Accou- 
ntant and a CFA by training. *And 
when we take a discretionary call 
to, say, hold a stock, we stand 
by it irrespective of short-term 
factors. No one can time the mar- 
ket to the perfection. As long as 
we make relatively good returns 
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for investors, we don’t care about 
the Sensex,” he asserts. 

Brave words! But he’s always 
been a bit of a pioneer. He is the 
chief initiator of the proposed 
India Society of the Association of 
Investment Management & 
Research (AIMR), which, he says, 
will serve his profession the way 
the Bombay Chartered Accoun- 
tants Association does. He is also 
a member of the Standards & 
Practice Council of AIMR, US, the 
first and only member from India 
to do so. 

So does all work and no play 
make Sunil a dull boy? Not by a 
long shot. Singhania loves reading 
books on finance and fiction. He 
also likes to watch movies and 
take short vacations every quarter. 
“It’s the only way of unwinding in 
a high stress profession like ours," 
he says. 

SHILPA NAYAK 
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Scheme 
Reliance Banking Fund-Growth 


Reliance Growth-Growth 
Reliance Vision-Growth 








5134 | 404 | - - 
1,036.58 | 5845 
64979 | 3738 | 8073 





10535 | 69.62 





Suresh C. Soni, 34, Director & 
Head (Fixed Income), Deutsche 
Mutual Fund 


I MUTUAL FUND HAS 
completed just two years in 
India, but it has already emerged 
as one of the best income funds 
on a risk adjusted return basis. 
And Suresh Soni was able to 
achieve this in an extreme volatile 
period—the yield on the 10-year 
Gol (Government of India) bond, 
which was 4.90 per cent in 
November 2003, has moved up to 
7.10 per cent now. “Last year 
was really tough; you had to fight 
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Scheme 
Deutsche Premier Bond-Regular-Growth 


to get extra returns in the mar- 
ket," he says. 

He's eminently qualified to do 
that. A Chartered Accountant and 
a Cost Accountant by training, he 
has more than 12 years of fund 
management experience—he 


Corpus Compounded Returns (in per cent) 


(in Rs crore) Year 2 Years 3 Years 


1976 | 080 | 6.44 2 





started with SBI Mutual Fund, 
moved to Sundaram Mutual Fund 
and then to Kothari Pioneer 
Mutual Fund before joining 
Deutsche Mutual Fund in 2003— 
under his belt. 

But how exactly does he do 


it? “What matters is the medium- 
term view and also the ability not 
to get diverted by short-term noise 
in the market,” he says. 
Does all this take a lot of time? 
“I am not the type that sits very 
late in office,” he laughs. That 
means he has enough time for 
this family (his son is six years 
old) and for his favourite hobby— 
travelling. @ 
NARENDRA NATHAN 


THE METHODOLOGY 


N MARCH, BUSINESS TODAY COMMISSIONED 
Mutualfundsindia.com, an arm of ICRA Online, 
and the magazine’s partner in presenting 
monthly and quarterly mutual fund updates, to 
conduct the second fund managers’ survey (that 
is, a listing of India’s Best Fund Managers). Fund 
managers were to be ranked across four categories: 
equity, income, liquid and gilt. 
Equity: Includes diversified equity schemes, equity- 
linked saving schemes and sectoral schemes, 
Income: Includes both short-term and long-term 
income schemes. 
Liquid: Includes all liquid schemes. 
Gilt: Includes both short-term and long-term gilt 


` schemes. 


Monthly Income Plans (MiPs), Index Schemes 
and Balanced Schemes were not considered. Most 
fund houses put two people in charge of these 


^ Schemes; they then handle the debt and equity 


parts independently and this makes it difficult to pin- 
point who did a better job. Index schemes were also 
not considered as they tend to replicate the per- 
formance of a particular index and do not require 
fund management skills. 

Eligibility criteria were applied at two levels. 
First, a fund house was considered eligible for ran- 
king under a particular category only if it had assets 
under management that were at least one per cent of 
the total assets under management of all eligible 
schemes in the category. At the second level, a 
scheme was considered eligible if it was open- 
ended, declared its NAv daily, and had completed a 
minimum of three years of existence for equity 
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schemes, two years for long-term income and gilt 
schemes and one year in case of liquid and short- 
term income and gilt schemes. 


Risk Adjusted Return (SORTINO Equivalent): For 
equity, income and gilt schemes, the risk adjusted 
return was calculated as the risk premium (return 
in excess of peer group average) divided by the 
downward standard deviation. The idea behind 
using peer group average was to ensure that the 
schemes that delivered below-average returns at 
very little risk did not end up scoring high on the 
risk adjusted return scale. 

In the case of liquid schemes, the magnitude of 
downward deviations of the schemes’ returns from 
the average call rate for 2003-04 was used. 

Once the risk adjusted return/downward devia- 
tion was calculated for all the schemes in the cate- 
gory, appropriate weights were assigned to each. The 
weightage for each sub-category was decided on the 
basis of the total industry ‘assets under manage- 
ment break up’ between these sub-categories. If 
there was more than one scheme in the same sub- 
category, the weightage was assigned on the basis of 
the fund size of the schemes. Thus, the scheme 
having a larger fund size got a higher weightage com- 
pared to the smaller scheme. 

On the basis of this methodology, three top 
managers were identified in each of the four 
categories (See Top Fund Managers Of India). 
Since we could not meet up with M. Venugopal 
of Tata Mutual Fund, the number of fund mana- 
gers profiled here is 11. 
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sectors of Indian industry. Alchemist delivers high quality HR services and solutions, drawing upon the knowledge 
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Order Book 


With industry ramping up capacities, order books of capital goods manufacturers 


F THERE EVER WAS A TIME WHEN YOU COULD 
make good of a capital opportunity, it’s now. 
The economy grew at 7.5 per cent last year 


TCR 55 STs despite a sporadic monsoon, and the outlook for 
Lu | me Ph [7 2005-06 is bullish at around 7 per cent (after 
| T ub. ^ factoring in a good monsoon). The feel-good in the 
economy has been matched by the growth in industrial 

„| = 


production, with the Index of Industrial Production 
at 8.1 per cent, and capacity utilisation at a high 
79.4 per cent. Mere coincidence? Nope, say ana- 
lysts. “If the economy shows a sustainable growth, then 
there is greater capacity utilisation, which is a factor 
of buoyant demand,” says D.K. Joshi, Senior 
Economist of rating agency CRISIL. 

In 1993-94, the capital goods sector saw a boom 
under the stewardship of the then Finance Minister 
Manmohan Singh (now Prime Minister), and again in 
1996-97. And now, with the government giving 
infrastructure its long overdue merit, the capital goods 
cycle is on its way up again. Thrust on industrial 
growth and higher capacity utilisation have resulted in 
brownfield and to some extent greenfield expansions 
as well. And this time around, both the government 
and the private sector are significant players. Says 
Sachin Mathur, Head of Research, CRISINFAC, a busi- 
Contributing to the order book: An NTPC power plant in U.P. ness research house: “The government has the big 
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DEL 
Total Income* 10,520.00 8 
Profit After Tax* 1,002.00 
EPS** 33.98 
PE Multiple ^ 23.63 | 


Market Cap ^ 19,655.45 Ё 
*Figures are for 12 months ending Mar. 31, 2005 


A 


Total Income* 619.60 й i - 
Profit After Tax* 27.50 IZ 7 
EPS** 38.91 To 

PE Multiple ^ 31.81 ® 


Market Cap ^ 5,246.22 | 


“Figures are for 12 months ending Mar. 31, 2005 





** Earnings per share in Rs **Eamings per share in Rs 
^ As on April 28, 2005 3 As on April 28, 2005 
All figures in Rs crore except EPS and PE multiple All figures in Rs crore except EPS and PE multiple S 
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Readying For July 


Congestion 


are overflowing. A look at six such stocks for your portfolio. BY AMANPREET SINGH 


Booming Order Books 


Company 
ABB 
BHEL 
Crompton Greaves 
L&T | 
Siemens 
Thermax 





Figures are value of orders in the companies’ order books in Rs crore 
*As on Dec. 31, 2004; **As on Mar. 31, 2005 
New orders are orders received after Jan. 1, 2005; N.A. Not available 


value investments, but let’s not forget the private 
sector in the pharma, FMCG and auto industries.” 

The net effect of the industrial growth has been a 
glut in the order books of leading capital goods manufa- 
cturers and, consequently, their stocks look a good bet 
for the long term. We handpicked six of the best that 
if you have, you should hold on to for dear life, and if 
you don’t have, buy into at the first opportunity. 


Capital Stocks 
ABB: Why ABB? Simple, because it is a key executor of 
power projects, a sector that is receiving continued 





government support for reform. Analysts believe ABB, 
a leading Swedish power and technology automation 
firm, is especially strong because of its ability to leverage 
cutting-edge technology. ABB India, viewed by its parent 
as an important centre for its global exports as well as 
domestic markets, has recently been awarded a turnkey 
automation project by Tata Steel worth Rs 60 crore, 
while its Swedish parent has won an $80-million 
(Rs 352-crore) order from NTPC (National Thermal 
Power Corporation) and PGCIL (PowerGrid Corporation 
of India) to deliver extra high voltage transformers 
and shunt reactors. Consequently, ABB is looking at being 
extremely aggressive in India, and intends to pump in 
$100 million (Rs 440 crore) to fund expansion plans. 
"That's besides setting up a global engineering centre in 
Bangalore, increasing market penetration and targeting 
new revenue streams. 

BHEL: If there's one reason why you should consider 
BHEL (Bharat Heavy Electricals Limited), it is that the 
value of its unexecuted order book (Rs 31,800 crore) 
is thrice its current turnover (Rs 10,520 crore in 2004- 
05), which means its earnings are pretty much covered 
for the next three years. Need another reason? BHEL has 
a 70 per cent market share in the power equipment 
industry. Then, name any major infrastructure deve- 
lopment project (the Delhi Metro, for example), and it 
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is unlikely that BHEL doesn’t have a finger in the pie. 
This, despite competition from global players. Gushes 
Priyanko Panja, Research Analyst at investment mana- 
gement company Edelweiss Capital: “Their margins 
never seem to go down.” What works in BHEL’s favour 
is the cost advantage it enjoys owing to its vintage 
plants and local availability of spares. The only negative 
is that collections from loss-making power plants are on 
the lower side, and BHEL doesn’t have the latest tech- 
nology in its stable. But with the spend on infrastructure 
projects rising, things look bright for BHEL. 

Crompton Greaves: Unlike ABB or BHEL, Crompton 
Greaves is not a turnkey projects player. But what 
works in its favour is the company’s presence, in terms 
of component supplies, across sectors such as power, 
railways and telecom. A 
manufacturer of compo- 
nents such as motors, 
generators and trans- 
formers, Crompton 
Greaves is likely to be a 
major beneficiary of cor- 
porate capital expansion. 
Analysts reckon gas cir- 
cuit breakers and inter- 
rupters will provide a big- 
ger revenue stream to the 
company in the short 
term. Crompton Greaves 
has also shown an appe- 
tite for the global game 
with the acquisition of 
Pauwels Group, a Belgian 
transformer manufac- 
turer, in February 2005 
for Rs 180 crore. It’s a 
move that will give it 
access to the Us market. 
Larsen & Toubro: Second 
only to BHEL in the value 
of its unexecuted order book (Rs 16,701 crore), Larsen 
& Toubro (L&T) is conspicuous by its presence in 
turnkey projects across all major sectors. Be it the 
Mumbai Suburban Rail project or deep-sea explo- 
ration projects (for oil) from ONGC (Oil & Natural 
Gas Corporation), L&T does it all. A company with a 
reputation for fast turnaround times, L&T recently 
won a Rs 930-crore contract with ONGC for offshore 
renovation. Says Panja of Edelweiss Capital: “When it 
(L&T) is not winning orders, it is leading consortiums.” 
This approach has helped the company develop capa- 
bilities in areas such as deep-sea exploration, airports, 
ports and power plants. And with the government 
taking a long, hard look at upgrading port infrastructure 
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(a task that will require more than Rs 1,00,000 crore), 
L&T looks set to strike it rich. 

Siemens: Siemens likes to position itself as a “single-win- 
dow solutions provider”. This Germany-based company 
specialises in energy, transportation and healthcare, and 
in India its volume drivers are power, automation, 
transportation and healthcare. Analysts see in Siemens 
an aggressive, almost ruthless drive to grow in India, and 
given the orders it has been receiving, it seems well on 
its way. Among the orders it has bagged recently is one 
worth Rs 147.5 crore from PGCIL to provide turnkey 
substations for a transmission project at Seoni in 
Madhya Pradesh. It is on the lookout for opportunities 
in the oil and gas sector, and also has in hand orders 
from the railways, such as the Neyveli expansion pro- 
ject. A strong technology 
player, Siemens can be 
on the slightly expensive 
side in terms of valuation 
(it has been trading 
around the Rs 1,800- 
1,900 mark on the BSE), 
but is certainly a long- 
term bet. So go for it if 
you have the patience. 
Thermax: A leader in the 
manufacture of industrial 
boilers, the capacity exp- 
ansion spree in industries 
like steel, copper, zinc, 
paper and chemicals 
bodes well for the order 
books of this Pune-based 
company. Besides boi- 
lers, Thermax provides 
*solutions" in the areas 
of water management, 
waste management and 
air pollution control, all 
of which have excellent 
growth potential. The company has been doing well 
on the order book front lately. One of the orders 
(worth Rs 93 crore) it bagged recently was from 
Lafarge to set up a captive power plant. Analysts 
reckon Thermax could face a few pressures on its ope- 
rating margins due to increased prices of raw materials, 
but its fundamental growth is sound. 

If there's any area of concern, it is that timelines 
for payments are sometimes not strictly adhered to. 
So the numbers on its order book may not imme- 
diately translate into revenues. But then, that's a 
long-term concern. Like those of the other five 
stocks, Thermax's growth engine at the moment is 
humming quite nicely. 





Locked In Combat 


With mutual funds and ULIP becoming tax neutral, they are locked in a battle 
for the investor’s wallet. Who do you go with? By PRIYANKA SANGANI 


HE SIMPLIFICATION OF THE INCOME-TAX REGIME 

in Budget 2005, where individual rebate limits 

on various tax-saving instruments were replaced 
by a uniform total limit of Rs 1,00,000, has brought 
all such instruments on to a level playing field. The 
rationale for investing in tax-saving instruments, 
therefore, has changed from “how much more can I 
save on taxes" to *how do I gain (from a particular 
investment)". Two major investment classes that 
have thus been brought on par (from a tax-saving per- 
spective) are mutual funds (Mrs, earlier rebate limit: 
Rs 10,000) and unit-linked insurance plans (ULIPs, ear- 
lier rebate limit: Rs 70,000). 

Now that you get equal tax-saving benefits from Mrs 
and ULIPs, which one do you pick? Here one should 
keep in mind a crucial difference between the two: ULIPs 
offer insurance cover, MFs don't. However, both give 
you exposure to equity as well as debt markets. Here are 
some pointers that may help you decide: 


Holding Period 
If you're looking at the short term, Mrs are the better 
option. That's because you are free to withdraw your 


money at any time (for non-tax-saving MFs, and some 
fund houses charge a small fee if one withdraws in a 
very short period of, say, three months). ULIPs have long 
lock-in periods (minimum is around three years), and 
tax-saving MFs have a lock-in period of a flat three years. 
So, either way, MFS look good in the short term. 
Another advantage of Mrs is liquidity; you get your 
cheques faster, within two to three days of withdrawal. 


Cost Structure 
From a cost perspective, MFs work out cheaper in the 
short run, and ULIPs are more cost-effective in the long 
run. In ULIPs, part of your premium payments goes into 
risk cover for insurance, and the remaining goes into 
investments. But the main drawback in the initial 
stages is the cost insurance companies incur to get the 
business (agent commissions), which can be as high as 
20-30 per cent of your premium in the first year. 
Most of these charges are recovered within the first few 
years, after which a management fee (of around 1 per 
cent) is the only expense incurred. 

MFs, on the other hand, are subject to guidelines 
issued by SEBI (Securities and Exchange Board of India, 


India’s stock market regula- 
tor), which stipulate that exp- 
ense structures (fund manage- 
ment fees, brokerage expenses, 
etc.) for MFs cannot exceed 2.5 
per cent for equity plans and 
2.25 per cent for debt plans. 
К. Raja, vp (Marketing), UTI 
Mutual Fund, asserts that in 
most cases, fund houses main- 


tain expense structures lower | HOLDING ANNUAL 
than SEBI stipulations. But Mrs PERIOD oureo 
have to maintain this expense 1 10,000 . 
structure throughout the time 2 10,000 
period of a scheme, whichis 3 °° 19 000 . 
why ULIPs make better sense 4 10.000 t4 
in the long term. E Xam 
Then, ULIPs also provide a 5 10,000 . 
certain degree of flexibility. The 6 10,000 
distribution of the premium bet- 7 10,000 
ween insurance (risk cover) and 8 10,000 
investment heads can be altered, 9 10,000 
and you can also switch bet- — 19 10,000 
ween sub-plans. A caveat may 
be in order here: the price of life =: Mes 
cover in a ULIP is higher than in 4 
conventional insurance, so if 25 10,000 
you're looking to combine life 30 10,000 


insurance and investments, it's a 
better idea to get term assu- 
rance cover and invest sepa- 
rately in a mutual fund. 


Commitment 

If you're investing in ULIPs, you have to stay committed 
for the long haul. Not so for Mrs, where three years can 
be considered to be long term. If ULIPs give you the 
option of putting in small amounts of money through 
premium payments, so do systematic investment plans 
(SIPs) of MFs, where investors can put in amounts as low 
as Rs 500 per month. Says Krishnamurthy Vijayan, CEO, 
JM Capital Management: “While you do have the option 
of investing small amounts in ULIPs as well since they take 
the shape of premiums, you are committed to investing 
every month (or periodically), and unlike in the case of 
a mutual fund 51р, your first few instalments are prac- 
tically wiped out by the load/brokerages/costs charged, 
and a relatively small portion of your initial few years' 
premium actually gets invested in your chosen asset 
class." So, to get adequate returns from ULIPs, you 
have to stick around till those costs are taken care of. 


Transparency 


Do you know where your money is being invested? 
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ULIP vs MF 4 


In the short term, ULIP is unattractive because of the huge entry costs that it entails 
(such as agent commissions), whereas mutual funds don't charge entry fees. On 
the other hand, in the long term ULIPs are attractive because the management 
fee is less (around 1 per cent) compared to MFs (around 2 per cent). Which 
is why, after a period of 10 years, ULIPs give better returns than MFs. 


ULIP/PENSION PLAN — MUTUAL FUND 
218002. тю 10,000 10,000 
_7,800 16216 10,000 20,580 
9900 | 0 27460 10000 31,985 
9,900 39705 10000 44,280 
9,900 53040 10,000 57,534 
9900 67,562 — 10,000 71,822 
9900 83376 10000 87,224 
9900 100597 10,000 1,03,827 
9,900 119,351. 10000 121,726 
9,900 139775 10,000 141,020 
9900 272615 10,000 2,62,557 
99007 176.071 10,000 4,39,488 
9,900 787680 10000 6,97,059 
9,900 12,64,934 10,000 10,72,023 


All figures іп Rs except Holding Period, which is in years 3 
Final values have been calculated @10 per cent annual returns 


That crucial piece of information is something insu- 
rance companies are not very comfortable giving out. 
Though things have changed for the better after the 
entry of private insurance players, the insurance indus- 
try still compares poorly to its MF counterparts in 
this regard. Offer documents of mutual funds have 
comprehensive details on where and how your money 
would be invested, but unit-linked schemes don't 
always provide that sort of information. MFS also 
regularly disclose details of their full portfolio of 
investments, so investors are always in the picture. 

All said and done, ULIPs have one distinct advan- 
tage over MFs, and which is that investment and 
insurance are conveniently packaged into one. Says 
Puneet Nanda, Head of Investments, ICICI Prudential 
Life Insurance: *Most people simply don't have the 
time to go through diverse investment options and 
this bundled structure works out well for the 
investor." You may be different, in which case your 
choice may also differ. For the time-starved others, 
ULIPS should be a natural choice. 





Filing tax returns can be harrowing if you don’t know how to go about it. 
Here's a quick guide to the most hated annual ritual. By PRIYANKA SANGANI 


T'S MAY, AND AS THE SCORCHING SUMMER HEAT BEGINS 

to drive you up the wall, another task has you 

wishing this were a different part of the year. The 
task, of course, is filing tax returns. But hang on for a 
second. Isn't the deadline for filing returns July 31, 
which is still nearly three months away? Yes indeed, but 
in tax matters, as any careful investor will tell you, pro- 
crastination is not the best strategy, particularly since 
filing returns involves a load of paperwork, and mistakes 
can cost you dear. Says Gautam Nayak, a chartered 
accountant (CA): *While the simplest reason to file in 
advance is to avoid the last-minute rush, this way you 
also get enough time to make sure all your papers are 
in order, and also get the tax refunds, if any, sooner." 

The filing process, if you're salaried, begins with 
receiving Form 16 from your employer (which you 
should have received by now, since employers are 
given a month's time from the closure of the financial 
year, March 31, to give Form 16 to their employees). 
It contains details of your salary, deductions, redemp- 
tions from investments (such as from National Savings 
Certificate, where the interest is subject to taxation), etc. 

You then need to fill out the form Saral 2D and 
attach Form 16 with it, along with other enclosures such 
as documentary proof of any rebate you claim under 
Section 88 (life insurance premium receipts, public 
provident fund receipts), Section 80D (medical insu- 
rance) or Section 80G (any donations you may have 
made to charitable institutions in the past year). Housing 
loans are another category where you can claim tax 
rebates; interest paid up to Rs 1,50,000 towards hou- 
sing loans can be set off against your income. The 
lending institution provides the necessary certificate that 
you need to attach with Saral 2D. 


You also need to submit details of any additional 
income (other than your salary) that you may have 
earned, along with documentary proof. For example, 
if you've redeemed any mutual fund investment, the 
profit you earned is subject to capital gains tax. Of 
course, you would save on this had you invested in 
Capital Gains Bonds, in which case you have to attach 
Form 54E with your returns. Redemptions of LIC poli- 
cies or fixed deposits are non-taxable, but it’s still a good 
idea to show them up in your returns. Also, if your 
annual income is over Rs 1,50,000, you have to submit 
Form 12BA (which details perks) as well. 

What if you’ve switched jobs inside Fy 2004-05? In 
that case, you have to submit two Form 16s with Saral 
2D. If for any reason your earlier employer did not pro- 
vide you with a Form 16, you then need to submit some 
sort of proof of tax deduction from your (earlier job’s) 
salary. A salary slip is acceptable, along with a letter 
from you detailing the reasons for not providing Form 
16 for the previous job. 

If you’re a businessman, professional or consultant, 
the process of filing income-tax returns is very much the 
same. Businessmen have to submit their balance sheet 
(by October 31) instead of Form 16, and professio- 
nals/consultants have to submit Form 16A along with 
Saral 2D. Plus, “a tax audit will need to be done if a 
business’s turnover exceeds Rs 40 lakh, and if the 
annual receipts of a professional/ consultant exceed Rs 
10 lakh”, informs Ameet Patel, Partner, Kanu Doshi 
Associates. The audit report will then have to be sub- 
mitted along with the returns. 

Given the plethora of forms and receipts that you 
have to wade through and organise, it’s not a bad idea 
to start right away. Before the heat gets to you. Bl 
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TOUR INDUSTRY JOBS 


Can't Believe It 
Can't Forget It 


Thanks to the tourist influx, interesting new jobs are popping up on 
India's tour map. BY SUPRIYA SHRINATE 


UNIL GUPTA, HEAD, 
S Leisure Travel, 

Thomas Cook 
India, knows that the 
‘India Visit’ is in the 
throes of change. He is 
flooded with queries on 
ecological tours to Bastar 
in Chhattisgarh, moun- 
tain biking, spa destina- 
tions and even parasai- 
ling in the Himalayas. 
This is not the same old 
traveller who was willing 
to be carted around by 
guides spouting the same 
old drivel. This is the 
internet-age traveller 
who is already loaded 
up on the country, and 
now wants a holiday 
experience scripted with 
a lot more finesse. And 
India’s tour operators 
are scrambling to get 
their human resources 
in shape to meet the 
challenge. 


Bustle And Buzz 

India drew some 3.5 
million visitors from 
overseas in 2004, and 
this year could easily see 
that figured trumped. 
The hospitality industry, 


according to Rajesh Padmanabhan, Senior Vice 
President (HR), The Oberoi Group, has seen higher 
occupancy translate into new jobs for “revenue 


The travel and tourism industry is projected to Žž 
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A"! ATURE TREKKING 


THE VISITOR TO INDIA IS NOW MORE SURE ABOUT WHAT SHE 
WANTS TO SEE, CREATING A NEED FOR MORE SPECIALISED TOUR 


OPERATIONS, AND, CONSEQUENTLY, SPECIALISED JOBS 





managers, entertainment 
managers, sales solution 
providers and total travel 
solution providers”. 
Meanwhile, the tour 
industry is in flux as arri- 
vals swell and operators 
undergo the wrenching 
forces that so many 
other industries did once 
foreign players came in 
and pitched their tents. 
In 2000, the Swiss major 
Kuoni bought Sita and 
SOTC, sending rumbles 
through the industry. 
Recently, European 
travel major TUI picked 
up a 50-per cent stake 
in Delhi-based Le 
Passage to India, while 
Australia's Flight Centre 
took a stake in Delhi's 
Friend Globe Travels. 
Meanwhile, Dubai-based 
Destinations Of The 
World has set up office 
in India, and is on a 
hiring spree. Expect 
further consolidation. 
Adapting to all this, of 
course, means smar- 
tening up to just what 
tourists have on their 
minds on their way to 
"Incredible India'. 


That means not just new jobs, but new kinds of 
jobs. Overall, the industry is estimated to employ about 
24 million people directly, and projected to take on two 
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more million over the next decade. The 
exciting part is that many of these would 
be high-expertise jobs. In a way, tourism 
can’t really remain isolated from the 
knowledge revolution. Even monument 
guides, for example, could now be 
trained to spice their narrative with 
nuggets and witty asides that reveal a 
finer understanding of the customer 
(thank goodness for the blogosphere). 

Actual operators, of course, are exp- 
ected to have some idea of everything 
on offer, “Today, the job in tourism is 
not merely taking orders over the 
phone,” according to Prashant Sahni, 
CEO, Tecnovate eSolutions, the BPO out- 
fit of ebookers, an online travel agency. 
“One is expected to understand product 
options, and have destination know- 


ledge—the job is more of a consultant." 


Stretching Credibility 

The big trend is job specialisation. “It is 
necessary for survival,” says Sunil 
Gupta, Head (Leisure Travel), Thomas 
Cook, “and more manpower is requi- 
red for the specialist jobs.” Theme 
tours are hot, and thematic expertise is 
in big demand. India being India, the 
variety is virtually limitless, with themes 
ranging from nature, wildlife, adventure 
sport and spa therapy, to history, cul- 
ture, religion, performing arts and even 
film sets. To tour operators, gaining a 
thematic edge is the way forward. “With 
competition becoming severe, only 
niche players will survive,” says Subhash 
Goyal, Chairman, sric Travels. 

As well-educated youngsters enter 
the field, the qualitative role of cul- 
tural tour package makers is under- 
going a transformation as well. *People 
still visit India for an experience, and 
that is why culture could never be out 
of fashion," says Arup Sen, Executive 
Director, Cox & Kings India. The diffe- 
rence now is that the packages have 
to have a lot more pizzazz. After all, 
people are coming to rub their eyes— 
not for a ho-hum experience. 

There are opportunities emerging in 


adventure tourism too. The industry 
is short on expertise in such activities 
as parasailing, white water rafting, 
Quadra bike riding and rock climbing. 
Then there are ‘well-being’ professio- 
nals being sought—to cater to visitors 
on the lookout for holistic treatment. 
Spa therapists are in voracious dem- 
and at the moment. *And today," 
according to Colin Hall, Director, 
Spa Ananda, located in the Hima- 
layas, "Spa as a career is for real." 
Most trained therapists come from 
Thailand, but local training has begun 
in earnest too, covering both theore- 
tical and practical aspects of the trade. 

So, do we expect some quirky 
jobs too? 

Sure, says Ankur Bhatia, Mana- 
ging Director, Amadeus. Goa is 
already pumping adrenalin with dol- 
phin chases down the Mandovi River 
and, in his view, a career as a skilled 
dolphin man may not be beyond the 
realm of possibility. If the law permits 
(there are doubts over dolphin sur- 
vival in Indian conditions), a good 
dolphin show could be a huge draw. 
^ For a job slot that's closer to 
hiring, take a look at the world of 
cinema—a major attraction to visitors 
of Indian origin, some of whom pay 
rapt attention to the most breath- 
arresting of stories as they tour 
Hyderabad's Ramoji Rao studio or 
Mumbai’s Film City. Portraying the 
nuances of the audio-visual medium 
as an integral part of the Indian expe- 
rience takes quite another set of skills. 
For now, film students are doubling 
as tour guides, but Lalit Sheth, 
Chairman, Raj Travels, affirms that 
once the trend catches on, this would 
become a plausible career path in 
itself. Associated fields of interest are 
gaining critical mass too. Textile 
experts from Ahmedabad, Rajasthan 
and Karnataka, for instance, are being 
brought in to help visitors get another 
sort of feel for India, a country that 
never ceases to amaze. 
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| am a 29-year-old BE (Electronics) working for a reputed soft- 
ware company for the last eight years. | have been recently 
promoted to Delivery Project Manager, but | realise that an 
MBA degree would help me climb up the corporate ladder at 
a faster pace. However, the cost factor (Rs 8 lakh) is a major 
constraint in pursuing a one-year MBA course from a top 
B-school. Is the course worth the money, and what other 
options could | look at to improve my career prospects? 

If you feel that an MBA is worth it, then there are student 
loans available with most nationalised banks at highly 
subsidised rates of interest. You can pay this back 
when you get back into the corporate world. If an 
MBA is not feasible, you could pursue a part-time mana- 
gement course to further your growth chances and 
enhance your knowledge. However, this will not be the 
same as a full time course. Even so, with your current 
degree (and your performance, calibre and potential) 
you should ascend the hierarchy in the software sector 
anyway, so you shouldn’t be unduly concerned. 


1 have been working for a large utility in a technical capacity 
for almost 20 years. Our section has 15 staff, many of 
whom have been working together for decades. The company 
is efficient and usually tries to be humane. But with experi- 
enced staff retiring and not being replaced, the pressure is 
increasing. The management's response is quite lackadaisical 
on new hirings. Also, stress breakdowns have become com- 
mon in our office. What can we do about it? 

Ensuring adequate resources for the job that needs to 
be done means, sometimes, negotiating with top mana- 
gement for more resources. Either that is not being done 
effectively or the management thinks that there are 
enough people for the work required. Your depart- 
ment/section head needs to be more forceful about what 
is needed. However, you also need to consider whether 
there is really a need for more manpower, or it's just 
that you are accustomed to that level of staffing. 
Instead of becoming cynical, you could try and work 
out ways and means of making your department work 
more efficiently so you can scrape through with the peo- 
ple you have. Changing times need different solutions 
to the very same problems. 


HELP 
TARUN! 


| am a 26-year-old graduate (Corporate Secretary) working 
as an accountant in a public sector unit for the last five years. 
1 also have a diploma in Financial Management and am 
currently pursuing both PGDFM and MCom courses through 
distance learning. The problem is that in my current job there 
has been no positive growth, but | still would like to continue 
my career in the field of finance. Should | look at doing an 
MBA (part time or full time) to further my prospects? What 
are my options? 

You seem to be doing a lot of courses, but to what end? 
If you want to be in the corporate finance world, a CA 
or an MBA would certainly be the best choice. 
Alternatively, an ICWA or CFA would also take you one 
step further in your career. Distance learning courses, 
however good they are, do not add much weight to 
your resume. Sure, they make you first amongst equals, 
but they will not catapult you into a bigger league. 
Decide what your career goals are—and then choose 
your line of study accordingly. 


| am working as a distributor for a gold-plated products 
manufacturing unit, whose employee | was earlier. Now, the 
company has revised the discount structure in such a man- 
ner that retailers and corporates are reluctant to buy from dis- 
tributors. This, | feel, is going to create a mess in the distri- 
bution system, and has, in fact, already started affecting my 
business. Right now, | do not have pockets deep enough to 
acquire distribution of other companies. Please advise. 
Since you are an ex-employee of the company, you may 
have some contacts. Why don’t you use them to discuss 
your current problems? When discount structures 
change, distributors and retailers are normally up in 
arms. You may have to work that much harder; use 
your selling skills more efficiently. You have to decide 
if the distributorship is still worth it. Answering these 
questions may help: Do you still make more than you 
did as an employee? Is there any other business you can 
do considering your limited finances? Could you 
explore distributorship of a company with similar 
products? If your answer to any one of these is “yes”, 
your choice is clear. If not, then perhaps you should 
consider going back to a job. 


Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jhandewalan Extn., New Delhi—1 10055. 
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Entertainers 
Uninterrupted 


Hotel performance troupes make good money. 





Food plus: Australian dancers at a five-star hotel 


n PERFORMANCE TROUPES AT RESTAURANTS OF PRES- 
tigious hotels are no longer a rarity. From belly 
dancers and bolshoi performers to live bands that do an 
assortment of soul, jazz or even rock (in amateur tribute 
to Hard Rock Café), they seem to be flying into India 
by the planeload. Their value? They charm diners, 
say the hotels. *The head banging and foot stomping 
tracks belted out by this eclectic mix of performers have 
set the dance floor ablaze," says Akhil Mathur, PR 
Manager, Le Meridien, New Delhi. 

And how are they requisitioned? *We tie up with 
private agencies that provide us options," explains 
Mathur, “After auditioning (through videotape or CD), 
we zero in on a particular band.” A typical two- to 
three-month contract gives the troupe (about four to five 
members) anything from $7,000 to $20,000 (Rs 3-8.8 
lakh, the agency gets a cut), with the hotel arranging 
visas, work permits, food and lodging. Festive season 
competition drives prices even higher. But, says Mathur, 
“It’s a sure shot crowd puller and helps the hotel 
make a concept statement.” Now, if only these foreign 
troupes were to face some domestic competition. 

INDRANI RAJKHOWA 


Action In 
Aquaculture 


Opportunities in a quaint specialisation. 


Age TURE IS NOT TO BE CONFUSED WITH 
regular old trawl-the-seas fishing. This is a 
business that involves seafood farming, with shrimp, 
cuttle fish, squid, lobster and other such culinary 
delights actually ‘cultivated’ in water tanks under 
scientifically controlled conditions. Most of the pro- 
duce is for export. As Indian ports turn efficient, 
investments in aquaculture will rise. 

Aquaculture requires trained aquaculturalists. 
The education available in India at the moment, 
however, is in the broad pool of fishery sciences. 
"Although fish breeding is a new industry in our 
country," says Dr S.C. Mukherjee, Director, Indian 
Council of Agriculture Research (ICAR), “it provides 
good job opportunities for research, teaching and 
management positions as well as entrepreneurship." 
Besides ICAR, Kochi's Central Marine Fisheries 
Research Institute and Kolkata's West Bengal 
University of Animal Fisheries Sciences offer edu- 
cation in fishery sciences, as also special courses 
that are of specific relevance to aquaculture: in 
hatching management, for example. Bl 


INDRANI RAJKHOWA 





Aqua spread: These prawns probably came from a tank 


Twice as large as the nearest competitor 


(2) monster.com 





Oracle India 

Director - Global Delivery Service Head 
и ORACLE’ Location: Bangalore 

a: Job ID: 27879166 


Cordiant Technologies 
Sales Director 
===——— Location: Bangalore 

M Job ID: 28014013 


Transasia Biomedicals Ltd. 
Vice President - Quality Integration 


TRANSASIA Location: Mumbai 
Job ID: 28377102 


TVA Infotech Pvt. Ltd. 
Director - Technical Publications 
Location: Hyderabad 

Job ID: 28262323 


Tata Teleservices Limited 


Manager - Human Resources 
Location: Ahmedabad 
Job ID: 29103264 


HOW TO APPLY FOR THESE JOBS: 

1. Logon to www.monsterindia.com 

2. Click on “Search Jobs” link 

3. Type the job ID number in the "Keyword Search" field 
4. Click the "Search Jobs" button 


SumTotal Systems India Ltd. 
i Director of MIS/IT 
Sunflotal" Location: Hyderabad 
Job ID: 26560577 


Teledata (Singapore) Limited 
4 Country Manager (India) 
',:Teledata Location: Mumbai 
Job ID: 28995951 


Unisys 
BPO Head 


UNISYS Location: Bangalore 


Job ID: 28141598 


Indiabulls Properties Ltd. 

Chief — Design Group 
Indiabulls Location: Mumbai 

Job ID: 29064765 


Sorix Solutions Pvt. Ltd. 
Branch Head 


QSorix, Location: Hyderabad 


Job ID: 29089701 


© monster.com 





IT Jobs 3 





e 
Infineon Technologies India Pvt. Ltd. ACS Inc. 
System SW Engineering VoIP /FoIP Г Web Tester 
Location: Bangalore A Location: Bangalore 
Experience: 2 - 4 years ear e Experience: 3 - 5 years 
Job ID: 27137193 Job ID: 29400433 
Scandent Cadence Design Systems 
Interwoven Teamsite - Project Manager Sr. Engineering Manager 
3» scandent T ocation: Bangalore Location: Noida 
m" | Experience: 5 - 7 years Experience: 10 - 12 years 
Job ID: 28629746 Job ID: 26796537 
Flextronics Software Systems Juno Online 
Sr. Software Developer - Intelligent Network Asst. Manager - CRM (Technical Support) 
FLEXTRONICS! Location: Gurgaon A JUN IO Location: Hyderabad 
| Experience: 3 - 5 years Experience: 3 - 6 years 
Job ID: 27753586 Job ID: 25911788 
Dell Computer Corporation Mahindra British Telecom 
e . Program Manager Sr. Technical Associate 
DELL Location: Bangalore AAT Location: Pune 
Experience: 8 —10 years Experience: 2 - 7 years 
Job ID: 29386613 Job ID: 28634367 
Cybercom Resources Pvt. Ltd. Keane India Ltd. 
Java Tech Leads - Engineering Lead AS400 - Project Manager 
Jv" Location: Bangalore Location: Hyderabad 
Experience: 5 - 8 years Experience: 8 - 10 years 
Job ID: 27366832 we get@udone. yop ID: 29456556 


HOW TO APPLY FOR THESE JOBS: 


. Logon to www.monsterindia.com 
Р. Click on "Search Jobs” link mons rer. com 
. 


E. TypethejobID number in the "Keyword Search” field 
B. Click the "Search Jobs" button 









LETT HEEL Y 


Nortel 

Control Manager 
Location: Mumbai 
Experience: 8 -10 years 
Job ID: 29360155 


NORTEL 


Frost & Sullivan India Pvt. Ltd. 
Research Analyst 

Location: Chennai 

Experience: 1 - 2 years 

Job ID: 29450915 


Continuum Solutions 

Team Leader - Global Corporate Services 
Location: Hyderabad 

Experience: 2 - 5 years 

Job ID: 29511349 


Elixir Web Solutions 


а 
Manager-Credit - Corporate Finance 
el ir Location: Delhi 
A Experience: 1 - 2 years 


eb Solutions Job ID: 29455095 


Western Union 

Regional Operations Specialist 
Location: Mumbai 
Experience: 2 - 3 years 

Job ID: 28515087 


WESTERN ` 
UNION 


HOW TO APPLY FOR THESE JOBS: 
1. Logon to www.monsterindia.com 
2. Click on “Search Jobs” link 


3. Type the job ID number in the “Keyword Search” field 
4. Click the “Search Jobs" button 





1 ídbi bank 


Deloitte. 


M UTI BANK 


AN ба. 


ANG2 IT Solutions 


Q monster.com 


IDBI Bank Ltd. 

Relationship Manager — Retail Banking 
Location: Delhi 

Experience: 2 - 3 years 

Job ID: 29049233 


Deloitte 

Financial Advisory Services 
Location: Hyderabad 
Experience: 8 - 10 years 
Job ID: 29574277 


UTI Bank 

Assitant Vice President/Manager 
Location: Mumbai 

Experience: 2 - 5 years 

Job ID: 29498326 


ANG2 IT Solutions 
Manager Accounts & Finance 
Location: Mumbai 
Experience: 7 - 10 years 

Job ID: 29453972 


Lobo Interim Staffing Pvt. Ltd. 
Financial Analyst 

Location: Hyderabad 

Experience: 2 - 5 years 

Job ID: 29386462 





Sales and Marketing Jobs 








+ 
The Human Capital Parsec Technologies Limited | 
Regional Director Of Sales - Asia Pac „ Manager - Business Development | 
e tenon capt ® Location: Bangalore ри Location: Gurgaon 
Experience: 7 - 10 years Experience: 2 - 5 years | 
Job ID: 29509149 Job ID: 29451893 
BOSS International (India) GlobalHunt India Pvt. Ltd. 


Software Telesales Executives Telecom Billing: Pre-Sales Consultant 
EZE Location: Noida ffobalHunt Location: Delhi 


Experience: 1 — 2 years Experience: 5 - 7 years 


Job ID: 26004580 Job ID: 26926363 
Metlife India Insurance Co. Pvt.Ltd. Google Online India 
Channel Sales Officer (BANCA) Client Services Senior Associate-Mumbai 
Location: Delhi Google Location: Pune 
Experience: 1 - 2 years 7^ Experience: 2 - 5 years | 
Job ID: 29232106 Job ID: 29104369 | 
| 
Fedders Corporation Ajanta Pharma Ltd. | 
Assistant Sales Manager Product Executive / Manager 
FEDDERS Location: Chennai -—— Location: Mumbai 
Experience: 5 - 7 years Experience: 2 - 5 years 
Job ID: 29420760 Job ID: 29534176 
The Thomson Corporation ReadiMinds 
Account Manager International Alliance Manager 
THOMSON — Location: Bangalore QReadiMinds Location: Bangalore 
Experience: 2 - 3 years Experience: 6 - 8 years 
Job ID: 29511246 Job ID: 18678262 


IOW TO APPLY FOR THESE JOBS: 


Logon to www.monsterindia.com 
Click on "Search Jobs" link monster. com 


Туре the job ID number іп the "Keyword Search" field 
Click the “Search Jobs” button 





bt bookend 


So 


The Straight Bat 


Victory secrets from the Welches, T-shirt tales for trade and tips for accounts analysts. 


HAT MORE 

can you say 

after you’ve 
apparently said every- 
thing that’s there to be 
said? When every 
word you've spoken 
over the last two 
decades has been 
recorded and analysed 
and accepted as the 
epitome of manage- 
ment wisdom? And 
when you've already 
published a best-selling 
autobiography barely 
three years ago? If 
you're Jack Welch, you 
write another book on 
a subject that's dear to 
everyone's heart— 
winning. 

It's a book—co- 
written by his new wife 
Suzy, a former Editor 
of Harvard Business 
Review—that Welch is 
particularly well quali- 
fied to pen. Since 
retiring from GE in 2001, Welch 
has met thousands of people all 
over the world—on roadshows to 
promote his autobiography to begin 
with and then on the global lec- 
ture circuit. At every meeting he's 
been peppered with questions on his 
management style, on how to meet 
the competition and on how to get 
ahead in one's career. These ques- 
tions, he says, made him think... 
And from those thoughts flows this 
book... Its stated goal: to help peo- 
ple with ambition in their eyes and 
passion running through their veins, 
wherever they are in the organisation. 
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WINNING 


By Jack Welch 
with Suzy 
Welch 
Harper-Collins 


A PP: 372 
к —4 Price: Rs 1,092 


Full of anecdotal examples 
drawn from Welch's personal 
experience, Winning has five sec- 
tions. The first, titled *Underneath 
It All”, lays out the author's basic 
management philosophy. In it 


Welch stresses the 
need for companies to 
have strong mission 
statements and value 
systems to achieve 
given goals on a tem- 
plate of airtight 
integrity. The idea, he 
says candidly, is not to 
have a noble statement. 
of intent to hang in the 
company lobby, but to 
have a roadmap on 
*How do we intend to 
win in this business?" 
And most of all, he 
stresses the absolute 
necessity of candour, 
which he says, is “the 
biggest dirty little secret 
in business". 

The second section, 
“Your Company”, 
offers practical tips on 
leadership, hiring, 
firing and change and 
crisis management. 
“Success,” he writes, 
“is all about growing 
others.” He talks passionately of 
people management and makes a 
forceful case for giving the HR func- 
tion as much importance as finance. 
“If you managed a baseball team, 
would you listen more closely to 
the team accountant or the director 
of player personnel?” he asks 
provocatively. The answer to that 
question could determine whether 
your company has what it takes to 
become another GE! 

The next section, “Your 
Competition" is full of Welch's 
trademark iconoclasm. Budgeting, 
he says, is not, or at least should not 


Eh i Kr ee ae ed EAE 


be, about living within your means. 
Instead, it should have more to do 
with beating last year’s numbers. 
He even explains Six Sigma—that 
baffling statistical tool that helps GE 
churn out everything from zero- 
defect jet engines to high quality 
managers—in comprehensible 
seven pages, and no... it doesn’t 
feel like a root canal surgery with- 
out anaesthesia. 

But the section readers will 
probably identify with most is the 
one on “Your Career”. In it, Welch 
discusses how to find the right 
job—not necessarily your first— 
at any point of your career, the 
mechanics of growing within a job 
and of dealing with superiors, peers 
and subordinates. He devotes a 
full chapter to something we've 
all had to endure at some point 





or the other: a bad boss. *The 
world has jerks. Some of them get 
to be bosses," he writes charmingly, 
and proceeds to lay out general 
principles on how they should be 
dealt with. 

The final section, *Tying Up 
Loose Ends" deals with themes the 
previous four sections don't cover. 
They deal with the China ques- 
tion (Will it gobble all of us?), how 
his successor Jeff Immelt is doing 
(great), the state of his golf game 
(he gave up the game due to a bad 
back) and, the most bizarre one 
of them all: does he think he'll go 
to heaven? He'd rather not find 
out anytime soon. 

All in all, an engaging, free 
flowing book that every executive 
should read. 

ARNAB MITRA 








The Indian Experience, is tar- 
geted at students. The first 


expenses. TORNO MON ОНО 
prepare a profit and loss (Р&1) 
account and a balance sheet 


off of substantial expenses 
directly from the reserves 
(actually some companies even 
write back these direct write- 
offs through the P&L accounts 
and thereby increase profit), 
the end of the practice of | 
appending the accounts of sub- 
sidiaries (some companies pub- 
lish them separately, or get per- 
mission for exclusion from the 
Department of Company 
Affairs), and the end of trans- 


common problem). So the 
book is also useful to profes- 
sionals. It cites specific com- 
panies that understate liabili- 
ties, overstate assets or cook 
their books in other familiar 
and not-so-familiar ways. There 
is also an index of 

is quick reference. That 
should please analysts. 


NARENDRA NATHAN 
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Save up to 47%* plus 
get the TIME Classic Watch Set FREE 


wee Understand Your World with TIME 
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TIME, the world's most respected weekly newsmagazine, is trusted by 





















A millions of readers for insightful authoritative reporting. 
rh 5” For active influential people who need to stay informed, 
| Families >” TIME is the premier source for up-to-the minute 
hat information on world politics, business, finance, 


| Own Asia 


technology, education and more. 


Subscribe to TIME now and receive 
your free gift. 





This TIME Classic Watch Set combines a round case 
and leather strap in a study of simple elegance. 

Its great features include: 

* Alloy case 

* Stainless steel case back 

* Genuine leather wrist band 

* Japanese analogue movement with luminous hands 
* 10m water resistant" 

* 12-month warranty 


Best of all, this TIME Classic Watch Set is yours 
absolutely FREE when you subscribe for a two or three 
year term. Should you wish to subscribe to a one 
year term, you'll receive the TIME Classic Men's Watch 
as your free gift. 
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iPod vs HD3 


Both are good, but 
one is clearly better. 


VER THE PAST 10 MONTHS, 
the iPod has seamlessly 
permeated my life. My 
music collection is far 
more organised now; | listen to a lot 
more of it, while driving, flying, 
working, waiting... any time and 
anywhere. At the core lies the near- 
magical ability to carry 600 albums 
in my pocket, sliced and sorted by 
genres, artists, albums or songs, at 
my whim. And around that core is 
an ever-growing range of acces- 
sories, software and hardware to 
enable me to crank up my little 
white, smaller-than-a-cigarette-pack 
gizmo, any which way I want. In the 
car to work, the iPod mates with the 
iTrip to broadcast its hard disk full 
of songs directly to the car’s sound 
system; in an aircraft, noise-can- 
celling in-ear phones (specially 
designed for the pod) block the 
ambient noise and deliver pure 
music; at home the iPod quickly 
connects, wirelessly or otherwise, 
to my stereo system, eliminating 
the need to search for CDs or 
tracks that I want to play. And I 
can even create my own playlists 
on the fly, at the click of a button 
and light flicks of my thumb on its 
touch-sensitive wheel. 

Here I am blabbering about the 
iPod when the matter at hand is 
actually the Sony Network 
Walkman HD3 (yes, a mouthful, I 
know!), which wants to take the 
iPod head-on. Besides its size (it's 


even smaller than the 
iPod), the HD3 counts 
among its selling points, a 
higher battery life. If the iPod is 
nifty, the HD3 is niftier. Its 20-giga- 
byte hard disk holds (so says Sony) 
13,000 songs of an average four 
minutes each, provided you store 
each of them in Sony's proprietarily 
owned ATRAC3plus compression for- 
mat. In comparison, the iPod 20 
GB model claims to store just 5,000 
songs. In addition, the HD3 claims a 
battery life of 30 hours, whereas 
the iPod's is a mere 12 hours. 

So, should I dump the pod and 
go for the Network Walkman? 
Probably not. In the world of 
portable Mp3 players, the gadget 
you carry your music in is just one 
small part of the story. The bigger 
part is how you get your music 
onto it. That’s where software 
comes in. In the iPod’s case, the 
software is the incredibly user- 
friendly (it’s from Apple after all!) 
iTunes, which also dovetails into 
Apple’s iTunes Music Store where 
you can choose to download songs 
from a range of more than a million 
at $0.99 (Rs 43.56) a pop, although 


IPOD VS HD3 
WITH IT 
HEALTH 
PEOPLE 






Sony vs Apple: Kill or be killed 


that service is yet to be introduced in 
India. Transferring songs from a 
PC to the iPod is a piece of cake: you 
can either do it automatically or 
simply by dragging your song or 
album and dropping it on your con- 
nected iPod's screen icon. 

And its challenger? In compari- 
son, Sony's Sonic Stage software is 
awkward and primitive. You can't 
drag and drop songs on a connected 
HD3 and while you can make com- 
pilation albums from all the songs 
you have, I couldn't figure out an 
easy way of making playlists. 

So what's the verdict? For me, 
it's simple. The iPod wins. Better 
software, classier looks and an array 
of accessories outweighs the HD3’s 
size, battery life and storage 
capacity. Now for the rub: the 
Network Walkman HD3 retails at 
Rs 26,990; the iPod for Rs 22,100. 
Still undecided? 

SN 


MAY 22 200$ 


кзы CEN 


WITH-IT 


y Graphic Novels Are Hot ............. 


VER THE PAST SIX MONTHS, | HAVE ATTENDED 

two international conventions devoted to 

books (as a buyer, these are important to me), 
and | have been amazed by the resurgence of the 
comics medium. At the Frankfurt convention, for 
instance, | couldn't go anywhere near the stall of 
Tokyopop, a company that publishes manga (Japanese 
comics) and anime (manga in moving pictures, 
essentially) in the us. The 
firm was launching a few 
titles at the convention and 
its stall was literally mobbed 
by young people. 

In India, sales from our 
own stores, and those we dis- 
tribute to, indicate a growing 
preference for graphic novels 
(especially in Bangalore, where 
fantasy and science fiction also 
seem to be popular). And in 
the us, sales of graphic novels 
have touched around $205 
million (Rs 902 crore) in 
2004, up from around $170 
million (Rs 799 crore at the 
then exchange rate) the pre- 
vious year. One reason for 
this popularity could be the 
recent explosion in the num- 
ber of graphic novels being 
made into-movies at Hol- 
lywood. Apart from Spider- 
man, Blade, The Incredible 
Hulk and X-Men, there is 
Constantine and cult-classics 
Sin City, Watchmen and V for Vendetta to come. And let 
us not forget the fact that Road to Perdition is based on 
a little-known graphic novel masterpiece. 

As the term indicates, the graphic novel is a format, 
not a genre (you'd be surprised at how many literary 
types make that mistake). It straddles different genres: 
literary fiction, drama, romance, science fiction, fantasy, 
action, even biography. However, most graphic novels 
can be broadly categorised under three heads: superhero 
stuff, manga and literary works. At the conventions I 
have attended, there have been entire sessions devoted 
to graphic novels. Manga is by far the most popular 
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(and the most international of the genres). Most 
manga stories are whimsical yet highly sophisticated; 
the visuals are entertaining and the format is strictly 
sequential art and text balloons; and the layout and 
pacing are as cinematic as print can get (probably one 
reason why anime is such a big hit). 

So, who reads graphic novels? Pd like to think that 
everyone does and that anyone who is yet to read a 
graphic novel simply hasn't 
because the opportunity has 
not presented itself. The for- 
mat may be associated with 
teens and sub-teens but that is 
far from reality. Alan Moore's 
Watchmen, for instance, is the 
only graphic novel to win 
both the Hugo and the 
Nebula, awards that are as big 
as the Oscar for science fiction 
and fantasy writers, and a defi- 
nite signal of the sheer literary 
merit of the book. I have also 
observed an intersection of 
interests such as movies, music 
and video games (all at the 
vanguard of popular culture) 
among those who read 
graphic novels. 

I am also of the opinion 
that the format allows writers 
to express themselves more 
freely than prose, parlaying 
the sometimes horrifying rea- 
lity of everyday situations into 
a kind of black humour that 
makes the point with nary a touch of melodrama or 
pathos. Joe Sacco's Palestine and Marjane Satrapi's 
Persepolis are both good examples of this. If I can 
draw one conclusion from the kind of books that are 
popular now, it would be that popular sensibility (at 
least among the educated classes who have a thing 
about books, reading and ideas in general) is moving 
towards this philosophy-lite version. The popularity of 
graphic novels is just a symptom of this change. 


Hemu Ramaiah runs the Landmark chain of bookstores as well as 
Westland Books, one of India’s biggest book distributors 


RAJAT BARAN 


TREADMILL 
TICKER TALK 


OU MAY HAVE HEARD TRAINERS 
ү апа gymmers talk about target 
heart rates that one needs to 
achieve for fat loss or for the body’s 
cardiovascular conditioning. What 
exactly is heart rate? How can you 
measure it and what do you have 
to watch for while exercising? 

Most good quality treadmills, stationary bicy- 
cles and elliptical cross-trainers have screen read- 
outs that give heart rates. But when trainers say 
that you have to exercise to achieve a heart rate in, 
say, the fat-burning zone of 60-70 per cent of your 
maximum heart rate (HR), what does that mean? 

Heart rate is the number of beats produced by 
the heart in a minute (bpm). First, find out what 
your max. HR is. For this, you can either get clini- 
cally tested, usually through a treadmill stress test, 
or you could use a simple rule-of-thumb measure 
called the age-adjusted formula. For women, this 
is: your age subtracted from 226; for men, your 
age subtracted from 220. Thus, if you are 35 
and a man, your age-adjusted max. HR is 185. 

Usually, for weight loss and fat burning, exe- 
rcise should result in a heart rate that is 60-70 per 
cent of the max. HR. For aerobic conditioning and 
increasing endurance and stamina, it should be 70- 
80 per cent. Top athletes who maintain excellent fit- 
ness should target 80-100 per cent of their max. HR. 

While on the subject of target heart rates, 
here’s a common query that readers send me. 
What is cardiovascular exercise (cardio in short) 
and what does it achieve? Cardio fitness is about 
how easily the body can transport oxygen and 
blood to muscle cells. As you may have guiessed, it 
can be improved through regular exercise. 

How much cardio exercise do you need? It 
depends on what you want to achieve. For weight 
loss and fat burning, you need to do more cardio 
than if you are trying to gain muscle mass and wei- 
ght. For fat loss, 20-40 minutes of moderate to 
heavy cardio exercise four to five days a week is 
ideal. For gaining muscle mass but losing fat, com- 
bine a relatively light cardio session of 20 minutes 
three days a week with weight training. But rem- 
ember, the intensity of exercise will depend on 
your level of fitness when you begin, as well as your 
physician’s advice. It’s prudent to start with light exe- 
rcises and then move on to a more intense regime. 
MUSCLES MANI 
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Sugar Czar 


I OFFICIAL. KUSHAGRA BAJAJ'S BAJA] HINDUSTHAN IS 
the new #1 sugar producer in the country, ahead of 
K.K. Birla Group and Balrampur Chini. What did 
the trick? Bajaj's new Rs 140-crore mill in Meerut that 
got rolling this crushing season. That may seem like a 
big achievement to any other 28-year- 
old, but not to this Bajaj scion. To 
say that he is ambitious would be 
an understatement. He's bid for 
all the 24 sick state-owned mills 
put up for sale by the UP govern- 
ment, and one of his goals, as 
stated in his company's annual 
report, is to make more 
profits than the annual 
revenues of the world's 
second largest com- 
pany (Exxon-Mobil). 
That, people, would 
be Rs 12,45,512 
crore. We have 
just one question: 
Why the second- 
largest and not 
the largest? Per- 
haps, he knows some- 
thing that we don't. 
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and now the only Indian to be on the panel of 
judges for the Harvard Business Review's presti- 
gious McKinsey Awards. That’s an honour—even 
for somebody like Gurcharan Das, former Chairman 
& CEO of P&G India. For one, Das, 61, gets to 
share the panel with global corporate heavyweights 
like IBM’s Sam Palmisano, ups’ Michael Eskew, and 
Robert Hormats, Vice Chairman of Goldman Sachs. 
3esides, previous winners of the annual awards, 
which recognise the best articles published in HBR, 
have included Michael.Porter, Henry Mintzberg and 
Charles Handy. As part of the panel, it will be 
Das’ task to select “the two most significant articles 
that are likely to have a major influence on execu- 
tives worldwide”. “It will mean some work for 
me,” says Das, who’s just finished serving on the 
Milton Friedman Prize for Freedom in 2004 com- 
mittee and is in the middle of writing his second 
book (on governance). 
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Rising Son 


В RICH, TRY THIS FOR SIZE. WHEN SIDDHARTHA 
allya turned 18 on May 7, his father, Vijay, 
celebrated it by not just launching an airline, but also 
announcing—in Toulouse, France—that the Wellington 
College student would be his successor at the UB 
Group. Mallya himself was only 21 when his father, 
Vittal, roped him into business, and by 27 was Group 
Chairman following his father’s death. However, Sid, 
as his friends call him, wants to get an MBA (from the Uni- 
versity of London) before he joins his dad in business. 





Unfashionable Voice 


pre KNOWS THAT FASHION EVENTS IN INDIA 
are little more than skin-ogling fests. Of course, 
nobody ever says that because, well, this is not a busi- 
ness where speaking your mind takes you far. Gautam 
Singhania couldn't care less. As the boss of textiles major 
Raymond, he can afford to speak his mind. And that’s 
exactly what he did last fortnight, when he called the 
Lakme India Fashion Week (LiFw) a “social event", 
and a related event organised by the Fashion Design 
Council a *Page 3" gathering. Singhania had a point. 
Although the LiFw is into its sixth year, it hasn't mana- 
ged to become a serious business event. Proof: Even 
Singhania, whose fashion brand Be: is one of the 
biggest domestic buyers, wasn't sent an official invite. 


On Cloud Nine 


INESH KESKAR, BOEING'S POINT MAN IN INDIA, JUST 
DS stop smiling. And why not? It’s not every day 
that one gets to bag an order (from Air-India) for 35 
aircraft worth a whopping $6 billion (Rs 26,400 
crore), and watch rival Airbus Industrie turn green 
with envy. Does that make him a star of sorts back in 
the headquarters in Chicago? *I think the folks in 
Chicago realise rather well that it is difficult working 
in India," is all Keskar would say. That means the 50- 
year-old can also look forward to a tidy bonus this 
year—unless, of course, Indian government's auditor, 
the CAG, decides to play spoilsport. 
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Slowly But Surely 


OTICI 
Expect that to widen in the days to come. For, 


THAT MILD GRIN ON R.S. 


LODHA 


Lodha seems to be on a winning streak against th 

Birlas. The Company Law Board recently dismissed 

petition filed by some shareholders seeking an inves 
tigation into allegations that the controlling stake in th: 
M.P. Birla flagship, Birla Corporation, had changed 
hands. Earlier, the courts had discharged three caveats 
filed by members of the Birla family, and declined t 

pass any interim orders on a Birla plea to appoint an 
administrator over the late Privamvada Birla's estate 
However, the real battle will b« gin when the courts 
sides 


start hearing probate petitions filed by the tw 
He'd better hang on to Lady Luck. @ 
CONTRIBUTED BY R. $] 


RAHUL SACHITANAD 
KUSHAN MITRA AND ARNAB MI 
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Wireless emailing redefined. 


* Synchronised email 
* 10 email accounts 
* Attachment viewing 
* Advanced security 
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* Integrated phone & web browser 
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Turning Point 


M. CHANDRASEKARAN, Chairman, ImpulseSoft 


BOUT FOUR YEARS AGO, 1 HAD THE PRIVI- 

lege of hearing A.P.J. Abdul Kalam, 

President of India, talk about leader- 
ship and what it really means. 

Kalam narrated an incident that influen- 
ced him as a leader. This was when he was in 
charge of the sLv 3 rocket project at ISRO 
(Indian Space Research Organisation). His 
team had worked under serious constraints 
to design and manufacture the rocket, inten- 
ded to propel India into the elite league of 
countries with rocket-launching technology. 
But on the big day, after taking off flawlessly, 
the rocket burst into flames and crashed. 

It was a disaster of the highest magnitude, 
since the country’s prestige was involved. 
A press conference was due shortly, and 
Satish Dhawan, the then Head of ISRO, sum- 
moned Kalam who said that he would try 
and explain the issues involved to the media. 
Instead of accepting Kalam’s suggestion, 
Dhawan decided to face the media himself. 
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A few months thereafter, the flaws were 
rectified, and this time around, the rocket was 
launched successfully. At that juncture, 
Dhawan asked Kalam to address the media. 

Kalam told us that he then learnt a 
powerful lesson on leadership: as a leader, 
always step forward to take the blame when 
things go wrong; always let the team take the 
credit when things go right. 

For me, this was a seminal moment in my 
evolution as a leader. We only have to look 
around us to see how such a simple, but 
powerful, philosophy is so seldom practised 
by leaders. Another philosophy is that a 
leader should first give employees their 
roots, and then their wings. 

It is the duty of the leader to ensure that 
his charges are provided the right DNA for 
growth, and encouraged at every opportunity 
to tackle greater challenges. He must also 
make sure that they are encouraged to fly, 
and test the limits of their dreams. 
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IP Telephony Solutions from Avaya GlobalConnect ensures you 


live up to your promises 


Today's businesses demand round-the-clock connectivity and seamless communication, 
irrespective of where you are or which time zone you operate in. Precisely why, 
your IP Telephony Solution needs rich multi-modal capabilities and control. 


Superior architecture based on Linux 
and other industry standards (802.3af) 
gives you the flexibility to grow as your 


business grows and add new applications 


TO IP TELEPHONY ADVANTAGE Without worrying about increasing the 
FROM AVAYA GLOBALCONNECT number of servers every time. 


Secured communication is ensured by offering encryption for voice and signaling for 
all gateways and all phones (including IP soft phones). This will enable you to bring down 
your TCO with a right mix of IP hard phones and soft phones, without compromising on 
security and voice quality. 


Business continuity /disaster management capabilities ensure that your 
mission critical applications are uninterrupted. So your branch offices 
can continue to enjoy the full set of features rather than a ‘branched’ feature set. 


converged solutions contact center solutions 


High performance and five 9s of reliability eliminates dropping of active calls 
in case of failures. Avaya IP Telephony Solutions pro-actively monitor latency and packet 
loss along with IP link loss/IP bandwidth overflow to automatically switch over to a 
PSTN network. 


Advanced applications like ‘extension to cellular’, instant messaging and our support 
to SIP will enable you to seamlessly integrate multiple devices like o cell phone, desk phone, 
PC client and PDA for increased efficiency and productivity. The rich multimedia capabilities 
to remote workers also allow integration of video capabilities to IP soft phones. 


So now your customers and end-users can connect to you from anywhere, as per their 
preferences and availability, using modes ond devices that ore most convenient to them. 
Smoothly, effectively, securely. 


AVAYA 
GLOBALCONNECT 


INDIA'S NO.1 ENTERPRISE COMMUNICATION COMPANY 


customer services | www.avayaglobalconnect.com 


For more information, contact Anju Williams at +91-124-5093 317 or +91-98106-04222 or e-mail: anju.williams@avayaglobalconnect.con 








may finance Air-India’s $7-billion Boeing deal, is 
oking to launch or acquire a bank, and expecting 
ig business from the power sector. If all goes well, 
E's Indian arm will be а $5-billion company by 2010. 
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MIDDLEWARE IS IBM SOFTWARE. 


1. Takes virtual tour of vacation spot 
2. Books flight with partner airline. 

3. Dispatches service automatically 

4. Analyzes schedule data dynamically 


5. Business results reach new heights 


Machines Corporation i 
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Can you see it? 
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Middleware is Everywhere. 
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Random pairings squander long-term customer value, hurt sales and raise costs. Precisely why, across multiple touch 
points, Avaya GlobalConnect customises solutions to ensure optimal resource matching - so that your calls are routed 
intelligently, smartly, efficiently. This way, your customers can connect with experienced call center executives with 
preferred language skills, enjoy smart service interfaces like assisted web browsing, web chats, IVR and more. 


You can choose world-class solutions like Contact Management, Self Service and Proactive Outbound Contact in both 
IP and TDM environments. Each designed to enhance operational effectiveness, business continuity, profits and efficiencies. 
Add to this, Interaction Intelligence, Quality Monitoring, Work Force Management, Real Time Messaging and Headset 
Solutions in partnership with global leaders. And you have the perfect success formula for business leadership. No less. 


converged solutions contact center solutions customer services 
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From The Editor 


EFFREY IMMELT, WHO TOOK OVER AT GE AFTER THE 
legendary Jack Welch hung up his gloves, will be visi- 
ting India in the next few days. The visit is significant 
cause it comes at a time when СЕ'ѕ businesses in India are 
at an inflexion point. When GE first entered India in a major 
way in the early 1990s (although GE has been doing busi- 
ness in India since 1902, it was only in the early nineties that 
it tried a multi-pronged foray into financial services, medi- 
cal diagnostic equipment, plastics, etc.), like other MNCs in 
newly-liberalised India, it may have got a bit carried away 
by the hype and expected to become a $2-billion 
(Rs 7,200 crore at the then exchange rate) company by 
2000. That never happened and Gt (again, like many 
other MNCs) realised that the Indian market was not going 
to be a cakewalk, particularly for GE's main businesses: costly 
medical equipment, aircraft engines and power turbines. 
That's when GE changed tack and focussed on using 
India's expertise in offshoring (it pretty much started the 
BPO wave with СЕ Capital International Services in Gurgaon) 
and in high-end design and engineering, even software. 
Since late 2004, however, with the emergence of oppor- 
tunities across businesses, the company is once more in let's- 
exploit-the-market mode. From $1 bil- 
lion (Rs 4,400 crore) today, it hopes to 
grow domestic sales to $5 billion 
(Rs 22,000 crore) by 2010. That's a big 
target, but this time GE's new strategy for 
India (read all about it in our cover story 
by Senior Associate Editor Arnab Mitra) 
may work. For starters, GE may finance 
Air India's $7-billion (Rs 30,800-crore) 
Boeing deal; it may launch or take over 
a bank and expects sizeable business from the power sec- 
tor. Our story also has, for the first time, Jeffrey Immelt 
spelling out his own vision for GE's Indian businesses. 
Immelt isn’t the only man featured on the cover. 
India Inc.’s poster boy of the moment is Purnendu 
Chatterjee, 55, promoter and principal shareholder, 
TCG Group, who's pulled off, along with a consortium, a 
$5.7-billion (Rs 25,080-crore) deal to buy Basell, the 
Dutch petrochemicals giant. Our story takes you behind 
the scenes with an account of how the Kolkata-born 
Chatterjee beat global contenders to clinch Basell and also 
profiles his main partner in this deal, the ultra low pro- 
file American-Russian entrepreneur Leonard Blavatnik. 
We'd all be advised to keep watching Chatterjee for 
more action following the Basell takeover. As one of 
India's leading industrialists says: “Не” very, very clever.” 
Another highlight of this issue is on the huge opportu- 
nities that have opened up in India's telecom business. 
We've even put a figure to it: Rs 1,20,000 crore, that's 
over $27 billion. To see what global telco majors are 
eyeing, read Р.У. Sahad and Supriya Shrinate's special 
report on the industry. 
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Sabeer Bhatia 


The poster boy of the 
Internet boom is back, 
this time with a 
collaborative software 
product that he is 
touting as the next 

big thing. 


Sabeer Bhatia 


KM Birla Biotech’s Allure 

The Aditya Birla Group is 
reportedly mulling a foray 
in biotech. What is it about 
the sector that’s drawing 
India’s big industrial houses 
like the Tatas, Reliance, 
and now the Birlas? 
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says: "happy employees - 
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Now, get a hot new management tip for the day every day, and participate in 
opinion polls through SMS on your mobile phone 24 hours a day. 
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Apropos your cover story The Real 
TCS Story (BT, May 22, 2005), it 
would have been interesting to 
know the effect of the fringe bene- 
fits tax (FBT) on TCS’ 
future results as the 
company’s business 
model is very different 
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Creating lasting impressions 


from other IT companies. For 
example, Infosys’s CFO Mohandas 
Pai has categorically stated that the 
tax will have very little effect on his 
company. The problem with TCS, as 
you have rightly pointed out, is 
investor communication. CEO 
S. Ramadorai should draw a les- 
son from Infosys, which having 
understood the markets, under- 
promises and over-delivers. What 
needs to be seen is how fast TCS 
moves away from being a division 
within the Tata Group to becoming 
a fully independent company. 
SOURABH SAWRIKAR, through e-mail 


Your cover story, The Real TCS 
Story (Br, May 22, 2005) has hit 
the nail on the head: The company 
has not grown in the last quarter. 
However, there is hope. TCs has 
the expertise and being a part of 
the Tata group is a huge advantage. 
The real TCS story in the long run 
can only be a success story. 
LAKSHMI, through e-mail 











Your cover story The Real Tcs Story, 
(BT, May 22, 2005) shows how 
pivotal factors such as the business 
model and types of projects, among 
others, are to the performance of a 
company. With TCS on a hiring 
spree, it must know where it is 
headed. The rr behemoth may be 
down but not out. 

SQURABH SUMAN, through e-mail 


The TCs article The Real TCS Story, 
(8r, May 22, 2005) clearly lists the 
factors responsible for the com- 
pany’s lacklustre performance. A 


shift in its accounting policies cou- 
pled with a depreciating dollar, have 
hit its revenue growth, bringing its 
stock value down. It, however, seems 
to be a temporary phenomenon 
and the company should rebound. It 
will be interesting to see TCS’ strategy 


in the coming quarter. 


VITHUR, through e-mail 


Danger Ahead 
Apropos Misreading The Signals (Br, 
May 22, 2005), it is “red” as far as 
railway safety is concerned. Indian 
Railways still chugs along with out- 
dated signal equipment. There is 
no way out but to modernise the 
signal system and upgrade the 
tracks. Or is the Railways waiting 
for more accidents to happen to 
shake it out of its stupor? 

D.B.N. MURTHY, through e-mail 


Correction 

Amandeep Chopra, Senior Vice 
President, uri Mutual Fund, mana- 
ges four gilt funds (corpus: Rs 580 
crore) and not 12 gilt funds (cor- 
pus: Rs 6,200 crore) as published 
in India’s Best Fund Managers (BT, 
May 22, 2005). Also, uti liquid 
funds, and not gilt funds, have had 
limited exposure to sbort-term 
deposits. The errors are regretted. 


HOW TO CONTACT. ب‎ TODAY 
о M. | 






The Editor, Business T. Videocon Tower, 
Nee Dae унво mail 


1, Jhandewalan Extension, 
intoday.com 


Unsolicited ace wi па be returned or ackn 
FOR SUBSCRIPTION ASSISTANCE WRITE TO: 
Videocon Tower, 13th Floor, Бы Jhan елее Extension, New Delhi 110 005 
Phone (Dethi): 51 чш: 


Toll-free number: 
Record voicemail: 


No.), Ext Dial 1 


23684848 
16001 E fe 23684841; 


Email: wecare@intoday.com 











JK COPIER PLUS 


Superwhite Multipurpose Paper 


The ultimate paper, 


for all your multi-application needs. 


Brighter surfaces * Printer or Copier, runs impeccably • Both sides printing + Non-stop performance 


© 


JK PAPER LTD. 


Creating lasting impressions) 





ІВМ eServer xSeries 226 is powered by 
Intel Xeon” Processors. 





ITS PRICE WILL PUT A SMILE ON YOUR FACE. 


ITS PERFORMANCE WILL PUT YOU 
AHEAD OF THE COMPETITION. 


In the world of on demand business you have more and more to do and less and less 
time to do it. Speed then, is of the essence. And nothing helps you become more 
responsive like the IBM eServer xSeries, powered by Intel® Xeon™ Processor, which 
provides you with the dependability to keep up with the demands of your business. The 
Xtended Design Architecture" maximises industry standards to deliver critical advantage 
to your business. Calibrated Vectored Cooling™ overcomes demanding “high heat" 
environments by optimising the flow of cooled air through the system, enabling 
extraordinary density in the system. The IBM eServer xSeries 226 optimises your IT 
infrastructure so you can squeeze the best out of it. The IBM eServer xSeries 226 server. 
It's designed to help you outperform the competition. 


QUT * 


(@ вегуег 


Call 1600 338022 


IBM eServer xSeries 226 

64-bit Intel® Xeon” Processor 3.0 GHz 
for DP servers 
TMB Cache — 
512 MB PC3200 ECC DDR2 
SDRAM DIMM 

80 GB Serial-ATA HDD 

Gigabit Ethernet Card 

3 year Comprehensive Warranty - 


Rs. 71,000" 














IBM eServer xSeries 226 

64-bit Intel® Xeon™ Processor 3.0 GHz 
for DP servers 
1MB Cache 
1GB PC3200 ECC DDR2 
SDRAM DIMM 

Uitra320 SCSI Controller 
Gigabit Ethernet Card - 

3 year Comprehensive Warranty 


Rs. 1,25,000* 

















IBM eServer BladeCenter HS20 
64-bit Intel® Xeon™ Processor 3.0 GHz 
for DP servers 

ТМВ Cache - 

T68 РСЗ200 ECC DDR2 

SDRAM DIMM 

Ultra320 SCSI Controller 

Dual Gigabit Ethernet Controllers - 


3 year Comprehensive Warranty — 


Rs. 99,000* 





























dt editorial 


аас РЧ 


And Marx Wept 


N MAY 22, A FEW DAYS AFTER THIS MAGAZINE 
Q hits the stands, the United Progressive 

Alliance government will celebrate a year 
in power. The Communist Party of India and 
Communist Party of India (Marxist) will not, as 
they have already announced, join in on the cele- 
brations. These two, as most people must be aware, 
support the UPA government ‘from the outside’, and 
while their morality will not allow them to withdraw 
this support thereby paving the way for the right- 
wing Bharatiya Janata Party and its allies to return to 
power, their ideo-logy will not countenance being 
considered part of the establishment. 

There is another rea- 
son, closer home, why the 
communists should not be cele- 
brating anything at all this year. 
Most writers, analysts and political 
commentators—the first write every- 
where but on the editorial and op-ed 
pages of newspapers; the second do 
so only on these pages; and the third 
not only do so on these pages, they 
even have their photographs car- 
ried—have missed this simple point 
that can be summed up in four 
words that have, through repeated 
usage, taken on the label of a cliché: 
what might have been. 

When the communist parties 
won 61 seats to the 14th Lok Sabha 
in 2004 (their highest representa- 
tion in the house ever), and a little 
later, when they decided that it was in every- 
one's best interests that they support an alliance of 
liberal parties, they were presented with a great 
opportunity. At a time when the world, and India, had 
written off communism as an idea that didn't work— 
the British Labour party, for instance, is far removed 
from the original ideology that spurred its creation— 
the CPI and CPI (M) suddenly found themselves with a 
chance to show what Communism Version 2.0 or 
New Communism was all about: pro-labour but not 
at the cost of efficiency and productivity; pro- 
domestic industry but not at the cost of competi- 
tiveness and quality; and pro-consumer but not at the 
expense of the exchequer. 

Rather than do any of these, the communists have 
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regressed. Where it suits them, they have supported the 
UPA's witch-hunting drive (the former Disinvestment 
Minister seems a clear victim although the same can- 
not be said, as assuredly, of the former Defence 
Minister). And where it suits them, they have either 
blocked key economic reforms or extracted their 
pound of flesh through riders that defeat the purpose 
of the exercise. Thus, when the government, after first 
announcing that it was all for hire-and-fire labour 
laws in SEZs (special economic zones), now speaks 
about units in SEZs not being allowed to hire-and-fire 
on demand, it is evident that it is bowing to pressure 
from its red allies. 

There is a growing list of such influence: the com- 

munist parties were against the government rais- 
ing the ceiling on foreign direct 
investment in telecommunications 
to 74 per cent and agreed only 
after ensuring that there were 
adequate riders (see The 74 Per 
Cent Effect on page 108); 
today, this change is yet to be 
notified. They are against any 
hike in oil prices as they claim 
these will hurt the common 
man by resulting in an increase 
in the price of diesel, kerosene 
and LPG (they will, but fact is, it is 
not good economics for the gov- 
ernment to subsidise them). They 
are opposed to any dilution in the 
government's stake in public sector 
banks and banking reform in 
general; they fear this will eventually 
result in foreign companies controlling the Indian 
banking sector. And there are more such. 

The people most affected by these are the com- 
munists themselves. Circa 2005, people in India and the 
world are looking to a pacifist liberal alternative to the 
bullying capitalist model that the us has made its own. 
Issues related to the quality of governance (both cor- 
porate and political), citizen-, consumer-, employee-, 
and investor-rights, and environment are gaining cen- 
tre-stage. India’s communists, with the mandate at 
their disposal, had an opportunity to become the 
champions of such issues. Instead, they have regressed 
to old-style hammer-and-sickle politics that will, even- 
tually, harm them the most. Il 
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Commodity 


Саг 


L.N. Mittal in steel, the Ambanis in polyester, К.М. Birla іп viscose fibre. What 
makes the Indian entrepreneur global champ of commodities? Bv sAHAD Р.У. 





INETEEN NINETY-FIVE TO NOW, IT’S BEEN A 
stunning decade for the Indian entrepre- 
neur. Few could have imagined back then 
that in a country where restricting manu- 
facturing capacities was a stated policy for decades, 
there would emerge entrepreneurs who lead the 
notoriously difficult world of commodities. Yet, the 
unthinkable has happened. In a range of industries, the 
Indian entrepreneur is the biggest manufacturer or at 
least among the top manufacturers globally. Lakshmi 
Niwas Mittal of Mittal Steel is the world's biggest 
manufacturer of steel by far, with an annual capacity 
of 70 million tonnes (МТ); his nearest rival, Arcelor, has 
a capacity of just 40 Mr. Purnendu Chatterjee of the 
Chatterjee Group has just acquired the world's largest 
manufacturer of plastic polypropylene, Basell, from 
Royal Dutch/Shell for a whopping $5.7 billionor 
Rs 25,080 crore (you find a story on him а Ч 
in the issue). The Ambanis of Reliance 
Industries run the world’s largest poly- 
ester plant in Patalganga, with a> 
capacity of 1.8 MT per annum. , 
Kumar Mangalam Birla of the Aditya 
Birla Group is the world #1 when 
it comes to viscose staple fibre 
and white cement. His 
group also operates the 
world's largest single- 
location refiner of palm 















oil, and is the world's fifth-largest producer of carbon 
black. The list doesn't end there. The Munjals have 
been in the Guinness book since 1986 as the world's 
largest manufacturer of bicycles, rolling out 5.2 million 
of them last year. And Subhash Chandra is the numero 
uno manufacturer of laminated tubes, producing 4 bil- 
lion tubes every year from 18 manufacturing plants in 
12 different countries. Even in chemicals and phar- 
maceuticals, India has global leaders (see Global Play). 

Commodity industries aren't the easiest of busi- 
nesses to operate in. Demand is cyclical, because of 
which prices are volatile and profit margins thin. 
Economies of scale are a must, costs must be squeezed 
out of every single process every day, and poor pro- 


, duction planning can easily tip the manufacturer into 


the red. So what makes the Indian entrepreneur so 
ept at the commodities game? His process and 
finante skills. Those who manufacture in India 
glso leverage other advantages like rela- 

tively cheap raw materials and labour. 
For example, even though Mittal 
operates all his steel mills outside of 
India, his core team of turnaround 
managers comprises seasoned 
Indians, who walk into 
rust bucket factories 
that he typically acqui- 
res, but quickly turn 
them into some of 


the most efficient producers of steel. 

Similarly, Reliance has a track 
record of executing complex, multi- 
crore projects at the lowest costs 
and in record speed. A proof of 
Reliance’s in-house project mana- 
gement capability is its $6-billion 
(Rs 26,400-crore) integrated 
Jamnagar complex, which it exe- 
cuted in a record three years. It’s 
believed to have been done at 30 
per cent lower capital cost than a 
comparable global plant. “This fun- 
damental strength is at the heart of 
Reliance’s low-cost positions in all its 


x 


businesses,” Dhirubhai Ambani опсе * Deal yet to be concluded 


said. Last year, Reliance acquired a 

high-cost polyester producer, Trevira GmbH of 
Germany. The idea is to get entry into the European 
markets and in the long term transfer those production 
capacities to India. The Noida-based Moser Baer, 
too, continues to tinker with production processes 
to shave some milli-seconds off, say, the etching 
process. Says Rakesh Govil, Head of Corporate 
Strategy, Moser Baer: “We are 10-15 per cent cheaper 
than our Taiwanese competitors because we have 
been able to do a fair amount of line integration our- 
selves, including design (thus reducing turnaround 
time), and been able to do a a lot of chip fabrication 
in-house, besides substituting imported raw mate- 
rial.” Hero Cycles uses an Indian version of just-in-time 
production to drive costs down. 

Perhaps, something more important that’s driving 
the emergence of the Indian entrepreneur on the 
global commodities stage is the newfound sense of con- 
fidence. “I see that Indians are showing outstanding 
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Simputer Ver. 2.0 


KAY, IT'S NOT AN UPGRADED SIMPUTER, BUT ENCORE SOFTWARE'S 

newest laptop offering, the Mobilis, comes with the same 
philosophy of low-cost computing. Priced between Rs 10,000 and 
Rs 20,000, the Mobilis (like its two other variants) doesn't have 
a hard drive (it uses Flash Memory), has a smaller seven-inch dis- 
play and shorter battery life compared to conventional laptops. 
Why does Encore feel it can sell 25,000 Mobilises in Year One? 
"It has its own market and applications, but will be able to run 
Simputer applications too," says Mark Mathias, the company's 
President. Its big hope, however, is a deal with rrc for the tobacco 


giant's e-Choupal initiative. 


Showtime: Science & Technology minister Kapil Sibal (L) with 
CSIR Director General R.A. Mashelkar at the Mobilis launch 
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confidence based on their increased competitiveness 
and global outlook,” says Tarun Das, Chief Mentor of 
Сп and who's watched Indian industrialists from close 
quarters for more than four decades. Agrees Rahul 
Bajaj, Chairman of Baja Auto: “The common factor 
here is that entrepreneurship is blossoming in a free 
market environment post-1991.” 

What's also helping is that countries that tradi- 
tionally were centres of manufacturing are now finding 
their competitiveness getting eroded by other low- 
cost countries and, therefore, are opting out of the 
game. In Europe, for example, a lot of small auto-com- 
ponent manufacturers are selling out and are being 
snapped up by the likes of Bharat Forge. In other 
industries like textiles and apparel, factors such as 
low labour costs and access to raw materials are 
forcing a shift in industries to low-cost countries, 

Tomorrow, it could even be industries like auto- 
motive. Are the Tatas and Mahindras listening? 
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The Crisis In Cooperative Banks 


Urban cooperative banks go belly up with a frightening regularity. There's only one way to 
prevent that: Make RBI their sole regulator. BY ROSHNI JAYAKAR 


E THE LAST FIVE YEARS, AT LEAST 10 
cooperative banks have gone bust. In 
2001, Ahmedabad-based Madhavpura 
Mercantile Cooperative Bank went 
famously belly up following its involve- 
ment in the Ketan Parekh scam. An esti- 
mated Rs 600 crore of the total deposits of 
Rs 1,200 crore belonged to small 
depositors, most of whom were farmers. 
The following year, urban cooperative 
banks (UcBs) fell like ninepins. Wardha 
District Central Cooperative Bank, 
Osmanabad District Central Cooperative 
Bank, Satguru Jangli Maharaj Cooperative 
Bank of Pune and Nagpur District Central 
Cooperative Bank were forced to down 
shutters after the Home Trade scam. In 
2004, it was the turn of South Indian 
Cooperative Bank and Maratha Mandir 
Cooperative Bank to go under—simply because the 
banks had racked up huge non-performing assets 
(NPAs), eroding their capital base. 

There are about 2,100 uces in the country with 
more than Rs 1,00,000 crore in deposits and Rs 65,000 
crore in advances (yes, their assets and liablities don't 
match). According to the RBI's Trends and Progress in 
Banking Report of 2004, 1,926 UCBs had an average 
NPA of 17.60 per cent of their total advances. Needles 
to say, depositors in these banks are at risk of losing 
their hard-earned money. 

But why are the UCBs in such bad shape? The 
answer has to do with the way such banks are run. To 
start with, the UCBs (because they are cooperatives) 
are owned by a limited number of members, belonging 
either to a specific community or vocation. Because only 
shareholders can borrow from such banks, the biggest 
borrowers often tend to be bigger shareholders, mea- 
ning that the banks have little incentive in going after 
them, should the loans turn bad. And since the 
administration of such cooperatives is with the state-level 
Registrar of Cooperatives, and the Reserve Bank of 
India (RBI) only oversees banking transactions in a 
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Seeking answers: Depositors protest outside a failed cooperative bank 





limited way, there's rampant mismanagement of the 
UCBs. (One classic example: Madhavpura's Chairman 
Ramesh Parikh even used the bank's money to settle his 
stockbroker son, Vinit's market dues.) Says Ashwin 
Parekh, Executive Director, Deloitte Touche, a global 
consulting firm: *The current ownership model of 
the UCBs won't work in the long term." 

Changing the nature of ownership of the UCBs is 
trickier than ensuring better management. The latter is 
easily achieved by giving the RBI greater powers to 
regulate them, and bringing in banking norms that 
make them at least as well managed as other com- 
mercial banks. That apart, the government may need to 
help the UCBs restructure their balance sheets, by 
strengthening their capital base. Various expert com- 
mittees in the past have also suggested that the central 
and the state governments should share the cost of such 
a restructuring. Indeed, following the release of its 
vision document for UCBs in March this year, the RBI has 
begun the process of involving state governments in 
rehabilitating the weak banks. 

The rationale of cooperative banks is infallible. It's just 
that they need to be run like they are supposed to. 
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UPA Vs NDA: The First Year 


Which of the two coalition governments worked harder in its first year? 


(оем LIKE CEOS, GET 
their first year in power 
watched closely. Why? First 
impressions matter. Based on 
how much enthusiasm govern- 
ments show to get cracking on 
key issues, stakeholders make 
their call on the course of the 
economy—and the longevity of 
the administration. The 
Manmohan Singh-led United 
Progressive Alliance (UPA) fini- 


THE UPA SCORECARD 

wm Implemented the Fiscal Responsibility and Budget Management Act 

Introduced National Food for Work Programme 

m Introduced the products patents regime by pushing through the 
Patents (Amendment) Act, 2005 

m Scrapped the restrictive (to a foreign partner in a JV) Press Note 18 

m Hiked FDI in telecom to 74 per cent and real estate to 100 per cent 








shed its first year on May 21, 
2005. Did the dream team work 
any harder than the Atal Bihari 
Vajpayee-led National Democ- 
ratic Alliance (NDA) government 
that it replaced? 

To your right is a quick com- 
parison of the key initiatives the 
two governments unleashed in 
their first 365 days in power. 
It's obvious that the UPA regime, 
despite recidivist communist 
allies, has pushed through more 
important policies than the NDA 
did. A word of caution, though: When the NDA came to 
power (for the second time, after a short-lived 
13-month stint in 1998), the global economy was just 
recovering from a slump. The East Asian countries 
like South Korea and Hong Kong were still suffering 
from a hangover of their currency crisis, Japan showed 
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m Signed an Air Transport Agreement with the US 
m Put in place strategies to enhance access to oil in India and 
abroad 

= implemented the long-pending Switchover to Value-Added Tax 
THE NDA SCORECARD 
m Replaced the fixed licence fee regime in basic and cellular 

services with a revenue-sharing system 

m Opened up long distance services in telecom to all players 
m Allowed derivatives trading in commodities 


m Raised the limit for foreign corporate acquisitions from $15 
million (then Rs 64.5 crore) to $50 million (Rs 215 crore) 

= Exempted tax on dividend income from equity mutual funds 

ш Proposed divestment (via IPO) in national carriers Air-India and 
Indian Airlines 

m Divested 18 per cent in GAIL via Global Depository Receipts 

m Passed the Insurance Regulatory and Development Bill 


no signs of emerging out of its recession and Brazil had 
just devalued its currency, real. The uPA, in contrast, 
took over at a time when the Indian economy was gal- 
loping at 8.5 per cent a year and the stock market had 
started on its bull run. But then, who says life is fair? 

ASHISH GUPTA 


Will Debt Get Dearer? 


LMOST CERTAINLY, IF NOT IMMEDIATELY. INTEREST RATES ON HOUSING LOANS 

have already started moving up, and other retail loan segments—cars, 
durables and personal—could get dearer too. “The cost of funds (for banks) has 
gone up in the last quarter of 2004-05," says V. Vaidyanathan, Head of icici 
Bank's Retail Business. So why haven't rates hardened across the board yet? 
"While funding costs have increased, so has competition," explains Nicholas 
Winsor, Head of Personal Financial Services at Hsec India. In other words, there's 
more money to lend than good borrowers. Still, if interest rates in the us continue 
to climb, bankers in India may be emboldened to follow suit. 
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‚ Dance Bar Economy 


Spared the axe, Mumbai's dance bars heave a sigh of relief. 


E ia ART OF IMPOSING A BAN" IS 
certainly a title Maharashtra’s 
Deputy Chief Minister R.R. Patil 
should never attempt writing. His 
heroic attempt to restore Mumbai’s 
morality by shutting down its 1,250 
or so dance bars appears to have 
come a cropper due to a small tech- 
nical snag. It apparently escaped 
Patil’s attention that the “dance 
performance licence” issued to 
establishments is the same across 
five-star hotels, discos and pubs, 
exclusive membership clubs and 
just about every establishment where 
its members are likely to shake a leg. 
Fortuitously for Mumbai’s bar 
owners, they are covered under the 
same licence. That discovery has, at 
least for the moment, put paid to 
Patil’s attempts, meaning that this 
peculiar entertainment industry is 
back to business. 

Just how big is it? Apparently, 
some 75,000 dance girls and 
300,000 male employees work in 
these bars. According to Pravin 
Agarwal, owner of the Ellora Bar in 
suburban Borivali and Vice 
> President of the Fight for Rights 
of Bar Owners Association, a trade 





Dance bars: Cheap but lucrative 
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IL COMPANIES IN INDIA CONTINUE 
О» see their profits shrink as 
the government baulks at another | 
round of hike in fuel prices. Indian 
Oil's net profits halved in Oct.- 
Dec. 2004 quarter compared to 
the same quarter the previous 
year. BP fared worse. Take a look. 
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association, the dance bars are 
divided into three categories. “In 
the uppermost class, each dance 
bar would make about Rs 50,000 
per night on liquor sales and about 
Rs 1 lakh per night on the dancers, 
while in the lower-most category, it 
would be about Rs 5,000 per night 
on liquor and the dancers would 
collect about Rs 10,000,” Agarwal 
reckons. The Honorary President of 
the Bhartiya Bar Girls Union, 
Varsha Kale, estimates that each 
bar grosses anywhere between 
Rs 25,000 and Rs 1 lakh per night (a 
lucky one, however, made Rs 93 
lakh when a gentleman called Telgi 
paid it a visit not too long ago). 
So, assuming conservative 
takings of Rs 50,000 per night for 
the 1,250 dance bars, the industry 
should be pulling in more than 
Rs 2,281 crore per annum. The 
number of bars has been doubling 
every year since 1988 up until this 
year, according to Kale, but Agarwal 
feels that things are beginning to 
slow. “We are not likely to see the 
boom of 1996-99 again,” he says. 
Maybe, but the show will go on. 
PRIYA SRINIVASAN 
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Sahara's Roy: Mysterious illness 


ODDP> 


Subrata Roy’s 
Curious Case 


E WAS LAST SEEN IN PUBLIC ON 
April 1, when he paid a visit to 
Sahara Group's prestigious, but white 
elephant, Amby Valley project. Since 
then, though, bizarre stories have 
been emanating about the state of 
health of Sahara Parivar supremo, 
Subrata Roy. One has it that he's 
grievously unwell, while another 
attributes his sudden disappearance 
from public life to a debilitating heart 
ailment. To add to the confusion, 
somebody in Allahabad filed a habeas 
corpus with the local court, claiming 
that Roy was being held captive by 
his wife and colleagues, who were 
plotting to transfer Sahara's assets out 
of the country. While a statement 
issued in the name of Subrata Roy 
called the allegations "extremely 
painful, false and highly defama- 
tory" and explained his public 
absence ("| am under the treatment 
of doctors, who have advised me 
complete rest," it said) the buzz 
refuses to die down. Maybe its time 
Roy bought some airtime on his 
own television channel. 
KUMARKAUSHALAM 
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CAG On Overdrive 


Is the state auditor being overzealous? 





The Comptroller and Auditor General HQ: Courting controversy constantly 


HE PAST FORTNIGHT HAS SEEN THE COMPTROLLER & AUDITOR 

General (CAG), the government’s auditor, kick up controversy 
over three different issues: One, it has hauled up auto companies for 
not passing on the excise duty cuts to consumers; two, it has accused 
a clutch of pharma companies, including Cipla and Nicholas 
Piramal, of claiming excessive deductions for R&D expenses; and 
three, more famously, it has found fault with the valuations in 
disinvestment of the Centaur hotels at Juhu and the airport in 
Mumbai. Arun Shourie, the then disinvestment minister on whose 
watch the hotels were sold, has already made known what he 
thinks of the CAG’s valuation skills: “idiotic”. We'll refrain from going 
further into the Centaur issue, since it has been written about 
extensively in the recent days. Instead, we'll look at CAG and why 
controversy is its constant companion. One problem with CAG, 
most government ministries will tell you straight off, is that it 
works in glorious isolation. There is no system of discussion with sec- 
retaries to the government, or with the heads of departments before 
the audit report is finalised. That leaves a yawning gap in the report, 
with the concerned department invariably challenging the con- 
clusions made. As a result, the main purpose of audit—improvement 
of administrative set-up and the systems and procedure—takes a back 
seat. Instead, the CAG gets into slanging matches with the departments 
it audits. The battles get worse when the department or the issue con- 
cerned is economic or scientific, because—CAG's critics say—it 
doesn't have the necessary skills to audit them. 

That's likely the case, but there's no denying the fact that CAG is 
stressed. While the quantum and complexity of government dealings 
have increased manifold, CAG's headcount hasn't increased in pro- 
portion. Besides, and possibly the greater justification for CAG's para- 
noia, given the corruption in Indian bureaucracy, the chief auditor 
probably needs to be a muckraker. 

ASHISH GUPTA 
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GSM operators cry foul over proposed allocation of additional spectrum to CDMA rivals. 
ИР TELECOM REGULATORY Projected Subscriber Base And Total Spectrum Requirement For... 
Authority of India’s (rrat’s) 142- e 
page recommendations on spec- -GSM Services 
trum issues (including a provision eer ME, MN CNN Mm 
for more spectrum to CDMA opera- Circle (in МА) (inlakh)* (imlakh)* гед, (in Mhz) гед. (п Mhz) геа. (п Mhz) rend. (in Mhz) 
tors in their 800-MHz band space Delhi 324 40. 1049 64.6 2812 97 60.52 
н within a month) have, as antici- Mumbai $42 38:46 8702 45.8 202 80 5476 
р pated, rival GSM operators crying Chenna 24.8 15.15 33.62 8.4 TERE E 33.2 32.36 
: foul. “TRAI is making CDMA opera- Kolkata! | 284 1386 55% 26.6 1512 55 412 
5 tors (led by Reliance Infocomm) CDMA Services 
bs enter the 3G space via the back- рар 125 1595 415] 17.5 315 30 1625 
] door," fumes T.V. Ramachandran, Mumbai =: 15 12.18 2155 10 125 25 1625 
| Director General, Cellular Chennai — 1125 5.31 1179 5 125 1625 125 
К Operators Association of India — "Kolkata 10 5.27 2206 125 15 225 125 
А (СОА. TRAI’s Chairman, Pradeep Figures as on Feb. 28,2005 — figures as on Dec. 2007 
E Baijal, however, is unfazed by the : : е, 
р accusations. “An issue is being made Service Providers Need Additional Spectrum 
k out of something that is not there in 
the recommendations,” he says. DELHI Spectrum Max possible Actual No.of Current annual Likely time period for crossing 
The csv lobby’ fear boils down LE E AC Ue rear 
to two points: One, operators like — guam TeleXentures 510 12 16 18.66 Already crossed 
Bharti have reached a point where ср ~ za uae M4 23.42 Already crossed 
they need additional spectrum to деа 62 5 63 29,39 Already crossed 
grow their subscriber base. Two, — Reliance 5 NB 122 65.53 No benchmark criterion 
an early allocation of extra spec- 
trum to CDMA operators will allow MUMBAI 
them to launch 3G services within a ВР 0 12 12 29.38 Reached 
month via the Evolution Data Only — - ‚ —- = a HRMM ME 
(EVDO) technology and thus gain a ja . тыш , 
headstart in he dine ers eê inm 5 мМ |. 99 65.02  Nobenchmarkcriterion 
*Figures as on Feb. 28, 2005 NB: No benchmark available Source: TRAI 


revolution in the telecom industry. 
The GSM players (who currently 
operate in 900 MHz and 1,800 MHz) would have to wait 
until the IMT-2000 spectrum is made available to 
them—and that could take until 2007. 
TRAI has recommended that IMT-2000 (3G) in the 
2-GHz band (currently held by defence forces) 
should be made available to both 
CDMA and GSM operators. As for 
CDMA operators' demand for 1,900 
MHz (a frequency band that CDMA 
operators use internationally), TRAI 
notes that the armed forces would 
not be able to give it up. The 
current fight is happening 
because spectrum is a 
scarce resource, and who- 
ever corners the lion’s 












Is TRAI Playing Favourites? 


share of it in effect ensures future growth at the cost of 
competing technologies. Ratan Tata, Tata Group 
Chairman, has suggested that the spectrum be allotted 
to the operators who agree to pay the highest revenue 
share, besides a licence fee (of around Rs 1,500 crore 
per operator on an all-India basis). Tata's suggestion 
doesn't have too many supporters, simply because, 
the industry fears, such a system would jack up opera- 
ting costs, making 3G unviable. 

With TRAI recommending that efforts be made to 
move in the direction of technology-neutral spec- 
trum allocation (which basically means allotting 
spectrum without regard to the unique needs of the 
two competing technologies), the fight over spec- 
trum is far from over. 

KUMARKAUSHALAM 
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T PHOTOGRAPH ON THIS PAGE IS ONE 
reason. It was taken on one of the com- 
pany's new N-series phones, you see, trans- 
ferred to a computer using Bluetooth, and 
then, on to the page. The thing about this 
particular phone, apart from a swivel-screen 
à la a digital camcorder, and still and video 
cameras is that it has a Carl Zeiss lens, and 
a resolution of 2 Megapixel. That's the 
highest yet on a camera phone, and it 
involved a superior quality lens (that's 
where Zeiss comes in), a 2-Megapixel 
sensor, and some tweaking in the associa- 
ted software. There are prototypes of 
camera phones that boast 5-Megapixel, 
even 7-Megapixel resolution, but as 
Nokia's head of multimedia explains, 


Phones That Do More 


Why Nokia's head of multimedia is bullish on his firm's new phones. 





you can put a camera with 10-Megapixel Nokia's Vanjoki: Ngaging India 


resolution on the phone and still achieve 

nothing. Reason? The lens and sensor that would be 
required to translate this into a true 10-Megapixel 
resolution would make the phone big, as big as, 
say, a decent-sized Neal Stephenson book. 

“This is truly high-quality,” says Ansii Vanjoki, the 
aforementioned head of multimedia of Nokia (his 
designation reads Executive Vice President & General 
Manager, Multimedia, and Member of the Nokia 
Group Executive Board). The man is in India, like 
other members, to attend a meeting of the executive 
board, the company's way of doffing its hat to the 
Indian market (one of the most attractive markets in the 
world for a handset and equipment manufacturer like 
Nokia). “It is almost professional quality; you can 
hardly make out the difference," he adds. 

Vanjoki, a biker with two bikes, a Harley and a 
Triumph (pictures of both are on his phone) is con- 
vinced that this year, 2005, or the beginning of 2006 
will finally see telephony becoming just another func- 
tion of a mobile phone. “It is still the primary function, 
but that will soon change,” he laughs. People have 
already started buying phones on the basis of applica- 
tions rather than telephony, claims Vanjoki. It could be 
calendar or e-mail applications for some, music for 
others, and photography for still others. He offers 
the example of the uk’s Rock Entertainment, which 
recently announced that it would forge relationships 
with major movie studios to offer movies on disposable 
memory cards for phones, as one instance of the world 
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going the multimedia phone way. 

After a not-so-hot 2004, Nokia seems to have 
recovered, with first quarter profits (January-March 
2005) up 18 per cent and sales, 17 per cent. Much of 
the company's troubles revolved around its tardiness in 
launching clamshell phones at a time when the world 
was moving towards them; it doesn't want to repeat the 
mistake with multimedia. Being at the vanguard of 
this revolution (as Vanjoki describes it) isn't just a 
function of technology and marketing; it requires an 
understanding of everything from psychology to bio- 
logy. For instance, the Ngage, Nokia's gaming phone, 
revolves around the premise of “social computing”. “It 
isn't a solo-player device like the new psp,” he says, 
referring to Sony’s PlayStationPortable. 

Nokia’s own research would seem to suggest 
that consumers are moving rapidly towards func- 
tion-rich phones; the success of these phones, like 
Nokia’s N-series ones, however, would also depend 
on the operating environment. For instance, the N91 
comes with a 4-GB hard disk and can serve as a 
music player (like the photography thing, the com- 
pany has invested in improving the quality of sound). 
However, its success depends on mobile telephony 
service providers offering music downloads as a 
value-added service. Indian telcos, says Vanjoki, are 
ready to offer such services. Unlike the us, he adds, 
the Indian mobile telephony market had leapfrogged 
several stages to arrive at the edge. 
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THE s90 INDEX 


The market is gaining in strength. 


BT 50 


169.06 








BT Auto 
Wi BT Telecom 


I BT BFI 
W BT Tech 


BT TECH 

COMPANY NAME 

Aftek infosys 

CMC 

Financial Technologies (India) 
Flextronics Software Systems 
GTL 

HCL Infosystems 

HCL Technologies 

Hexaware Technologies 
Hinduja TMT 

i-flex Solutions 

Igate Global Solutions 
Infosys Technologies 
Mphasis BFL 

NIIT Technologies 

Patni Computer Systems — 
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I BT Pharma 
IM BT FMCG 

BT PHARMA 
WEIGHT COMPANY NAME WEIGHT 
141 Aurobindo Pharma 200 
127 Aventis Pharma 340 
1.63 Biocon 429 
135 Cadila Healthcare 24] 
146 Cipla 13.69 
2.87 Divi'S Laboratories 178 
761 Dr. Reddy'S Laboratories 12.65 
3.19 Glaxosmithkline Pharmaceuticals 9.70 
113 Glenmark Pharmaceuticals 4.59 
6.99 (рса Laboratories 1.10 
0.35 Lupin 3.20 
15.00 Matrix Laboratories 230 
4.83 Merck 107 
0.82 Nicholas Piramal India 478 
2.38 Novartis India 2.36 
2.10 Pfizer 3.75 
15.00. Ranbaxy Laboratories 15.00 
15.00 Sun Pharmaceutical Inds 745 
0.60 Wockhardt 320 
15.00 Wyeth 120 
100.00 100.00 


2005 


HE MARKET APPEARS FINALLY 

convinced of the sustainability 
of corporate earnings, and as con- 
firmation, the BT 50 moved up by 
12.44 points (5.27 per cent) in the 
last fortnight. A rally by the beaten- 
down pharma (Br Pharma index 
moved up by 5.37 per cent) and 
banking (BT BF! has moved up by 
6.24 per cent) firms also helped. 
And with international oil prices on 
the descent (it has gone below the 
$48 or Rs 2,112 per barrel mark), 
this trend is expected to continue 
for some more time. 

Our flagship free float metho- 
dology-based іпаех—вт 50—has 
completed two years now. The 
free float methodology has several 
advantages: first, it considers only 
the value of stocks freely available 
in the market (after excluding the 
part held by promoters and other 
strategic investors) and the 


BT AUTO 
COMPANY NAME WEIGHT 
Amtek Auto 3.04 
Ashok Leyland 3.42 
Automotive Axles 0.47 
Bajaj Auto 15.00 
Bharat Forge 979 
Eicher Motors 0.96 
Hero Honda Motors 14.19 
Kalyani Brakes 0.36 
Mahindra & Mahindra 12.62 
Maruti Udyog 9.63 
Motherson Sumi Systems 1.14 
Motor Industries Co. 714 
Pricol — 0.81 
Rico Auto Inds. 087 
Sundaram-Clayton 0.76 
Sundram Fasteners 1.67 
Swaraj Mazda 0.47 
TVS Motor Co. 201 
Tata Motors. 15.00 
Ucal Fuel Systems 0.35 
100.00 


> 


weightage assigned to individual 
shares is more representative than 
the market capitalisation-based 
methodology; second, it takes care 
of the perpetual selection dilemma 
regarding closely-held companies. 
For instance, the inclusion of these 
companies may distort the index 
based on total market capitalisation 
methodology, but dropping them 
altogether may reduce its repre- 
sentative character. The free float 
methodology facilitates inclusion 
of large closely-held companies 
but assigns them a lesser weigh- 
tage. After the success of our broad 
market free float index (that the 
Sensex subsequently decided to 
adopt this is testimony to the effi- 
cacy of the free float method), we 
decided to launch sector indices 
using the same method. While the 
general index captures the overall 
movements (covering several 


sectors), sector indices capture the 
movements in individual sectors. All 
these indices have a common base 
period (January 1, 2002). The 
weightages are reassigned every 
quarter after companies declare 
their ownership details. The base 
value of all BT indices is 100. 
NARENDRA NATHAN 
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Who'll Snag Mphasis? 


For Barings, putting Mphasis on the block was the easy part; getting the asking price will 


be much tougher. BY RAHUL SACHITANAND 


(ov BY THE BUZZ IN BANGALORE, 
just about everybody is in the 
race to snag Daring Private Equity 
Partners (India)'s 36 per cent stake 
in the Jerry Rao-managed IT and 
ITES company, Mphasis. That inc- 
ludes other private equity and ven- 
ture capital funds, and several large 
domestic and overseas IT services 
companies. According to sources 
in the know, Barings is asking for 
about Rs 420 per share, which is 57 
per cent more than Mphasis BFL’s 
closing price of Rs 267 on May 16, 
when BT went to press. Will Barings 
get what it's asking for? Given that a few early 
wooers—which are said to have included Wipro and 
CapGemini, among others—have already dropped 
out, it appears that at least some buyers think the 
overall valuation of Rs 3,300 crore is too high. 

It’s hard to brush aside the concerns of such 
investors. Once considered, including by this magazine, 
a candidate for the iT top league, Mphasis has been 
hard-pressed to grow its IT services business, despite a 
spate of acquisitions. Although 62 per cent of its 
revenues come from IT services, its BPO business is 
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MphasiS' Rao: Guarded optimism 


growing faster. Even that may now 
get hit because of a recent emp- 
loyee-related fraud at Msource, the 
BPO division. While the manage- 
ment dealt with the situation 
promptly, some analysts feel it'll 
put the division on the backfoot 
when it pitches for new customers. 
(Mphasis, however, has projected an 
overall 25 per cent growth in reve- 
nues and 30 per cent growth in net 
profit for this year.) 

Given those issues, who'll be 
brave enough to buy Mphasis? At 
this stage, it's easier to say who's 
unlikely to buy Mphasis. According to market watchers, 
both EDS and IBM can be ruled out. Why? In EDS’ 
case, it is busy shutting over 20 of its global delivery 
centres, so buying Mphasis would go against the stra- 
tegy. As for IBM, it has already achieved significant scale 
in BPO with its purchase of Daksh eServices, and it 
clearly doesn't need Mphasis to bolsters its ГТ services 
business. What's likely is that another private equity 
firm, like Temasek or Blackstone, buys Mphasis and 
clubs it with another IT services company in its portfolio 
to create critical mass. Watch this space. 
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False Alarm 


Ws FINANCE MINISTER P. CHIDAMBARAM ANNOUNCED HIS FRINGE BENEFIT TAX PROPOSAL 
in Budget 2005, he sent India's budding meal voucher industry into a tizzy. 
Would companies stop doling out meal coupons to employees and thus kill the 
Rs 250-crore industry? was the question. The answer is finally out: it won't. The 
Finance Bill as finally passed exempts meal vouchers from the tax. Says Ravi 
Saxena, Managing Director of the Rs 170-crore Sodexho Pass India: "With adequate 
support from the government and corporates, the industry is likely to grow." Thanks 
to Chidambaram, there'll still be free lunches going around in corporate India. 


PRIYANKA SANGANI 





If you think you can handle 
the hangover, your 
headaches have just begun. 


Sometimes you get together wit! friends and maybe c 
it, you've had one too many. The next day, you wake 





hangover. In the long run, rt can also harm your liver 


-when there's clearly a way out! 





resenting PartySmart. Its herbal formula prevents hangovers and 


"lade from natural ingredients, it is absolutely safe and has no side 


Dne capsule, half an hour before you have your first drink, elin 
mand prevents the hangover, without spoiling your good times 
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vailable at leading chemists and supermarkets in: New Delhi, Kolkata, Mumbai, Banga 


Or log on to мм t to order online. Rs. 50 for a pack of five 
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The Music Never Stops 


But Indian music retailers are just beginning to see the colour of money. 


Key Players 

Retailer Number of stores Number of Revenues 2004-05 
music titles (In Rs crore) 

Music World 257* 22,000 n 

PlantM £106 — 30,000 15 

Crossword** AM 3,000 60# 

landmark® — 08. 70,000 100* 


* Includes destination stores, express stores and Music World unplugged stores, 
small formats ** A book store that also sells music 
eA large format books and music retailer # Total revenues including from books 


Genre Share Pop and Remixes 


Regional Music 







— Spiritual Music 


International Music — 


Classical and Folk —— 
Music 3 


New Age Music 2 


Hindi Film Music 


Source: Industry Estimates 


Note: Figures are market share in per cent of the organised music retail market 
of Rs 600-650 crore. The pirated market amounts to another Rs 550-600 crore. 


Я s INTERNATIONAL MUSIC INDUSTRY HAD A BAD 
2004, and, contrary to expectations, it wasn't 
the popularity of iTunes (it sold its 150 millionth 
song late in the year) that caused this. According to 
Dave Kusak and Gerd Leonhard, authors of The 
Future of Music: Manifesto for tbe Digital Music 
Revolution, of the 30,000 music titles released in 
2004, 25,000 sold fewer than 1,000 copies. 
According to a report carried in The Economist in 
October 2004, the main reason for this, on the basis 
of a study done by a music major, was the quality 
of music itself. 

India, fortunately, is on a different page. *The 
revenues of music companies did not fall for the first 
time (in four years) in 2004," says Savio D'Souza, 
Secretary General of the Indian Music Industry, an 
industry lobby. And with organised retail making its 
presence felt in almost all product categories, ana- 
lysts such as Fitch Ratings' Priyamvada Balaji predict 
*an annual growth in the short-to-medium-term of 
25-30 per cent", for music retail chains. 

Piracy still remains an issue (for every legitimate 
copy of a popular piece of music sold in India, there 
are between three and five illegitimate ones sold, 
assuming the price of a pirated version to be between 
a third and a fifth of the original; however, last year 
708 people were convicted for music-piracy related 
crimes), but every company in the business is in 
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On a high note: Steady revenues brighten the music retail scene 


investment mode. The RPG-owned Music World will 
add 58 stores by end-2005, the Bennett, Coleman & 
Company Limited-owned Planet M, 95 in the next 18 
to 24 months. 

The good news for such companies is that the 
ratio of CDs to cassettes sold in India is a healthy 
1:1 as opposed to the 1:7 it was a few years ago. 
However, it is still not clear whether the market can 
support (or needs) 10 outlets in a city. Hemu Ramaiah, 
Managing Partner, Landmark, a book-and-music 
retailer, is betting that they won't and is investing in 
large-format destination stores. *Music has to be 
sold with flair," she insists. That won't be easy. Most 
retailers complain that placing orders with the Big Five 
(Sony, Universal, BMG, Warner and Virgin) is fol- 
lowed by a frustrating wait for titles. And dealing with 
small regional music companies comes with its own set 
of challenges. *The smaller distributors need to 
evolve," says Ajay Mehra, CEO, Planet M. 

Most organised retail players, however, are obli- 
vious to the big threat. Digital music sales are already 
happening in India (some Rs 50 crore worth in 
2004), through mobile telephony companies (users 
subscribe to a service that allows people who call 
them listen to a particular song). With India set to 
have 200-250 million phones by 2007, that, not 
piracy, is the big threat. 

AMANPREET SINGH 
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Available at Park Avenue exclusive stores in Mumbai (High Street Phoenix), Bangalore (Brigade Road), THE RAYMOND SHOP and other leading outlets 
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Making News 


Mumbai's new newspaper markets itself like none before. 





Eyecatching: A DNA hoarding tries to hog the Mumbaikar's attention 


UMBAI'S NEWEST MARKETING BLITZ IS HARD TO MISS. YOU SEE 
М: staring back at you from bright yellow hoardings all over 
the city, and you even find it sitting atop tables at tony restau- 
rants and pubs. No, the high-decibel marketing isn’t for a new 
car, а new mobile phone or a new show on television. Rather, it’s 
for DNA—Daily News & Analysis, the newspaper to be launched 
in August by the combine of Zee and Dainik Bhaskar. “The scene 
is changing on a daily basis and so has our advertising budget— 
we started out thinking Rs 10 crore would be enough, but 
that's obviously not been the case," says Suresh Balakrishnan, 
Head (Marketing), DNA. What explains DNA's big ad budget? 
Mumbai is a Times of India (TOI) city; it has the largest circula- 
tion, and an overall print advertising share of 56 per cent (Tam 
Adex figures for April-March 2004-05). So DNA, headed by 
former TOI honcho Pradeep Guha, will need all the help it can 
get. Says Kamini Banga, a marketing consultant: “By showing the 
sort of people who To! would want as its readers as saying 
that they want another newspaper, DNA is making sure it hits 
where it hurts most.” 

Apparently, Dainik Bhaskar had adopted a similar strategy 
during its own launch in Surat to good effect. Will the publishing 
group do an encore with DNA in Mumbai? “The involvement bit 
may work well as a gimmick, but sampling is only the beginning 
of the marketing effort,” says Meenakshi Madhvani, Managing 
Partner, Spatial Access, a media audit firm. Indeed, as any mar- 
keter will tell you, the biggest risk any hi-profile campaign runs 
is falling short of the consumer’s hyped-up expectations. In 
other words, Guha has crafted a successful advertising cam- 
paign. He now needs to craft a better newspaper. 

PRIYANKA SANGANI 
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Can GM India 
Stay On Track? 


UST ABOUT THE TIME GENERAL 

Motors (Gm) in Detroit was des- 
perately trying to renew its credit lines 
from banks to stave off bankruptcy, 
the auto major's new boss in India, 
Rajeev Chaba, was busy unveiling 
his vision for the local market. A 10 
per cent share by 2008, he anno- 
unced. Given that см in India has an 
overall market share of 2.75 per cent, 
Chaba will need a near-miracle to 
deliver those numbers. By Chaba's 
own admission, the company will 
need new cars to get its cash regis- 
ters ringing. So plans are afoot to 
launch, "as many as five new cars 
within the next 30-36 months", says a 
GM India (см!) spokesperson. He isn't 
telling what these cars will be, but 
industry sources expect both the 
Chevrolet Spark (the old Daewoo 
Matiz) and the Chevrolet Aveo 
(another Daewoo product to replace 
the old Opel Corsa) to be two of the 
cars. With the parent struggling, will 
GM! be able to execute on its plans? 
"The problems with our parent concem 
do not affect us," says the spokes- 
person. Funnily enough, that's exactly 
what Fiat said three years ago—be- 
fore its sales plummeted from 32,111 
units to 5,407 units last year. 


KUSHAN MITRA 


Coming soon? Chevrolet Aveo 
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Wal-Mart Checks Out India 


The retail behemoth gets a feel of the country ahead of setting up shop. 


T'S A TWIN EVENT THAT RETAILERS 
I. India have been dreading for 
long: one, the opening up of retail 
to foreign investors and, two, the 
coming of the $288-billion 
(Rs 12,67,200-crore) Wal-Mart. 
Past fortnight, both events seemed 
closer to happening. Union 
Commerce Minister Kamal Nath 
reiterated the government’s plan 
to open up the retail industry in a 
phased manner, and Wal-Mart's 
President & CEO of international 
business, John Menzer, came cour- 





Welcome on board: Wal-Mart's Menzer (third from left) meets PM Manmohan Singh 


than venturing overseas. The 


ting the Indian government, meet- 
ing Prime Minister Manmohan 
Singh, among others. 

While Wal-Mart's head of 
international corporate affairs 
Elizabeth Keck told BT on the eve 
of the high-powered team's depar- 
ture that the visit was mainly meant 
for Wal-Mart's 80-person global 
sourcing office in Bangalore, it is 
unlikely she had anyone fooled. 
Wal-Mart has actually been meeting 


potential partners, including, it is 
said, the Mahindras (they deny it) 
and Anil Ambani of Reliance 
Industries. Ambani's elder brother 
Mukesh, too, is said to be inte- 
rested in setting up hypermarkets 
with his close aide Hetal Meswani. 

Wal-Mart's interest comes at a 
time when competitors like the 
$43-billion (Rs 1,89,200-crore) 
Target are more interested in 
growing their home market rather 


chairman of Target Technology 
Services India, Paul Singer, told ВТ 
recently: *We are only in 47 of 
the 50 states in the Us. So our focus 
is likely to remain on expanding 
our presence at home." Mean- 
while, another American retail 
giant Sears Roebuck Kmart is set 
to join the party by opening an 
India liaison office soon. 

RAHUL SACHITANAND 


Volkswagen In India 


It could be plonking down $1 billion on a plant in Vizag. 


N MAY 2 THIS YEAR, OFFICIALS FROM THE GOVERNMENT OF 

Andhra Pradesh went to Volkswagen's headquarters in 
Wolfsburg, Germany, and they've returned with some good 
news: The German carmaker, best known for its iconic small car, 
the Beetle, is coming. It plans to set up a manufacturing facility 
in the port city of Visakhapatnam at a cost of about Rs 5,000 
crore. Two of vw's divisions, Skoda and Audi, already sell their 
cars in India. According to D.A. Somayajulu, Advisor to the state 
government and who was part of the team that went to Germany, 
the carmaker has proposed 90 per cent indigenisation at the 
manufacturing plant. It obviously means that vw plans to intro- 
duce more mass market (read: small or compact) cars in India. 
It's almost a decade late to India's automotive party. Let's see if 
it can still make heads turn. 





Audi India's GM Stefan Hamberger: India calling 


E. KUMAR SHARMA 
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О; FEBRUARY 23, 2005, 
the seven-member 
Gas Industry Group (GIG), 
comprising leading gas 
companies in the coun- 
try—5G India, Exxon 
Mobil, Shell Gas & 
Power, Gujarat Paguthan 
Energy, Gujarat Petroleum 
Company Limited, 
Gujarat Gas Company 
and Reliance Industries— 
finally had to turn to the 
press for help. They had 
been trying for months, 
without success, to get the 
Union Power Ministry to 
address their concerns. 

The provocation: a 
recent addition to the 
Draft Pipeline Policy, 
which made it mandatory 
for all players using the 
pipeline network of GAIL (India) Ltd. to make available 
a certain percentage of the evacuated gas to it. GIG wants 
to pay GAIL in cash for using its grid. The reason: pay- 
ing a part of the access and transit fees in gas makes it 
virtually impossible for GIG members to commit definite 
gas supplies to their buyers. “It will be virtually impos- 
sible to market gas under the new circumstances," 
contends Nigel Shaw, CEO, British Gas, India. 

There seems to be some logic in the GIG argu- 
ment. Since gas production varies from year to 
year, meeting commitments is a difficult proposition 
even in the best of times. Parting with a portion of 
gas to GAIL will only compound the problem. But the 
government is unwilling to give in: it needs the 
additional gas to meet its social obligations, which 
the private players are unwilling to do. 

But this is not the only problem dogging the still- 
to-be-announced pipeline policy. Another sticking 
point: should САП. alone develop the proposed nation- 
wide gas pipeline grid or should other (private) players 
also be allowed to participate? This has forced GIG 
members to adopt a wait-and-watch policy, thus, 
slowing down the development of this sector. Shell, 
which has already invested around $750 million 
(Rs 3,300 crore) in its Indian LNG business, now 
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Hot air in the pipeline: Shell's LNG terminal at Hazira 
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Lots Of Gas 


Wanted: an independent regulator for the gas sector. 


finds that it cannot reach, 
or find, new customers 
because of government 
regulations. 

Gas pricing is another 
contentious issue. The 
government has capped 
gas prices at around $2 
(Rs 88) per million met- 
ric British thermal units 
(MMBTU) to subsidise fer- 
tiliser plants. “Any price 
less than $5 (Rs 220) per 
MMBTU is uneconomical 
and, therefore, unsustai- 
nable,” says a senior Shell 
official. Even Exxon- 
Mobil and Gujarat Gas 
feel that there is a need 
to set market-related 
prices for gas. Further, 
with local gas distribu- 
tion being thrown open 
in many cities, new regulations are needed for the 
award of licenses and for issues relating to the 
delineation of exclusive distribution areas and period 
of contract. Nothing seems to have been done on 
this front. 

An independent regulator is clearly the need of 
the hour, but with the Petroleum and Natural Gas 
Regulatory Bill still pending in Parliament, no solution 
seems in sight. The industry demand is reasonable: 
clear demarcation of responsibilities between the 
Ministry of Petroleum & Natural Gas and the regula- 
tor. GIG members also want a separate regulatory 
authority for the gas sector—as in the Us and UK—and 
not one that is clubbed with the oil sector “because of 
the different needs of this sector”. 

There is a crying need for speeding up the deve- 
lopment of this sector: gas isn’t just more environ- 
ment-friendly, its use can also substantially bring down 
the cost of fertiliser and power in this country. Replacing 
the more expensive naphtha (cost: $9-12 or Rs 396-528 
per MMBTU) with gas as feedstock for power and fertiliser 
plants will also save the government huge amounts as 
subsidies. Is the government alive to these possibili- 
ties? The time to act is now. 

ASHISH GUPTA 
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> Pulimootil - 2563295 TRIVANDRUM : * Parthas - 2572535, * Ayyappas Textiles THRISSUR: * Kalyan Silks - 3092418 TIRUVALLA : Karikkineth - 2733733 + READYMADE CENTRE 
PVT. LTD., Kolkata, 25534564 


or Trade E re t : CENTURY TEXTILES & INDUSTRIES LTD., Mr. Mahendra Padhy, e-mail: mahendra@centurytext.com 
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Mittal Turns To India 


Steel czar L.N. Mittal finally unveils his plans for India. 





Mittal Steel’s L.N. Mittal: Homecoming 


AKSHMI NIWAS MITTAL IS LOOKING HOMEWARD. IN THE FIRST WEEK 
er May, Mittal, Chairman and CEO of the $31-billion 
(Rs 1,36,400-crore) Mittal Steel Company NV, sent a three-member 
team to Jharkhand. Its brief: initiate talks on setting up a greenfield 
steel plant in the state. The team, which included Mittal Steel’s Head 
of Finance & Corporate Treasury, Sudhir Maheshwari, and its 
Director, Mining, M.P. Singh, conducted an aerial view of Chaibasa 
in Manoharpur district of Jharkhand, and then met state Chief 
Minister Arjun Munda, and Minister for Mines Madhu Koda. The 
company will now conduct a feasibility study on the project and sub- 
mit a proposal to the state government. 

Mittal, who built his empire buying and turning around ailing steel 
companies in Europe, Asia, Africa and the us, has not yet frozen the 
size of his Jharkhand venture. There have been reports that he is plan- 
ning to invest $5.5 billion (Rs 24,200 crore) on a 10 million-tonne 
greenfield plant—his first such project. But the company is being tight- 
lipped about its plans. “Mittal Steel is a global company and we are 
very interested in the Indian market, and would look at appropriate 
opportunities as they present themselves,” a spokesperson at the 
company's London headquarters told BT. 

SWATI PRASAD 


The Real Estate Boom 


There's a correction around the corner, but it may not last too long. 


E YOU'RE ALREADY COUNTING 
the capital appreciation on the 
dream house you bought two 
years ago, we suggest you hold 
the bubbly. The rise in real-estate 
prices seems set to slow down. 
“A correction will happen over 
the next six months to a year," 
feels Chanakya Chakravarti, 
Joint Managing Director, 
Cushman & Wakefield. The 
good news is that it could be 
limited to overheated markets 





loans have inched up and dis- 
counts are no longer on offer. 
And, with property prices soa- 
ring, the difference between the 
rent of a housing unit and its 
equated monthly instalment is 
widening. “Rental income will 
not justify investment in property 
compared to other investment 
opportunities, unless the investor 
is betting on capital apprecia- 
tion," says Kashyap. But builders 


like Gurgaon and Noida in the 
National Capital Region, and parts of suburban 
Mumbai such as Goregaon, Malad and Powai. 

Even though demand for housing remains buoyant, 
there is evidence that some buyers are postponing 
their purchases. The reasons: interest rates on housing 
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High rise: You may have to pay less for this 


disagree. “I expect to see a 15 
per cent increase in demand this 
year,” says Niranjan Hiranandani, Managing Director, 
Hiranandani Constructions. That’s heartening. And 
if the economy continues to grow at the current clip, the 
correction, when it comes, won’t last for too long. 

SWATI PRASAD 


Eastman Kodak C 


ompany, 2005 Kodak and EasyShare are trademarks of Eastman Kodak Company 
" m " 


FEATURES INCLUDE: 
EVERYTHING. 


Kodak EasyShare Z740 zoom digital camera and printer dock. Kodak colour cartridge and 
photo paper. A rechargeable battery. The Kodak EasyShare digital photo solution has all 
you need to go digital, in one box. No huge manuals. No messy cables. No computer 


required. Even beginners can print real Kodak pictures in about a minute. 
So where can you find this box of everything? Almost everywhere. Kodak 


digital 
| photo : 
TE solution 
УУР 4 





MRP Rs. 24,900 


s Z740 digital camera - 10X optical zoom - 5.0 megapixels - Kodak colour science chip * printer dock * accessories 


/ 1838 


For more information, contact: Toll free: 1600 22 4949, or Mumbai (022) 5641 6300 / 6819; Chennai (044) 2362 1490 
Kolkata (033) 2229 5711 / 12; New Delhi (011) 2338 7215 / 16. E-mail: 956509N &knotes.kodak.corr 


ITC. Working for you. Working for India. 
The Wills Lifestyle way. 





Guess where global Indians head for in search of upscale fashion? To Wills Lifestyle — ITC's 
nationwide chain of exclusive high fashion stores. 


Showcasing a complete wardrobe, with trends that are taking the fashion capitals of the world 
by storm. Offering a truly international shopping experience and winning numerous awards 
including the coveted “Most Admired Exclusive Brand Retail Chain of the Year”. 


This season, enjoy luxurious structures — Jacquards, Dobbies and Micro-polkas — to make an 
elegant statement at work. With Wills Classic new age formals. 


Wills Lifestyle symbolises ITC’s commitment to create brands that enrich the quality of life for 
every Indian. Because our people and our country deserve the best. 


ITC Limited 
www.itcportal.com Enduring value 
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MY OPEN DOOR PEOPLE STOP BY | 
POLICY IS RUINING ALL DAY LONG 
MY HAPPINESS. AND COMPLAIN. 






KALYAN CHAKRAVORTY 





USE YOUR BODY 


HOW CAN I MAIN- LANGUAGE TO CREATE P Novel: Reva's Maini with the new Reva 


INSPIRING ILLUSION A PROTECTIVE BUBBLE |] | 
" OF AN OPEN DOOR OF UNWELCOMENESS. | НЕ REVA ELECTRIC CAR HAS 
POLICY WITHOUT | dos crucial defects: it is 
ACTUALLY HAVING _ extremely slow (maximum speed: 


60-65 kmph), has limited range 
(80 km in “economy” mode) and is 
unattractive to behold. So Chetan 
Maini, Managing Director of Reva 
Electric Car Company, hired car 
SURE. HE designer Dilip Chhabria to cor- 
HAS AN rect these flaws. The result: Reva 
OPEN P. NXG, a roadster that has better 
DOOR range—200 km—snazzier looks, 
POLICY. better suspension, an on-board 
tablet Pc with Global Positioning 
System software and GPRS 
Internet connectivity, and a top 
speed of 120 kmph. "This car can 
| just rocket off the start-line," Maini 
| boasts. He has no plans of pro- 
| 





| 


TRY THIS 
STRESSED-OUT 


ductionising the Nxc just yet; it is 

just a technology demonstrator. 
P Meanwhile, Indians still haven't 

got used to the idea of charging 

cars. That's why, despite a run- 
_ ning cost of only 40-50 paise per 
| km, Maini is targeting sales of 
t. only 1,200 cars this year, one- 
| third of them from exports. 


IT'S A PLEASURE 
TO SEE YOU. 


STOP BY 
ANY TIME. 


ШЕ VALUE 
Е YOUR. INPUT, 





KUSHAN MITRA 
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Microsoft® Office has evolved. Have you? 


After all, the way we work has changed. Today, 
typical cell phones and Web-based e-mail just 
aren't enough. You need more. That's why the 
latest version of Microsoft Office allows you 
access from almost anywhere, on your terms. 
Step up to 'desk-like' connectivity to your data 
through a variety of Windows Mobile"-based 
devices. It's time to evolve the way you work 


Discover how at microsoft.com/office/evolve 


It's time to upgrade our 
Office 2000. 


Oh yes, 
absolutely! 


Microsoft* 











Try, Try And Try Again 
Ashok Kumar Parmar has struck a blow for small investors. 


E IS NOT YOUR TYPICAL CORPORATE RAIDER. YET, FOR 
Hs. last few months, Pune-based Ashok Kumar 
Parmar, 54, has been making headlines for demanding 
berths on the boards of companies in which he's 
acquired up to14 per cent stakes. His latest target: the 
Aurangabad-based, Dhoot-controlled Videocon 
Communications, in which he holds 14.6 per cent. 

Parmar started picking up Videocon 
Communications shares from the market in 
December 2004, when they were trading at Rs 42, 
a price-earnings (PE) multiple of only two. "In a 
market where almost everything is trading at PEs of 
10-plus, Videocon Group shares are ruling at abysmal 
levels," he says. His earlier attempts at getting on to 
the board of Videocon Appliances failed; and Parmar 
booked a Rs 3-crore profit in November last year by 
selling a 12 per cent stake in the company, where he 
continues to hold about 2 per cent. “I haven't met 
the Dhoots yet,” he says, describing how a meeting store in 1979 and forayed into construction in 
with Videocon Chairman Venugopal Dhoot, sche- 1983. For the last 22 years, Parmar Builders, his real- 
duled for March 30, 2005, was cancelled at the estate company, has taken up one project at a time. 
last minute. But Parmar is undaunted by the failure In 2002, Parmar entered the stock market, which, he 
of his attempts at getting board berths in listed says, “is much cleaner" than the construction sector, 
companies like Videocon Appliances, Sai Service, “to secure the future of his three sons”, two of 
Elecon Engineering and Indian Hume Pipes. He whom are MBAs from the Indian Institute of 
has diluted his holdings in all of them. Interestingly, | Management, Bangalore, and the third a mechanical 
the man still can't operate a computer, and prefers engineer from sspM, Pune University. 


UMESH GOSWAMI 


to call ICICI Direct four-to-six times every day to put Says Parmar, who enjoys gardening: “I will keep 
his deals through. Parmar's other favourite stocks: trying to get berths on the boards of companies I 
IDBI, GE Shipping, 10C and Vijaya Bank. invest in. Maybe ГЇЇ get lucky after 10 tries." 


A commerce graduate from Belgaum, Whether he does or not is immaterial to the bigger 
(Karnataka), Parmar came to Pune in 1972. Aftera picture; his efforts have already helped unlock 
six-year stint with Maharashtra Synthetics ага pal- — huge value for the small investor. 
try salary of Rs 150 per month, he set up a grocery ROSHNI JAYAKAR 


TRIVIA Р 


Young Directors 


Siddhartha Mallya's got his board seat at 18. How old were these guys when they got theirs? 








VERA 


GV. Prasad Ratan Tata 


Gautam Sanjiv Bajaj Mukesh Ambani Anil Ambani 


Malvinder 
Mohan Singh Singhania 
Age: 31 Age: 25 Age: 25 Age: 25 Age 39 Age: Me Age: 35 Age: 35 Age: 20 Age: 25 
Jan. 1, 2004 April 1, 1990  Jan.18,1993 April 8, 1986 Aug. 17,1977 Nov. 23,1989 Mar. 5, 2002 Sep. 15,2004 April 1, 1977 May 1, 1984 
Ranbaxy Raymond Dr Reddy's Dr Reddy's Tisco M&M Bajaj Auto Bajaj Auto Reliance Reliance 
Only business scions whose companies feature in the top 50 of BT 500 were considered COMPILED BY NARENDRA NATHAN 





Satish Reddy 


Rajiv Bajaj 
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WHEN FERRARI > 
WANT TO DO 4 


THEY TURN TO AMD. 





— 





AMD 64-bit processors. 
MORE performance for your computer. 





For the Ferrari Formula One team a heartbeats hesita 
lose the race. Enter AMD 64-bit processors. Fer 

high speed technology is met by powe ful, reliable 
workstations, based on AMD Athlon™ 64 and AMD Opt 
processors. Technology that powers Ferrar real t 
performance diagnostics, critical simulations and te 
applications. Technology, that's now available for you 

For more information, and the latest offers on AMD Athlo 64 


based PCs, email sales.india@amd.com or call 1600 425-6664. Ask 





your nearest dealer for an AMD Athlon ™ 64 based PC.Ask for MORE 
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It may finance 
Air-India's 
$7-billion Boeing 
deal, is looking to 
launch or acquire 
a bank, and 
expecting big 
business from 

the power sector. 
If all goes well, 
GE's Indian arm 
will be a $5-billion 
company by 2010. 


BY ARNAB MITRA 


HEN YOU HAVI 
been in India 
as long as Scott 
Bayman has, 
presumably, 
seen it all, and the market evolves 
to a point where you are sud- 
denly looking at opportunities, 
big ones, it does something to 
you. And so, it doesn't surprise 
this writer when the man, now GE's Bayman: Eyeing 
58, and President & CEO of Gt the $5-billion mark 
India for the past 12 years, 





1 SHARMA 


54 


literally bounds into the room, the 
mandatory can of Diet Coke in his 
hand (he doesn’t drink coffee; then, 
CEO Jeff Immelt has been known 
to never sit in on a meeting unless 
he has one of these handy). 

Ask Bayman whether the way he 
and India are now treated at 
Fairfield, Connecticut, GE's head- 
quarters, have changed as the coun- 
try has moved from a market with 
great potential to a source of know- 
ledge, expertise and backroom 
shared services (think business 
process outsourcing; GE India wrote 
the book on that one) to a market 
that is beginning to live up to its 
potential (finally!) and the answer 
comes back as quickly. “Absolutely”, 
he thumps the table and proceeds to 
rattle off *anecdotal evidence" to 
the effect. The number of global 
heads of GE businesses that have 
visited India since the beginning of 
2005 (significant, and Chairman 
and CEO Jeff Immelt is scheduled to 
be here in late-May). And the num- 
ber of executives of other multina- 
tional firms seeking to do business in 
India that have approached him for 


a download of what GE knows on 
the country. *And none of these 
guys want to speak about СЕСІЅ,” he 
smiles referring to GE Capital 
International Services, the BPO in 
which the company sold a 60 per 
cent stake last year to a combine 
of private equity investors. 

That others should approach GE 
for its take on doing business in 
India shouldn't surprise anyone. 
The company has progressed from 
being just another multinational 
carried away by the hype sur- 
rounding India to a pioneer in out- 
sourcing work, even high-end 
knowledge-intensive tasks, to the 
country to a conglomerate looking 
at significant business deals and 
opportunities across its businesses. 

There's Air-India's $7-billion 
(Rs 30,800-crore) deal to acquire 50 
aircraft from Boeing that GE 
Commercial Aviation Services 
(GECAS) may finance. GE Money has 
recently entered the Rs 66,000- 
crore mortgages market and will 
soon either acquire a bank or start 
one afresh. GE's energy division is 
looking to do business worth $2 


billion (Rs 8,800 crore) by 2009. 
“We see India as a rising star,” says 
Immelt. *We think we are at the 
beginning of a growth cycle here." 
(See “India Is A Rising Star", Page 58) 

Bayman has thought so too, 
since November last. 


The Third Wave 

When GE entered India in 1993 
(the company has been doing busi- 
ness in India since 1902, Immelt 
points out), it saw, like other multi- 
nationals did at the time, a huge 
market for the taking. Its commer- 
cial finance arm acquired SRF 
Finance, its energy division was an 
investor and equipment supplier to 
the Dabhol Power Company (it is 
currently in the midst of arbitra- 
tion to recover its investment), and 
its medical equipment arm entered 
into a joint venture with Wipro. 
Soon, however, the company 
realised that the Indian power sec- 
tor was mined with regulatory and 
political snafus, that it wasn't easy 
for any company that believed in 
prudent asset quality (GE did) to 
grow its finance business, and that it 


REASONS 
WHY 
THINGS 


ARE COMING 
TOGETHER 
FOR GE IN 
INDIA 








THE CONSUMER 
FINANCE BOOM: GE 
Money offers a range of 
retail loan products and is 
hoping to launch a bank 


THE AIRLINES BOOM: 


GE makes aircraft engines; 
its leasing arm owns 1,300 


aircraft; and also finances 
aircraft purchases by 
airlines 


THE AIRPORTS 
EMPHASIS: Most 
Indian airports are being 
upgraded or soon will be; 
GE offers a variety of 
solutions, from lighting 
to security, for airports 








THE POWER 
EQUATION: The 2005 
crisis may just force 
state governments to 
accelerate power 

sector reforms; 

GE, a large equipment 
maker, stands to benefit 


WATER 
MANAGEMENT: India 
is waking up to the need 
to conserve and manage 
its water resources, 
professionally. GE's 
infrastructure business 
offers a range of water 
management solutions 
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JEFF IMMELT 


Chairman & CEO 
General Electric 


N LATE 2002, DURING HIS FIRST VISIT TO INDIA AFTER 
taking over as CEO of GE, Jeff Immelt said some- 
thing that, in five words, summed up GE's expe- 
rience (as indeed the experience of other large 
multinational conglomerates) in India. "The 
market will be elsewbere," he said, a reference to 
“promising but tough” local market conditions, better 
market opportunities elsewhere, notably China, and the 
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Indian arm’s main focus of being a service provider and 
source of products to the company’s global opera- 
tions. Now, just before he starts a visit, his second 
after taking over as CEO, to India, the man strikes a more 
bullish note on the country in response to an e-mailed 
questionnaire from BT’s Arnab Mitra. Excerpts: 


On India: As GE looks abroad to fuel greater growth for 





КЕТЕРЕ; SUE. атту} AERTS 0 wm on iR dd - өү 


E the company, we continue to see India 
` A asa rising star. 


On why the company thinks 2005 is the 

id year: We think we're at the beginning 

£ of a growth cycle in India, with con- 

` sumer spending increasing at a healthy 
pace. We believe that GE products are 
the right fit to meet the needs of a 
booming marketplace. 


= On the India focus of the company: We 
~ believe that only GE can fulfil the incre- 
-asing demands of the Indian market. GE 
. — has been in India since 1902, we cur- 
rently have a $600-million (Rs 2,640- 
|. crore) investment in the country and 
+ employ 22,000 people (including BPO). 
_ .. Wethink the best opportunity for both 
India and GE lies in what we call One 
B ‘GE, a platform to realise the power and 
Wade’ value of ина GE businesses and 
[КЫЛ 
| “AS INDIA LOOKS TO 
Ж FULFIL ITS MANY 
| DEMANDS, THERE 


WILL BE ONE GE WITH 
A THE ANSWERS” 


technologies in a single value proposition. 


|. On the company's businesses that have 
opportunities in India right now: Our best 
E opportunities are most likely in the 
|. transportation, energy, healthcare, 

financial services, water treatment, 
ME huge Тебе» as India grows and 
flourishes on the world stage. As India 
| looks to fulfil its many demands, there 
= will be One GE with the answers. 








On whether this means there will be a 

shift from the company's approach of using 

India as a source of knowledge, expertise 

p" and outsourced services: We also fully 
Г realise India’s huge pool of intellec- 
=~ and engineers keep our technology 
. centre one of the premier research ins- 

f ` titutions in India—and the world. 





wasn't going to be possible for it 
to reach the target it had set, 
revenues of $2 billion (Rs 7,200 
crore at the then exchange rate) 
by 2000. 

Around the same time, GE’s 
insurance business in the US was 
facing a manpower problem. 
GEFA (GE Financial Assurance) 
was located on the East Coast of 
the Us, it was growing and 
needed people to handle its call 
centres, but the low rate of 
unemployment in that part of 
the country meant that the 
going was tough. GE India— 
there must have been some pres- 
sure on it to justify its existence; 
even companies with as long- 
term a mindset as GE need to see 
signs that things are on the right 
track—realised that the work 
could be done out of India, that 
(as Bayman then explained to 
this magazine), “what was a 
back-end business for GEFA could 
become a front-end business for 
the Indian business”, and GECIS 
was born. It helped that СЕ 
India, through the late 1990s, 
had worked, like other GE busi- 
nesses in the world had, on Six 
Sigma initiatives aimed at 
improving process and product 
quality. Between 2000 and 
2004, outsourcing was GE India's 
refrain. Design, product deve- 
lopment, software and engi- 
neering services, everything was 
being outsourced to India, and 
the company thrived, even as it 
waited for the market to turn. 

Turn it did, late in 2004. 
Symbolically, that was around 
the time the company divested 
60 per cent of its stake in GECIS 
to General Atlantic Partners and 
Oak Hill Capital Partners. 
Bayman insists that this was a 
coincidence, that the divestment 
wasn't one of those there- 
we've-divested-in-our-BPO-and- 
moved-on kind of things. “We 
are a big company," he says. 


"Resources wouldn't have been 
a constraint." The divestment, he 
adds, was largely motivated by 
the desire to do the right thing 
by GECIs, to help it draw third- 
party business, which wouldn't 
have been easy had it still been 
part of GE. Coincidental the 
divestment may have been, but 
that done, GE seems to have got 
down to business. 


The Elements Of Growth 
Jack Welch, the former CEO of 
GE, often mentioned that there 
were four pillars on which he 
had built GE into a global power- 
house: globalisation (which 
meant not just viewing coun- 
tries as markets but as resource 
and manufacturing centres), Six 
Sigma (the quality thing), ser- 
vices (as opposed to merely 
products) and e-business (not 
just e-commerce, but using the 
power of the internet to increase 
efficiencies. Immelt, an MBA 
from Harvard University who 
previously managed the cong- 
lomerate's medical systems busi- 
ness, has a simpler theme that 
he calls One GE, *a platform", 
he explains, “to realise the 
power and value of several GE 
businesses and technologies in a 
single value proposition". 
That's exactly what Bayman 
is hoping to do. For instance, 
the emergence of a clutch of 
low-cost airlines presents 
opportunities in areas such as 
the manufacture of aircraft 
engines, maintenance services, 
and leasing (GE owns 1,300 air- 
craft, more than any commercial 
carrier, that it leases out to air- 
lines) or pure financing. The 
related airport-upgradation-and- 
construction boom presents 
opportunities in infrastructure, 
lighting and security. The com- 
pany operates in all these mar- 
kets. Similar opportunities exist 
in the passenger car market 
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T.P. Chopra 


Dhruv Agarwala 


Aashish Sonawala 


Nandkumar Dhekne 
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HE BUSINESSES 
THAT MATTER 


Why GE is bullish on India 


@ AVIATION SERVICES 


MARKET OPPORTUNITY: India has 175 commercial aircraft currently; 
set to increase to 400-500 over next 15-20 years. 


In some ways, GE Commercial Aviation Services (GECAS) is the world's largest airline. It has a fleet of 1,600 
aircraft (1,300 owned, and 300 that it manages) that it leases out to over 200 airlines around the world. 
Besides leasing aircraft and engines, the company, with assets of $37 billion (Rs 1,62,800 crore), also finances 
the fleet expansion and modernisation initiatives of various airlines, provides software solutions for fleet mana- 
gement, and runs GE Commercial Aviation Training, one of the world's largest pilot training academies, GECAS, 
which is a division of the company’s commercial finance business globally, operates independently in India, 
where the fleet expansion programmes of state-owned airlines Air-India and Indian Airlines, and the 
emergence of a clutch of low-cost domestic carriers could help its cause. “India currently has a fleet 
of 175 commercial planes and we expect this to increase to about 400-500 over the next 15-20 years,” says 
T.P. Chopra, Vice President, Marketing & Structured Finance, GECAS, India. He rattles off the various fac- 
tors that will contribute to this: GDP growth, the entry of low-cost airlines, the open skies policy and the 
growing number of fliers. Inadequate airport infrastructure, he warns, could hinder growth. Then, India 
has plans for its airports and GE could well benefit from them too. 


@ INFRASTRUCTURE SERVICES 
MARKET OPPORTUNITY: $1.13 billion (Rs 4,972 crore) currently; set to grow at 20 per cent a year. 


One GE business that will benefit from India’s efforts to upgrade its airports and build new ones is GE 
Infrastructure Services, a company that provides a range of security solutions targeting, among other 
segments, airports. However, it is water management, a $1-billion (Rs 4,400-crore) opportunity, that excites 
Dhruv Agarwala, Business Leader, GE Infrastructure Services, the most. "The demand for desalination 
equipment and desalination machinery will grow exponentially," says Agarwala, pointing out that per-capita 
availability of water in India has plunged from 5,000 cubic metres in 1950 to 1,600 cubic metres today. With 
the government, too, keen on water management, this business could well be GE's surprise package. 


@ AIRCRAFT ENGINES 


MARKET OPPORTUNITY: The same as aviation services; India has 175 commercial aircraft currently; 
set to increase to 400-500 over the next 15-20 years. 


GE's aircraft engines business develops and manufactures engines for commercial aircraft such as ones 
manufactured by Boeing, Airbus, Embraer and Bombardier. It spends around $1 billion (Rs 4,400 crore), on 
R&D every year. The company isn't looking to start manufacturing engines in India (it is a low volume busi- 
ness and capacity isn’t really an issue) or even source components from here, but as Aashish Sonawala, Sales 
Director (South Asia Pacific), GE Transportation, says, its design centre in Bangalore is “involved in the 
design of the GE90, the largest high-thrust engine in the world". Then, there are opportunities arising from 


the service side of the business, Some airlines prefer to maintain the engines themselves and GE works with - 


them to train their people and supplies materials. Others outsource the entire maintenance to GE. 


@ ENERGY 


MARKET OPPORTUNITY: From $200 million (Rs 880 crore) last year, 
GE's energy division hopes to grow its business to $2 billion (Rs 8,800 crore) by 2009, 


Last year, GE's energy business did business worth $200 million (Rs 880 crore) in India. This year, it is 
targeting a figure of $350-400 million (Rs 1,540 crore to Rs 1,760 crore). And by 2009, Nandkumar 
Dhekne, Region Director (India), GE Energy, hopes that the company will do business worth $2 billion 
(Rs 8,800 crore) in India. "We are very excited by the Electricity Act, 2003," says Dhekne. It also helps that 
the company makes all kinds of turbines, gas, hydro and wind. 
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© CONSUMER FINANCE 


MARKET OPPORTUNITY: The retail credit market in India is worth $29 billion (Rs 12,27,600 crore) currently. 
GE Money is just getting serious about the business. 


In the hullabaloo over GE's divestment of a 60 per cent stake in its BPO last year, one thing that almost 
went unnoticed was the rebranding of GE Consumer Finance as GE Money. From housing finance to credit 
cards to auto- and consumer-finance, GE Money spans a range of businesses—some are through wholly- 
owned subsidiaries like GE Housing Finance and GE Countrywide; others are through joint ventures with Maruti, 
SBI, and HDFC—and the company is looking to enter the banking space as well. "Our model is to be 
present in both the banking and non-banking segments of the financial services business," says Vishal Pandit, 
President & CEO, GE Money, India. With a presence across 63 Indian cities, GE Money is well placed to tap 
the booming consumer finance and mortgages market although it will face tough competition from companies 
such as ICICI Bank. 


© COMMERCIAL FINANCE 


MARKET OPPORTUNITY: The company is looking at sectors such as telecom, media, energy, construction and 
commercial vehicles to fuel growth. 


GE Commercial Finance is one of those rare businesses where GE is doing better in India than in China. 
"India is one of GE Commercial Finance's success stories," says Sunil Gulati, Managing Director, GE 
Commercial Finance, India. Internationally, the company is a big player in the vendor-financing business (it 
counts the likes of Nissan, Xerox and HP among its clients) and, according to Gulati, is "in the process of 
developing similar relationships with commercial vehicle and two-wheeler manufacturers in India". Gulati 


is convinced that sectors such as infrastructure (he expects it to grow by 25-40 per cent a year) and manu- EIN 


facturing (9-11 per cent a year), which are seeing an upswing with companies making fresh (and large) new 
investments, will "be key growth drivers". 


© TRANSPORTATION 


MARKET OPPORTUNITY: GE's railways business hopes to be at least $50-million (Rs 220-crore) big by 2010, 
and sees huge opportunities in Indian Railways’ recently launched safety initiative. 


GE launched its railways business in India only in 2004, but Kenneth Pierson, Director (International Sales 
& Marketing), GE Transportation, India, is already very excited about the safety initiative launched by Indian 
Railways. Reason: he sees an opportunity in this for the company’s signalling business. The company has been 
pushing its microprocessor-based engine control systems to Indian Railways. These, says Pierson, “will keep 
trains safe and help Indian Railways operate them more efficiently”. 


© HEALTHCARE 
MARKET OPPORTUNITY: $350 million (Rs 1,540 crore) currently, with a 20 per cent a year growth in the future. 


India has a population of around 1.2 billion of which 33 million are diabetic. Then, much like in software 
services, the low-cost high-quality healthcare model (as compared to almost anywhere else in the world) 
is rapidly making the country a healthcare hub, especially for complex surgical procedures. Today, 
GE Healthcare (an umbrella brand that spans joint ventures with companies such as Wipro and Bharat 
Electronics, and wholly-owned subsidiaries such as Amersham India) has around a third share of the $350 mil- 
lion (Rs 1,540 crore) market. Cost has been one reason why the company’s healthcare 
business has not really flourished in India, and V. Raja, President and CEO, GE Healthcare Technologies, 
says, “We will soon deploy full-time resources to enhance value-products for developing markets 
since getting into smaller cities is a key part of our growth strategy.” 


@ ADVANCED MATERIALS 


MARKET OPPORTUNITY: The boom in the mobile phone and vehicle markets will benefit GE's advanced 
materials’ business. 


GE's plastics can be found in cars (most plastic ancillaries) and mobile phones. "Overall we see our business 
growing by 30 per cent in the next few years,” says K. Venugopal, President and CEO, GE Advanced 
Materials, India. Much of that growth will come from the boom in the vehicles and mobile telephones (the 
country will have 200 mobile telephone connections by 2007 or 2008) market. 
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where the company’s lighting arm 
can sell headlight components to 
car- or component-makers, its 
materials arm, plastics to the same, 
with its commercial finance arm 
financing the supply chain and its 
retail finance arm, the eventual pur- 
chase of a car by a customer. 

That could explain why GE India 
is suddenly bullish on the country 
(see The Businesses That Matter). 
For instance, K. Venugopal, 
President and CEO, GE Advanced 
Materials, India, (the company grew 
by 50 per cent, on a $60-million, 
Rs 270-crore base, last year) sees the 
explosion in the number of vehicles 
and mobile phones (plastics are 
used in both) as a growth driver. 
“The big non-automotive growth 
market for us will be when Nokia 
and other phone makers begin manu- 
facturing in India,” he says. That is 
happening: Nokia, for instance, is 
investing Rs 625 crore in a manu- 
facturing facility near Chennai. 
T.P. Chopra, Vice President 
(Marketing & Structured Finance), 
GE Commercial Aviation Services, 
India, (the aircraft-leasing and 
financing arm) sees the number of 
commercial aircraft in India grow- 
ing from 175 currently to between 
400 and 500 over the next 15 years. 
“That’s a huge opportunity and we 
are talking to all the players to see 
how we can participate in this exp- 
ansion,” he says. And Nandkumar 
Dhekne, Region Director (India), 
GE Energy, is sure the Electricity 
Act of 2003 (which introduced seve- 
ral critical power sector reforms) 
and other policy initiatives of the 
government will help the company, 
which makes all kinds of turbines 
apart from offering energy mana- 
gement solutions, do business worth 
$2 billion (Rs 8,800 crore) by 2009. 
“China is a larger market, but the 
future belongs to India,” says 
Dhekne. Other GE executives, across 
other businesses express similar sen- 
timents. GE, says an executive at 
the Indian arm of one of the world’s 
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best-known executive search firms, 
has embarked on a drive to recruit 
people. “Internally, the number 
that is spoken of is $5-6 billion 
(Rs 22,000-26,400 crore) of reve- 
nues by 2010," he says. Throw that 
number at Bayman and he smiles. 
“$5 billion (Rs 22,000 crore) is a 
nice target," he says. Then, after a 
moment, *We can achieve that if 
there is growth in new aircraft 
orders, power sector reforms (hap- 
pen) and there is an expansion of 
generating capacity." Today, GE 
India does business of $800 million 
or Rs 3,520 crore (excluding the 
BPO business) in India. Bayman adds 
that he won't be putting that $5 


billion-in-five-years target in his 
plans. The company plans only 
three years ahead. "In our financial 
plans, we will target to treble our 
revenues in the next three years." 


The Conservative Approach 

If Bayman is a trifle conservative, 
blame it on the company's experi- 
ence in India. Not that he is worried 
something like that could happen 
now. The way he sees it, if Air- 
India's Boeing deal falls through 
for some reason, and GE gets 





nothing out of it, another airline 
will probably step in to fulfil the 
market demand that is so obviously 
there. And GE will try and get a 
piece of that business. 

Bayman, who repeatedly stresses 
the fact that he has seen six prime 
ministers come and go with almost 
no change in the country's overall 
economic direction (“I tell people 
back at headquarters that the poli- 
tical risk in India is zero," he says) 
rattles off three reasons why he 
thinks the company is on to a good 
thing now. The telecommunica- 
tions revolution is the first, he says, 
because "it has proved the benefits 
of an open, competitive economic 





system". The “evolution of a 
younger, affluent working class ” is 
the second and it has “triggered a 
consumer boom that is fuelling 
much of the economic growth of 
the country.” The third is that 
“India now has a huge base of 
world-class companies, especially 
in steel, cement, auto components 
and a few other sectors.” The man 
is right, which is why this could 

well be GE's Indian summer. 
ADDITIONAL REPORTING BY 
RAHUL SACHITANAND 
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Purnendu’ S. 


At $5.7 billion (Rs 25,080 
crore), it is the biggest 
deal ever struck by an 
Indian. The story of 

how the low-profile 
Purnendu Chatterjee 
beat global contenders 
to snag petrochem giant 
Basell, and what he 

now plans to do with it. 


BY ARNAB MITRA 

















INVSASOD HSAWN 





HE FIFTH FLOOR OFFICE IN 

Mumbai's Nariman Point is neat 

and well appointed. The recep- 

tion area is small but, like the 

rest of the office, tastefully deco- 
rated. The slightly fading Colaba skyline is 
visible through the sheet glass windows at 
the far end. Two black computer consoles 
flicker in a corner as stock prices flash real- 
time on their screens. One can be forgiven for 
thinking it's the office of a well-to-do, mid- 
rung stock broker. Only, it's not; it is the 
nerve centre of The Chatterjee Group (TCG), 
a multi-billion-dollar private equity fund that 
has invested more than $2 billion (Rs 8,800 
crore) in India alone. 

Like his office, everything about Purnendu 
Chatterjee, the promoter and principal share- 
holder of TCG, is understated. As he rushes 
into the large conference room to the right of 
the reception area for the interview in shirt 
sleeves, he apologises profusely for keeping us 
waiting for seven-to-eight minutes beyond 
the appointed hour. It’s hard to believe that 
this man recently participated in the largest 
international takeover ever by an Indian. 

Ask him about it and he puts it in pers- 
pective. “We took it over as part of a con- 
sortium with Leonard Blavatnik’s Access 
Industries,” he clarifies. The details of the 
deal, though, are still hazy. It is believed that 
Royal Dutch/Shell and Basr finally chose the 
Chatterjee-Blavatnik consortium over National 
Petroleum Company of Iran, the other short- 
listed bidder, as a result of pressure from the 
Us government. The final bid price: $5.7 bil- 
lion (Rs 25,080 crore). Chatterjee declines to 
get into the specifics of the financing arrange- 
ment. “The details are being worked out,” is 
all he says. But foreign media reports suggest 
that Merrill Lynch has arranged $4.1 billion 
(Rs 18,040 crore) in debt that will be serviced 
out of Basell’s cash flows, while the partners 
are bringing in $1.6 billion (Rs 7,040 crore) 
in equity. Chatterjee adds that Credit Suisse 
First Boston is also involved but declines to get 
into details about how much each individual 
partner is bringing to the table. Here, the 


WHY BASELL IS HOT 


THE VITAL STATS 

TURNOVER $6.7 billion Rs 29,480 crore) 
EMPLOYEES 6,600 

PLANTS 21 countries 

MARKETS 120 countries 

8,500 


R&D LABS Germany, US, Spain, Korea, 
Japan, Australia and UK 


PATENTS 


THE COMPETITION 


Polypropylene Polyethylene TOTAL 


10.5  Е 
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story takes an interesting turn. 
Media reports suggest that 
Marvin P. Bush, 49, the 
younger brother of us President 
George W. Bush and Managing 
Partner of Winston Growth 
Fund, Winston International 
Growth Fund and Winston 
Small Cap Growth Fund, is one 
of his financial backers and 
helped him pull off the deal. 
The alleged us pressure to nix 
the Iranian bid fits in well with THE 
this theory, too. Chatterjee, 
however, emphatically denies 
this. “I’ve also read about it,” he INVISI BLE MAN 
says, adding: “The confusion 
arises from the fact that I had IKE MOST RUSSIAN BILLIONAIRES, 
floated a fund called Winston Leonard Blavatnik's antecedents 
Partners LP in 1991. It has ме яу issu) Hed эз 
nothing to do with Marvin came to the US in N 
Bush and we have no business émigré when relations between the two Jd 


connections whatsoever." SUPEPOWETS WET ard S i 
qui: Ivy League credentials—a Masters de- 
How long will it take for 
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xe А gree from Columbia University and an 
the deal to close? “We are awai- MBA from Harvard Business School. 
| ting regulatory approvals from A regular on the Forbes rich list, the 
} the European Union (Basell is | 47-year-old Blavatnik first shot into 
Ё based in The Netherlands),” he | the limelight when he teamed up with 
" says, adding that he expects Viktor Vekselberg to set up Renova in 
à them to come through in about 1990 as the Russian arm of Access 
i three-to-four months. Industries, Blavatnik's private equity 
Basell is the leader of the firm. Renova took sizeable stakes in 
pack in polymers, there’s no newly privatised Russian companies 


4 question about that. Nearly 40 like oil giant TNK and the Siberian 
E per cent of all the polypropylene Urals Aluminium Company. In 2003, it 
b produced in the world uses sold a part of TNK to British Petroleum 
Basell technology (see Why for $6.4 billion (Rs 28,800 crore at the 
[ Basell Is Hot) “Basell has ап exchange rate prevailing then). TNK-BP 


entrenched system of innova- is Russia's third-largest oil company. 

tion and has institutionalised The two have a combined net worth оѓ Nerve centre: Leonard Blavatnik's 
the process of taking new dis- over $10 billion (Rs 44,000 crore). office in New York's Fifth Avenue 
coveries to the market. This is Not everyone is impressed, though. 


"Blavatnik's primary objective is building up his asset value through acquisition and 
market power consolidation. His activities do not add value to the Russian economy. 
All the oligarchs are power hungry monopolists with the old corporatist mentality,” 
says Constantin Gurdgiev, Lecturer, Department of Economics, Trinity College, 
Dublin, and an authority on Russian oligarchs. 

The reclusive and media shy Blavatnik (he declined to be photographed for 
this report), who's a Director on the board of Time Warner Music, has a vora- 
cious appetite for conspicuous consumption. He reportedly purchased a $75- 
million (Rs 330-crore) mansion in Kensington Palace Gardens, London. A simi- 


what attracted us to the com- 
pany,” says Chatterjee, explai- 
ning why he zeroed in on Basell. 

Now that his consortium is 
in command, does it also plan to 
take control? “No,” he says, 
“we have the deepest respect 
for the current management of 


the company, and will retain it.” lar attempt at buying a swank apartment overlooking New York's Central 
Interestingly, a BASF press release Park was, however, rebuffed earlier this year. 
issued soon after the deal was ANIL PADMANABHAN IN NEW YORK 


signed quoted Chatterjee’s 
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Haldia Petrochemical Company: 
Chatterjee's first blow 


partner Blavatnik as saying: “I’m 
very pleased that we are the succes- 
sful bidder for Basell. We are experi- 
enced in industrial investments in 
companies that compete in large, 
cyclical markets, and we believe 
Basell is an attractively positioned 
global business with an excellent 
future. | am very impressed by Bas- 
ell's track record, and by the com- 
pany's highly professional and moti- 
vated management and workforce." 

A spokesperson at Access 
Industries’ head office on Fifth 
Avenue in New York, however, 
made it clear that Blavatnik plans to 
exercise his rights as a shareholder 
in giving direction to Basell. *The 
acquisition is a natural growth of 
Access's activities. They have been 
involved in large industrial compa- 
nies. And Mr Blavatnik looks to 
work closely with the management 
and employees to drive Basell for- 
ward. Access, typically, takes active 
interest in companies in which they 
(sic) have equity stakes." 

Does this indicate a divergence 
in the way the two partners are 
viewing this acquisition? Time will 
tell. But Constantin Gurdgiev, 
Lecturer, Department of Economics, 
Trinity College, Dublin, offers a 
chilling insight into what might 
happen. *Like most Russian 
oligarchs, Blavatnik's primary 
objective is building up the asset 
value of his holdings through acqui- 
sition and market power consoli- 
dation. They (the oligarchs) are not 
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CHATTERJEE’S EMPIRE 


m LIFE SCIENCES 

Chem Biotech: This company does chemical and biological analyses 
for drug discovery. It operates out of Pune and Kolkata. 

TCGA: It gets its name from the four molecules that make up DNA 
(A-T-C-G). The Center for Genomic Applications is a joint venture with 
the Institute for Genomic and Integrated Biology, a CSIR laboratory. It 
does genome analysis using sequencing micro-array techniques to 
identify diseases and their causes. TCGA is based in New Delhi. 
Clinevent: This company does clinical research and conducts trials for 
pharmaceutical MNCs. It is based in Mumbai. 

SilicoGen: This firm deals with bio-informatics and the development of 
systems biology. Its mission statement is to create a new paradigm 
and business model in order to lower the cost of drug development. It 
is based in Kolkata. 


B INFORMATION TECHNOLOGY 

TCG lvega: Software development company based in Kolkata, 
Mumbai and Bangalore. 

Skytech Solutions: This is a joint venture with United Airlines for 
developing software for airlines and airports. It is doing a lot of 
work for various Chinese airports and is based in Kolkata. 
Fitek: This company develops software for wealth management 
and hedge fund accounting, and operates out of Kolkata. 
Labvantage Solutions: Yet another TCG Group company that develops 
software for laboratory information management. It is based in 
Kolkata and New Jersey. 


M BUSINESS PROCESS OUTSOURCING 


Outsourced Partners International: OPI does accounting work for multina- 
tional corporations and operates out of Bangalore and California. 


m REAL ESTATE 

TCG Urban Infrastructure Holdings: This company builds modern, 
intelligent infrastructure primarily for IT, IT-enabled and biotech 
companies. it is currently building International Biotech Park on 

100 acres of land in Pune. The TCG Group also has huge real-estate 
holdings in the software sector of Kolkata's Salt Lake surburb. 


E ENTERTAINMENT 

Galaxy Bowling Co.: Owns a part of 
Galaxy Bowling Alley in Mumbai 
and also owns a part of Rain, a 

nightclub in Mumbai. 


B INDUSTRY 
Haldia Petrochemical Company: Co-pro- 
moter of this pet project of the West 
Bengal government. Expected to post 
a profit this year after years of prob- —— | 
lems and losses. Based in Kolkata. Тһе Rain nightclub in Mumbai 
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able, competent entrepreneurs 
seeking to expand the economic 
capacities of the enterprises under 
their ownership, nor are they tech- 
nocratic geeks capable of innovation 
and technological enhancement of 
their assets. Instead they are power- 
hungry monopolists of the old cor- 
poratist mentality.” 

Should тсс be worried? Again, 
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time will tell. Chatterjee says he 
has known his partner for about 
15 years now and the two have 
discussed the possibility of partne- 
ring each other in a deal *for a 
long, long time. It didn't happen 
earlier; it's happened now". 

For the moment, though, he's 
excited about the synergies between 
Haldia Petrochemicals (HPL) and 








Purnendu Chatterjee has friends 
across the political spectrum and 
a few in industry, too. 


WY ASOD HSAIWA 


Basell. “The managements of the 
two companies will have to take 
the final call on any collaboration, 
but prima facie, HPL can use Basell’s 
global network to export its basket 
of products and improve marketing 
efficiency. Both companies can 
benefit by going in for joint pro- 
curement and Basell can leverage 
India’s technical expertise and 
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THE BOY NEXT DOOR 


E'S THE BOY NEXT DOOR WHO'S MADE GOOD. BEFORE HIS TRAIL BLAZING 
H takeover of Basell Polyolefins, Purnendu Chatterjee, 55, was known 

in India as the George Soros associate who helped promote Haldia 
Petrochemicals. Little else was known about him. "That's the way | like it,” 
he says. Getting him to talk about himself is like extracting water from stone, 
but he finally opens up after a lot of coaxing. 

Born into a middle-class Bengali family, Chatterjee graduated from the Indian 
Institute of Technology, Kharagpur, in 1971 with a degree in Mechanical 
Engineering after passing out from the Ramakrishna Mission School in 
Narendrapur. From IIT, it was a hop, skip and jump to the University of 
California, Berkeley, where he completed a PhD in operations research in 1974, 
joined Stanford Research Institute and moved on to McKinsey & Co. after two 
years. His first big break came when he was made a partner at the world famous 
consultancy in 1984, at the age of 34. While at McKinsey, he married the 
daughter of industrialist Viren J. Shah (a Gujarati; usually strict vegetari- 
ans), who would go on to become a BJP MP and later, the Governor of West 
Bengal. "She's non-vegetarian; so there are no disputes at the dining table," he 
says jokingly, adding that like most Bengalis, he's fond of fish. 

But he soon grew tired of advising CEOs on how to run their companies; 
he longed to become a mover and shaker himself. "| quit my job and took over 
a small technology company called John Beall & Co.," says the suave and soft- 
spoken financier, describing his first independent foray into the world of 
business. His mentor, George Soros, whom he had met while at McKinsey, 
chipped in with $340,000 to finance the deal. 

This was the first of a series of leveraged and, sometimes, hostile takeovers 
that would make Chatterjee both a respected and feared name in US corporate 
circles. He had his share of controversies, too. In 1986, he launched a hostile 
takeover for T-bar, a mid-sized computer company, which took him to court alleging 
that he had violated US stock-market watchdog Securities and Exchange 
Commission (SEC) guidelines. The court ordered Chatterjee to pay $114,500. 
Four years later, he faced allegations of insider trading in Foxboro & Co., a large 
manufacturer of industrial instruments in which he and Soros held a 4.8 per cent 
stake and on whose board he sat as a director. This ended in a consent decree 
with SEC whereby he paid $643,855 without admitting any wrongdoing. Ask him 
about these and he says: "It was a long time ago and no charge was established." 

In India, Chatterjee, who drives a Mercedes and wears suits custom tailored 
in New York, has built up a formidable—albeit low profile—portfolio of technology, 
real estate, entertainment and industrial companies with a combined turnover of 
about Rs 8,500 crore (see Chatterjee's Empire). Since almost all his companies 
are privately held, exact numbers are hard to come by, but insiders estimate that 
his IT companies alone export software worth Rs 1,500-2,000 crore annually, 
making him one of India's larger software czars. 

Chatterjee, who became a US citizen 15 years ago, now divides his time 
between New York, where he maintains a small apartment, and Mumbai, 
where his wife and family stay. How much is he worth? Again, as with most 
fund managers, it is difficult to get a fix on his personal wealth. But people who 
know him since the days he first entered India as the geeky-looking white 
knight who rescued Haldia Petrochemicals from the brink of oblivion estimate that 
he is worth about $1 billion (Rs 4,400 crore). 
Whew! The boy next door has come a long way. 
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low-cost structure to expand its 
global dominance,” he says, 
adding that there are no con- 
crete plans in this direction and 
that he’s merely thinking aloud. 
Chatterjee, who works an 
average of 12-15 hours a day, 
has other interests too (see 
Chatterjee’s Empire). He has 
huge investments in informa- 
tion technology and biotech 
companies and is one of India’s 
largest software exporters. Since 
most of these are small and mid- 
size companies, the individual 
figures aren’t big enough to get 
noticed, but make no mistake: 
he’s there near the top, with the 
best of them. He also has large 
exposures to the entertainment 
and real estate sectors. “We 
financed an ill-fated Bollywood 
film called Rules: Pyar Ka 
Superhit Formula, burnt our fin- 
gers and decided that this wasn’t 
our scene,” he says with a 
chuckle. Instead, he’s now inves- 
ting in entertainment infra- 
structure: he has stakes in Rain, 
a popular Mumbai nightclub, 
and Galaxy Bowling Alley. “We 
also develop intelligent infra- 
structure focussed on the rr and 
biotech sectors,” says Chatterjee, 
who owns large real-estate assets 
in Salt Lake’s technology enc- 
lave. He’s also developing a 100- 
acre biotech park in Pune. The 
investment: he’s not saying. 
The Basell takeover has 
brought Chatterjee from the 
peripheries of India’s industrial 
scene to its centrestage, but 
rivals and friends alike find it 
difficult to size up the man. 
One of India’s leading indus- 
trialists calls him “very, very 
clever and a great dealmaker 
who can work with all kinds 
of players—even if they 
themselves are rivals”. Even a 
cursory glance at his personal 
and professional dossiers will 
show that to be spot on. He’s 
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the son-in-law of industrialist-turned BJP MP-turned West 
Bengal Governor Viren J. Shah; yet, he’s the poster boy of 
communist West Bengal: he enjoys warm relations with 
Marxist icon Jyoti Basu, Somnath Chatterjee and 
Buddhadeb Bhattacharjee. He’s been investigated for insi- 
der trading by the sec in the us, but he partners Ratan Tata, 
who’s known for his squeaky clean image, in HPL. He is also 
buddies with Rajat Gupta, the first and only Indian 
Managing Director of McKinsey, and Kanwal Rekhi, 
bulge bracket venture capitalist and one of the founders of 
The Indus Entrepreneurs. 

Managing contradictions and moving on seems to 
be the leitmotif of his career. But where does George 
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How the Basell-HPL combine stacks up 
against Reliance-IPCL). 


BASELL-HPL 


NET SALES Rs 40,736 crore 
NET PROFIT Rs 134.46 crore* 
EMPLOYEES |. 1481 


POLYMER CAPACITY 19 MT 


* Only for HPL; Basell figure not available MT: Million tonnes 







RIL Chairman 
Mukesh Ambani: 
Matrix challenged 


Soros, his early mentor, fit into his scheme of things 
now? “We did a lot of projects together," he says, “but 
now I operate independently and have no further business 
connections with him." 

The associate has clearly come into his own. But despite 
his dizzying success, he remains a middle-class boy at 
heart. “I don't really have much time to spare, but when- 
ever I do, I like to relax by listening to Bollywood songs 
and Rabindrasangeet,” he says. 

Any more big deals in the offing? He smiles enigmati- 
cally. *Let's see," he signs off, tantalisingly. 

ADDITIONAL REPORTING BY 
ANIL PADMANABHAN IN NEW YORK 
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PURNENDU SPEAKS 


"SUSTAINABLE COMPETITIVE 
ADVANTAGE IS THE KEY" 


UMESH GOSWAMI 


What's your investment philosophy? 

What do you look for while deciding 

on an investment proposal? 

(Laughs) There are various issues that | look at. 
But the most important are: does the company 
have a sustainable competitive advantage? Does 
its management have the vision and the capacity 
to stay the course? And does the company have 
the potential to become a big business in the 
foreseeable future? | move in only if the answers 
to all three questions are in the affirmative. 
Thereafter, | provide only operational and mana- 
gement guidance. The managment is fully empo- 
wered to execute the agreed business plan. 





Why did you invest in Basell? Will you and 
Leonard Blavatnik micro-manage the company? 
Basell is the world leader in polymer technology, 
owns more than 8,500 patents and has manu- 
facturing facilities in 21 countries. So it is a 
prized company to control. It also has a strong 
management in place, which we will retain. Our 
job will be to provide inputs when the need 
arises and to work with the management to take 
the company's leadership position forward. 


Where does Haldia Petrochemical 

fit into the picture? 

That is for the two managements to sit 
together and figure out. It's early days yet, so | 
can't give you any details. But yes, it is our 
intention that we fully exploit the synergies 
that exist between the two companies and 
extract maximum value for all the stakeholders in 
the two ventures. 
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HORT SHEER ТЕ M DEMAND FORECAST 
THERMAL PLANPERIOD PLAN DEMAND ENERGY NEEDS 
18,491 MW 





HYDRO 10TH PLAN : 
29,625 MW | (2002-07) 115,705 MW 719 billion units YEAR REQUIREMENT AVAILABILITY SHORTAGE 96 SHORTFALL 
999- 480,4 50, 
NUCLEAR 2720 MW | iem 1999-00 480 3) 450594 29,836 62 
WIND (2007-12) 157107MW 975 billion units. 2000-01 507,216 467400 39816 18 
2001-02 522,537 4833 9.187 
1,870 MW VA PUN 50 3 15 


2002-03 933,537 485452 48,085 92 


| (2012-2017) 212,725 MW 1,319 billion units 
2003-04 559,264 519,398 39,551 71 


*As on July 31, 2004 Source: 16th Electric Power Survey Report 


Maharashtra isn’t the only state 
reeling under power cuts. Across 
India, a growing power shortage 
is pushing industry, farmers 

and consumers to the brink. 


BY ASHISH GUPTA AND PRIYA SRINIVASAN į 


OR THE LAST SEVERAL WEEKS, PEOPLE IN 

the rural areas of Maharashtra have had 

to endure nine hours of blackouts every 

day. Those living in the state’s urban 

areas (Mumbai excluded) have been 

slightly more fortunate. They have had to cope 
with just four hours of load shedding every day. As 
for Mumbai, India’s commercial capital, people 
have been urged—by no less than the state’s Chief 
Minister Vilasrao Deshmukh and that too on the eve 
of Maharashtra Day on April 30—to consume 
power more sparingly. Elsewhere in the state, 
industry—ranging from automobile manufacturers 
like Tata Motors and Bajaj Auto to textile manu- 
facturers like Padma Impex and Siyaram Silk—is 
bracing up for disruption in supplies and an increase 
in the cost of production. “When the lights go off 
in India’s financial capital and production falters in 
the nation’s most industrialised state, then there is 
truly a cause for concern,” says Jayesh Desai, 
Director at Ernst & Young, a top consulting firm. 
For a state that long boasted of having one of the 
best performing electricity boards (the Maharashtra 
State Electricity Board, MsEB) and almost no outages 
until 1996, the situation has rapidly deteriorated. 
The power deficit (mismatch between demand 
and supply) has soared to 3,800 Mw, and the 
state has been reduced to borrowing electricity 
from the neighbouring states of Andhra Pradesh 
and Gujarat. The situation is so severe that the 
state government has taken the unthinkable 
step of pulling the plug on free electricity to 
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HICH ARE THE MOST REFORMIST STATES IN THE COUNTRY? NO, 

we are not talking about reforms in general, but 
reforms in the power sector. A study in March 2005 by 
credit rating agencies CRISIL and ICRA have placed Andhra 
Pradesh (57.03 points, out of a maximum possible score of 
100) at the very top, followed closely by Gujarat (53.61 
points) and Delhi (51.91 points), with Bihar (5.53 points) 
and Jharkhand (3 points) bringing up the rear. That the top- 
ranked state scores only a few points above the 50 per cent 
mark points to the distance the sector has still to travel 
before it can become truly world class. 

So what makes Andhra Pradesh the leader of this pack 
of laggards? Despite being deficient in power, it has 
established strong regulatory processes, brought down 
aggregate technical and commercial (AT&C) losses to 24 per 
cent (national average: 45 per cent), jacked up the plant load 
factor in its thermal units to a healthy 87 per cent (national 
average: 70 per cent), and provided timely financial help to 
both Central and state utilities, and cross-subsidies. It has also 
set up fast track courts to deal with power thefts and a mas- 
ter trust for meeting pension and gratuity liabilities of power 
sector employees. But things could change next year as the 
new Congress government's decision to provide free power 
to farmers could adversely impact the sector. 

Second-placed Gujarat, too, has made progress on 
subsidies, distribution reforms, debt servicing and has 
recorded above average performance in its generating stations. 
But its AT&C loss level of 30 per cent and poor collection 
from agricultural consumers are a drag on its performance. 

Delhi, Karnataka and Tamil Nadu also score on 51.91, 
51.46, 50.94, but their overall performance is dragged 
down by low generation parameters, still high AT&C losses 
and delays by the state government in implementing some 
targets of the Electricity Act of 2003. 
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SOME THERMAL POWER PROJECTS 
UNDER CONSTRUCTION 











PROJECT NAME STATE COMPANY pun COMMENCEMENT 
ЮНАН} СС UITARPRADESH NTPC 1,000 
JUNCHAHAR — ^ — UTTARPRADESH NTPC — 200 — 
"SPAT ОООО CHHATTISGARH NTPC 1980 — 
IMNDHYACHAL — MADHYA PRADESH NTPC | 50 
IRAMAGUNDAM © ANDHRA PRADESH NTPC 50 - 
/DABHOL — — — — MAHARASHTRA DPC 2.100 
IMONASEEMA TTT ANDHRA PRADESH EPS OAKWELL POWER 445 — 
JJEGURUPADU TT ANDHRA PRADESH GVK INDUSTRIES 220 
TOBE ANDHRA PRADESH ТАТА ELECTRIC POWER 120 - 
IRAIGARH — CHHATTISGARH JINDAL POWER 250 — 
KARRUPPUR(ENCORE) TAMIL NADU ARKAY ENERGY 528 





Source: ICRA Power Report 


farmers—a huge votebank for all 
political parties. 

What’s behind Maharashtra’s 
power crisis? Apparently, the con- 
troversial Dabhol power project, 
promoted by now-bankrupt Enron 
Corp. The allegation is that ever 
since Dabhol started producing 
power in May 1999, the MSEB went 
on a holiday of sorts. Strategic 
planning was abandoned and the 
focus shifted away from new 
capacity addition in the belief that 
Dabhol’s 2,100-Mw capacity would 
be sufficient to meet the state’s 
power requirements in the fore- 
seeable future. 

But, as it turned out, the 
Dabhol project proved to be a non- 
starter, and shut generation in 
January 2001, because of a stand- 
off with the MSEB over tariffs. In 
that time, of course, the demand 
for power had continued to soar. 
“Partly responsible for the shortage 
was the industrial revival in the 
state and partly, the decision to 
lower tariffs (by the MERC or the 
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Maharashtra Electricity Regulatory 
Commission) and give 80,000 
more agricultural connections last 
year alone,” says Girish Sant, an 
energy expert working for Prayas, 
a Pune-based NGO. 

Compounding the problem were 
losses in existing generation capa- 
city. For example, МЅЕВ'ѕ Uran plant 
has been operating at less than half 
its capacity of 900 Mw, because of 
shortage of gas supplies from the 
Bombay High and high transmission 
and distribution (T&D) losses of 35 
per cent. That alone knocked off 
400 mw of the 900 Mw that the 
state gets. In the last two months, 
the state government has gone into 
overdrive and sewed up as many 
as eight MoUs with private players 
for an additional 12,500 Mw of 
power. The problem: It will take 
five years for that capacity to come 
on-stream. 

Meanwhile, industries big and 
small in Maharashtra are suffering. 
Consider the powerloom sector in 
Bhiwandi, home to 6 lakh units of 





the 18 lakh in the country. The 
industrial town had already been 
facing five-to-six hours of power 
cuts every day, but that has now 
worsened to as much as 10 hours. 
For every one hour of lost produc- 
tion, the industry here loses Rs 42 
crore in sales. Using diesel generator 
sets only pushes up the cost of elec- 
tricity to Rs 7 or 8 per unit. Says 
M.Y. Momin, President of the 
Bhiwandi Powerloom Weavers 
Federation and the Powerloom 
Development and Export 
Promotion Council: *Since 60 per 
cent of the yarn produced in 
Bhiwandi is exported either directly 
or indirectly, the additional cost 
makes us uncompetitive, especially 
against China." 

It isn't just the small players who 
are suffering. Even big manufac- 
turers are getting hit because the 
small suppliers who feed into them 
with components and raw materials 
can't afford to set up captive power 
units of their own. Says Sanjiv Bajaj, 
Executive Director of Pune-based 
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J THE PRIVATISATION STORY 


p DECADE-OLD BUT STILL HESITANT FLIRTATION WITH 
power sector privatisation has produced mixed results. 
The Orissa model, launched in April 1996, did not really 
have a happy beginning. Generation, and transmission 
and distribution (T&D) were unbundled and priva- 
tised—the Orissa State Electricity Board was unbundled 
into Orissa Hydro Power Corporation (OHPC) for hydro 
generation, Orissa Power Generation Corporation 
(OPGC) for thermal generation and Grid Corporation of 
Orissa (GRIDCO) for T&D. 

AES Transpower (a joint venture of AES Corporation, 
US, and Jyothi Structures Limited), which took over 
CESCO, one of the four distribution companies spun off 


: from GRIDCO, in September 1999, left in a huff within 


a couple of years. The other three distribution compa- 
nies—NESCO, WESCO and SOUTHCO—were taken 
over by BSES, which is still struggling to make profits. 
One of the reasons for the failure of power sector pri- 
vatisation in Orissa was the substantial under-reporting 
of losses: the government reported only 35 per cent T&D 
losses against an actual figure of 50 per cent. But 
today Orissa is virtually a turnaround story. The Orissa 
Electricity Regulatory Commission, by bringing in a 
long-term tariff strategy and various other regulations, 


has made Orissa a power surplus state. 

The Delhi government pioneered the other model of 
privatisation in May 2000. It dismantled the Delhi 
Vidyut Board and sold a 51 per cent share each in three 
distribution companies, to two privately-owned power 
distribution companies, BSES (renamed Reliance 
Energy in 2003) and Tata Power. The deal: they 
would get a subsidy of Rs 3,450 crore for five years if 
they could lower the aggregate technical and com- 
mercial (AT&C) losses by 17 per cent. Tata Power's New 
Delhi Power Limited has already partially met its target: 
losses are down from 53.4 per cent in July 2002 to 35 
per cent in North-East Delhi. Similarly, BSES Rajdhani 
Power Limited (BRPL) and BSES Yamuna Power 
Limited (BPYL) of Reliance Energy, which provides 
electricity to 27 lakh customers in South, West, Eastern 
and Central Delhi, too, have managed to bring down the 
AT&C losses considerably. For instance, BRPL has 
brought down AT&C losses from 51.54 per cent in July 
2002 to 40.9 per cent today and BYPL from 63.16 per 
cent to 50.2 per cent. 

In terms of results, the Delhi model seems to be 
working. But are other states following it? No prizes for 
guessing. 


DL—————————— ———————————————M 


Bajaj Auto: "We haven't been 
affected so far largely due to our 
own internal generation capacity. 
But all of our component suppliers 
are in Maharashtra and they don't 
have any (power) backup as such, so 
it affects us indirectly." 

While a captive power plant 
ensures supply, it also adds to the 
cost. Says Venugopal Dhoot, 
Chairman and Managing Director 
of the Videocon Group, which 
manufactures Rs 3,000-crore 
worth of consumer durables in 
Aurangabad (Maharashtra): *While 
there is load shedding, power is 
available at a higher cost. Basically, 
it's a penalty the company has to 
pay in order to use extra power. 
This increases the cost of electricity 
by about 10 percent per annum." 
Not all of that cost, of course, 
can be passed on. 
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Same Story Elsewhere 

The energy crisis in Maharashtra 
is actually symptomatic of a nation- 
wide problem: that of growing 
demand and stagnant or, worse, 


shrinking supply. Take the national 
capital for example. Despite 
generating only 17 per cent of its 
power needs (peak demand in Delhi 
can soar to 3,450 MW per day), a 


FUTURE POWER CAPACITY ADDITIONS 

















10TH PLAN 11TH PLAN TOTAL 
MINISTRY OF POWER 23,000 23,500 46500 
MINISTRY OF COAL 210 1,500 1/710 
DEPARTMENT OF ATOMIC ENERGY — 1,200 _ 5160 ^ 6,360 
MINISTRY OF NON-CONVENTIONAL ENERGY 4,055 — 6,0625 10,680 
TOTAL CENTRAL SECTOR — 28,485 36/85 à 65,270 
TOTAL STATE SECTOR 8,300 10,600 18,900 
TOTAL PRIVATE SECTOR - 29400 13,500 22,900 
OVERALL CAPACITY ADDITION (APPROX.) 46,000 61,000 107,000 
Source: Ministry of Power All figures in MW 
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Tata Power proposal for setting up 
a 1,000-Mw plant in Bhawana in 
Delhi has been hanging fire for the 
last year-and-a-half. “That despite 
the fact that the new Electricity Act 
of 2003 allows private companies to 
set up generation units without any 
clearance from the state govern- 
ments,” notes Anil Kumar Sardana, 
CEO of Tata Power’s North Delhi 
Power Ltd. The result: Delhi is at 
the mercy of neighbouring states 
for supplies. 

The story isn’t very different in 
Karnataka and Tamil Nadu, both 
important centres of IT and auto- 
motive industries. A study done by 
the Karnataka Power Transmission 
Corporation shows that the current 
demand supply gap of 2,250 Mw 
will jump to 3,450 Mw by 2006-07 
and 5,300 Mw by 2011-12. In 
Tamil Nadu too, where TNEB, the 
state electricity board, generates 
9,500 Mw, there is a shortfall of 
300 to 400 Mw. This year, it plans 
to spend Rs 400 crore on upgrading, 
its power infrastructure. 

According to officials, TNEB has 
signed an MOU to set up two joint 
venture power plants: It will work 
with NTPC to set up а 1,000-Mw 
plant at Ennore and with Neyvelli 
Lignite to set up another one of 
identical capacity at Thootakudi. 
In addition, the state power board 
will revive the 1,000-mw Jayama- 
kondam Power Project that was 
put on the back-burner some time 
ago. While wind farms in Tamil 
Nadu already generate more than 
half of India's wind energy, the 
state government plans to add ano- 
ther 500 Mw capacity this year. 
That apart, a 53 MW gas-based unit 
is to be commissioned in Ramana- 
thapuram in the state. 

Where Tamil Nadu seems to be 
dragging its feet is in overhauling its 
distribution system. The state, how- 
ever, has focussed on enhancing its 
T&D infrastructure and improving 
services to customers in Chennai 
and other key areas. Its collections 
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CAN DABHOL SAVE MAHARASHTRA? 





| SEEMS LIKE AN OPPORTUNE TIME TO TALK OF REVIVING THE DABHOL POWER 
project, the Enron-promoted utility whose premature demise is partly : 


behind Maharashtra's current power crisis. Although the $2.1-billion į 
(Rs 9,240-crore) project has an installed capacity of 2,184 MW, it can rea- i 
dily produce 740 MW. But the question is whether Dabhol's problem from 

birth, which is of over-priced power, has been resolved. The short answer: : 
No. The Maharashtra State Electricity Board (MSEB) produces 12,000 MW 
and earns revenues of Rs 12,000 crore. Dabhol's 2,184 MW, in contrast, ; 
cost Rs 6,000 crore. Which means Dabhol is almost three times more : 
expensive than the MSEB. Says E.A.S. Sarma, former Union Power i 
Secretary and member of the Godbole Committee, which was appointed to : 
look into the Dabhol project in 2001: "Dabhol is inherently non-viable f 
because it is a base-load power station of an inappropriate capacity i 
mode, based on a very expensive fuel like LNG. Its size and mode of f 
operation do not match the pattern of demand and its cost is so high that i 
no ordinary consumer will find it easy to pay." Sarma is right. At the end і 
of the day, іп a commodity industry like power, the issue is price. And why i 
buy from a white elephant if you can generate power on your own cheaper? : 


are already at around 99 per cent, 


and T&D losses stand at around 20 
per cent, which is one of the lowest 
in the country. 

The battle for power, say people 
like Sardana, has to be fought on 
two fronts. One is to add fresh 
capacity to match the growth in 
economy (according to some 
experts, every 1 per cent growth 
in GDP requires an additional 1.5 
per cent of power supply). The 
other is to ensure that the existing 
capacity is operated at the optimal 
level. *But these aren't easy battles 
to win," says Sardana. 

Especially when there are fuel 
shortages. For instance, at the end of 
February this year, 24 plants (with 
a total capacity of 23,000 Mw) had 
coal stocks of less than seven days. 
Karnataka's Raichur Thermal Power 
Station is a classic example. The 
state-owned utility needs more than 
21,000 tonnes of coal every day to 
fire all its seven units, but currently 
supply is restricted to below 5,000 
tonnes. That means it can barely 
operate two units at a time. 


According to a Central Electri- 
city Authority study, of the 4,300 
MW planned capacity in the 10th 
Plan, almost 2,800 Mw is behind 
schedule because of coal supply 
constraints. On the whole, there is a 
shortfall of around 50 million 
tonnes of coal in India today. As 
far as the other fuels are concerned, 
LNG is far too expensive and gas is 
still a scarce commodity. In fact, 
that's something that could derail all 
the new gas-based private sector 
power plants that are coming up. 

If, like Andhra and Orissa, other 
states have to get their act together, 
an investment of Rs 9,00,000 crore 
will be needed to add 212,000 Mw 
of power that the country will need 
by 2012. And it's no more a ques- 
tion of whether India can rustle 
up that kind of investment. Rather, 
the question is how and when. 
Otherwise, the country runs a real 
risk of getting its growth story 
short-circuited. @ 
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After leaving its 
winged mark on 
the scooters 
segment, Honda 
Motorcycle & 
Scooter India is 
ramping up 
capacity of what 
it's better known 
for: motorcycles. 
BY KUSHAN MITRA 








INCE 1949, THE YEAR IN 

which it began mass pro- 

duction of motorcycles, till 

April 2005, Honda Motor 

has built all of 150 mil- 
lion motorcycles worldwide (for 
Honda, motorcycles includes sco- 
oters as well as all-terrain vehicles 
and personal watercraft). In 2004 
alone, Honda sold 10.8 million 
bikes manufactured in 28 global 
plants located in 21 countries. Of 
that number, some 2.34 million 
were sold in India alone, via Hero 
Honda Motors (the 21-year joint 
venture with the Munjals) and the 
four-year-old wholly-owned 


HMSI’s Aoshima: 
Life on the fast lane 
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subsidiary Honda Motorcycle & 
Scooter India (нм). That makes 
India pretty much one of Honda’s 
biggest bases in Asia, which as a reg- 
ion sold a little over 7 million bikes. 

The importance of India— 
accounting for a little over a fifth of 
total sales—is amply evident in those 
numbers, and probably explains the 
need for two ventures, one joint, 
and the other wholly-owned (altho- 
ugh it must be pointed out that 
Honda has three affiliates in China, 
which in 2003 did collective sales of 
1.13 million two-wheelers). Now 
the Japanese giant’s India thrust 
has for long revolved around Hero 
Honda, partly because of the time- 
worn depth of the alliance, and also 
partly because Honda had an agre- 
ement with the Munjals not to make 
motorcycles (as against scooters) 
till 2004. That year came and went, 
and HMSI launched the 150-cc 
mobike Unicorn, which didn’t 
exactly set the Delhi-Manesar high- 
way on fire. With bike production, 
at the Manesar plant, of just under 
65,000 in a total domestic market of 
5 million, let’s face it: Honda’s 
fully-owned subsidiary just doesn’t 
count. Not yet. True, it’s cornered 
close to half of the scooters market 
in the past five years, but then sco- 
oters is just 20 per cent of the entire 
two-wheeler market (although it’s 
set to increase to close to 30 per 
cent in two-three years). 

So, is Honda content to let its 
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Figures are in Rs crore 
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HOW HONDA 
STACKS UP 
Sales (in units) 


= – Него Honda 2,587,385 
Bajaj Auto 1,471,696 
Others 545,526 


Figures for 2004-05 in per cent, and for all two-wheelers 
include Yamaha, Royal Enfield, UML, Kinetic & Majestic Auto 








Indian Jv lead the Indian charge, 
with the 100 per cent subsidiary 
just filling in a flank? Hardly. 
Yukihiro Aoshima, Chief at HMsi— 
and the pointman for all Honda 
ventures in India—may not say it 
loud and clear but sources at HMS! 
reveal that the 996,290-million yen 
(Rs 41,000-crore, for motorcycle 
operations) Japanese giant's avowed 
goal is, with its two Indian affiliates, 
to capture three fourths of the 
Indian market in five years, which 
will be all of 10 million two-wheel- 
ers by then. Assuming that Hero 
Honda hangs on to its 50 per cent 
share till then, this will mean that 
HMSI could be doing sales of at 
least 2.5 million by 2010. That 
would guarantee HMSI a clear #3 
position in the two-wheeler stakes, 
if not the #2 place. 

Aoshima, for his part though, 
would like to jump up to #3 (ahead 
of Tvs Motor and Yamaha) before 
that, by 2007-08. That, of course, 





Sales Are 1812 ..Магкеї Share Is 
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calls for a huge ramp-up in capacity, 
which is exactly what's on the cards. 
In the coming year itself HMSI exp- 
ects to sell 260,000 motorcycles 
(and 600,000 scooters), and by 
2007-08, the Honda subsidiary has 
projected sales of 600,000 bikes, 
and a market share in the 8.4 per 
cent region. Total capacity of bikes 
plus scooters is expected to hit 1.2 
million by then. “India is impor- 
tant to Honda; it is not only a gro- 
wing market, it is a market that 
Honda has done well in and we 
will continue to do well; hopefully 
we will do even better,” says 
Aoshima, who has been associated 
with Honda’s India operations since 
as early as 1992. 

To achieve all its targets, Honda 
will, of course, need to have many 
more bikes than just the Unicorn on 
the roads, In the second half of the 
current year, Aoshima expects to 
launch his second motorcycle pitted 
head-on against the seven-month 
young Bajaj Discover, and priced 
in the Rs 40,000-45,000 bracket. 
“All сап reveal at this point is that 
the new motorcycle will have an 
engine smaller than that of the 
Unicorn (which is 150 cc); whether 
it will be 125 cc or 135 cc, I cannot 
reveal.” With Kinetic, LML, Tvs and 
Yamaha having lost market share 
in a growing market last year, HMSI, 
with new product offerings, has a 
good shot at overtaking Yamaha 
for fourth position in motorcycles in 
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the current year itself. 

To be sure, thanks to its heroics 
in scooters, HMSI has already 
emerged as India’s fourth largest 
two-wheeler company, behind Hero 
Honda, Bajaj and Tvs. In the four 
years and a bit that HMs! has been 
around it has sold over 1 million 
units and has a 8.3 per cent share of 
the overall two-wheeler market, 
which is more than the share of 
Kinetic, LML and Yamaha. To HMSI 
doubtless goes the credit of reviving 
the scooter market, which was all 
but given up for dead thanks largely 
to Bajaj Auto's inability to provide 
consumers much more than the 
Chetak (although Bajaj is finally 
getting a strategy in place in this 
segment, with a flurry of snazzy 
launches planned in the next 12-18 
months). As Kalpesh Parekh, an 
analyst with the Mumbai-based bro- 
kerage ASK Raymond James points 
out, HMSI entered a virtually virgin 
market. “The competition were 
flogging old technology; HMst 
entered a clean market with new 
technology and that is why they 
were able to succeed." Concurs 
R. Chandramouli, Vice-President, 
Sales & Marketing, Tvs Motor, 
which is #2 in scooters: “Honda 
brought in a product that made 
life easier for the consumer and 
they aimed at middle-aged men 
who were previous owners of 
scooters and preferred scooters to 
motorcycles." The Activa and its 
snazzy sibling, the Dio, have bec- 
ome huge hits selling some 
344,000 units last fiscal, and the 
geared Eterno scooter outsold the 
Bajaj Chetak for the first time last 
year. In fact, in the last few years, 
the scooter market has actually 
shown signs of a (modest) revival 
growing 4.2 per cent last fiscal. 

The foray into scooters did not 
just bestow a bestseller upon HMSI, 
it also allowed the company to build 
up both some semblance of a brand 
image as well as a dealer network 
from scratch. From 60 dealers in 
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CUTTING TEETH 


Honda Has Gained A 
Stranglehold In Scooters... 
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2001, the company has ramped up 
to over 252 dealers today. Such 
benefits held HMsI in good stead 
when launching the Unicorn, which 
has sold a little under 65,000 units 
in the six months since launch, in 
line with HMs/'s target. “It has done 
fairly well in semi-urban and rural 
markets but that is primarily because 
of its ‘brand’ value,” says Parekh, 
although he adds that “most people 
expected Honda to launch some- 
thing a bit more attractive, because 
in the urban markets, especially in 


the higher segments, style is most 
important; the Unicorn isn’t a par- 
ticularly stylish product.” 

Of course, when HMsI entered 
the motorcycle market last year, 
the first question on everybody's 
lips was: *What will this do to their 
20-year association with Hero 
Honda?" *We are all part of a 
family", insists Brij Mohan Lall 
Munjal, Chairman of Hero Honda. 
“I have known Munjal-san for 
almost 15 years now, we meet up at 
least two to three times every month 
to co-ordinate our plans... Hero 
Honda’s continued success is in the 
best interests of Honda Motor,” 
pipes in Aoshima. 

Aoshima’s short point is that 
the Indian market is big enough for 
two Honda companies to operate 
in. “India will be bigger than 
China,” he asserts, armed with pro- 
jections that the Indian two-wheeler 
pie will hit 10 million by 2010 
and 15 million by 2020. These 
growth numbers are backed up by 
Pankaj Gupta, Senior Director, 
Society of Indian Automobile 
Manufacturers (SIAM), who believes 
that the two-wheeler market will 
continue to grow at a healthy clip 
of between 15-20 per cent in the 
next four-five years. 

HMSI clearly has mega-ambi- 
tions, but then so does the compe- 
tition, namely Bajaj Auto and one 
Hero Honda. In fact when HMSI 
launched the Unicorn, Hero 
Honda's sales of the 150 cc CBZ 
slowed down. While the Unicorn 
sells some 14,000-15,000 units a 
month, the CBZ manages anywhere 
between 1,500-2,500. Even though 
both companies deny any collusion, 
some rivals feel that there is a gentle- . 
man's agreement between the two 
Honda firms. Sooner or later, how- 
ever, both firms would need to go 
head-to-head in direct competition 
with each other. For the Honda 
top brass in Japan, though, two 
Hondas in a market as huge as India 
are better than one. @ 
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Advantage 


India isn’t the only country where Airbus 
has been losing deals. So, why is it 
hopping mad at Air-India? 


BY KUMARKAUSHALAM 


HE DOG-EAT-DOG 

world of aviation isn’t 

a place where one 

would expect to find 

moving business phi- 
losophy. Yet, strange as it might 
seem, in the raging battle between 
American aircraft maker Boeing 
and its European rival, Airbus, 
winning seems to have boiled 
down to a matter of aviation phi- 
losophy. You see, Boeing globally 
has positioned itself as the pro- 
ponent of the “point-to-point” 
travel doctrine, according to which 
airline passengers prefer flying to 
their destinations non-stop, 
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avoiding congested hubs. Airbus, 
on the hand, is seen casting its lot 
behind a “hub-to-hub” model, 
which envisages the market con- 
solidation and price competition 
among airlines driving demand 
for bigger planes that ferry pas- 
sengers to a hub from where they 
hop on to smaller planes to reach 
their destinations. 

The divergent philosophies are 
most evident in the new genera- 
tion wide-bodied aircraft that the 
two manufacturers are hawking. 
Airbus’s A380, unveiled recently, 
starts with a baseline capacity of 
555 passengers in a three-class 





AIRBUS Vs 


The Boeing deal was 
words between Airbus, 


AIRBUS’ ALLEGATION: 


m Changes were made 


in the tender to 
favour Boeing 








Factors other than 
commercial went into the 
decision to go with Boeing — 





Air-India agreed to late 
deliveries from Boeing for 
its 787s (deliveries start 
2008), but not from 
Airbus for its A350s, 
whose first delivery will 
be in 2010 





Nine seats in a row 
compromises passenger 
comfort. None of the Boeing 
787 customers has opted 
for a nine-abreast seating 





The Airbus Super Jumbo 380 
was not even considered. 
А-1 has Asian and North 
American routes with high 
traffic that justify such 

an investment 


AIR-INDIA 





followed by a war of 
its allies and Air-India. 


AIR-INDIA'S REBUTTAL: 


No changes whatsoever 
were made after the issue of 
. the request for proposal - 








It was a purely commercial 
decision, based on Air-India's 
requirements _ 


Neither of the manufacturers 
could adhere to delivery 
schedules specified in the 
tender. In any case, delivery 
negotiations can be carried 
out only after governmental 
approvals 





It is the buyer's prerogative to 
decide what he needs. 

Boeing adds: Of the 20 carriers 
that have signed up for 213 787 
Dreamliners, a majority has 


opted for the nine-abreast seating | 





A-l's current strategy is to 

go for more mid-sized aircraft. 
It may consider long-haul 
large aircraft in two 

to three years 


configuration (first, business and 
economy) and a range of up to 
14,800 kilometres. In contrast, 
Boeing’s 787 Dreamliner, which 
will enter service in 2008, will have 
a passenger capacity of 223 to 259 
and fly up to 15,700 km non-stop. 
(The Dreamliner 787-3 will offer a 
seating capacity of 296, but a range 
of 6,500 km.) 

In a market where airlines are 
desperate for a flexible fleet that 
will take them closer to elusive 
profits, Boeing seems to be on a 
winning streak—after having trailed 
rival Airbus for the last two years. 
Air Canada recently placed an 
order for 96 Boeing planes 
(including 60 787s). So have Japan 
Airlines (30), Korean Air (14) and 
six other Chinese airlines for 60 
787s. Indeed, Air France, of all, 
picked Boeing over Airbus for 13 
777 jets. (By the way, this magazine 
doesn’t believe that there can be 
such stark demarcations as a point- 
to-point or a hub-to-hub aircraft 
maker. Every international airline 
will need a mix of both and, there- 
fore, Airbus and Boeing offer a 
range of aircraft.) Airbus didn’t cry 
foul at any of these losses. So why 
is it so peeved at losing the Air- 
India (А-0) order for 50 aircraft (15 
optional) worth $6.9 billion 
(Rs 30,360 crore)? 

There's a litany of complaints 
(see Airbus Vs Air-India), all boiling 
down to the point that Airbus 
hasn't been dealt a fair hand. As 





far as A-I is concerned, says its 
Chairman A.V. Thulasidas, it is 
going purely by its strategic 
requirements. “Our new strategy 15 
to go for point-to-point service 
with more aircraft rather than 
large aircraft,” he says. Not sur- 
prisingly, there has been a spurt in 
direct flights from Indian airports. 
Chennai, Bangalore and 
Hyderabad have emerged as 
international embarkation points, 
apart from Delhi and Mumbai. 
3ritish Airways offers a Chennai- 
London service, Lufthansa flies 
from Bangalore to Frankfurt and 
Singapore Airlines flies out of 
Hyderabad to its hub. Says an А-1 
official: *Direct flights will only 
increase as all the recent bilaterals 
offer access to more Indian cities." 
One example: the India-UK route. 
Until two months ago, London 
had only 35 flights a week from 
India, but in the next two months, 
there will be 80 flights a week, 
with carriers like Jet, Sahara and 
British Midland putting cities like 
Ahmedabad, Hyderabad and 
Bangalore on their radar. 

Airbus doesn't dispute the 
changing market dynamics. “Both 
forms of air travel—point-to-point 
and hub-to-hub—will co-exist,” 
says an Airbus official. “(Which is 
why while) on the one hand we 
have the very large A380 for hub- 
to-hub, on the other we have the 
A330, 340 and 350 for point- 
to-point travel.” What the Airbus 
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THE MAKING OF A DEAL 


A chronology of Air-India's fleet expansion saga. 


NOV. 2003: The Air-India board pitches to the 
Ministry of Civil Aviation (MoCA) for purchase 
of 10 long-range and 18 short-range aircraft 


JANUARY 2004: A-I submits a project report 

for acquiring 10 medium capacity long-range Airbus 
340s and 18 small capacity short-range Boeing 
737-800Ws. Estimated cost: Rs 10,000 crore 


MARCH 2004: Pending aircraft acquisition, the A-I board 


presents a medium-term business strategy till 2006. 
Wants to induct 34 aircraft, including 14 737-800Ws 
for Air Indian Express (A-IE) 


AUGUST 2004: The MoCA asks А-1 to revisit the 
January 2004 proposal to factor in competition and 
developments in the airline industry 


LATE NOVEMBER 2004: The purchase plan is 
revised. Fleet size for A-| and A-IE increased from 
35 to 74, with net addition of 39 aircraft. Entire 
19-aircraft fleet of A310-300s, five B747-300 — 
and two B747-200s to be phased out. A-IE decides 
to induct 18 B737-800Ws 


DECEMBER 2004: On the 3rd, a tender is floated. 
Bids are submitted on the 24th 


MID-APRIL 2005: India-US open skies 
agreement signed. On the 14th, US 
Transporation Secretary Norman Mineta 
pitches for Boeing. French Transportation 
Minister Giles de Rubin meets Minister of 
Civil Aviation Praful Patel on the 25th 


April 26, 2005: The A-I board approves 
purchase of aircraft for Rs 30,000 crore—all 
50 of them are from Boeing, and comprise 
eight 777-200LR, 15 777-300ER and 

27 787 long-range-250 seaters 
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official can't understand is why after figuring on А-5 
original purchase plan of November 2003, its A340- 
300s (Enhanced) lost out in the final lap. 


On A Wing And A Call 

To seasoned aviation industry watchers, the answer 
is straightforward. The reason why Indian Airlines (14) 
opted to go along with its original plan of 43 all- 
Airbus fleet is also the reason why А-1 went with 
Boeing. Because when national carriers buy planes, 
they are actually walking the thin rope of geopoli- 
tics. No matter what the A-1 board or the Minister of 
Civil Aviation Praful Patel might say, the fact is 
India is trying to strike a balance between its rela- 
tionship with the European Union (that is, the 
Airbus camp) and the us. Says Brahma Chellaney of 
the New Delhi-based Centre for Policy Research, a 
think tank: “It’s the single-biggest contract that 
India has entered into. No psu in India decides on 
such a big deal on its own. Political considerations 
have clearly weighed heavily.” 

The geopolitical reasons behind India’s decision are 
not hard to fathom. The country needs America’s sup- 
port for a seat on the UN Security Council; it wants 
high technology from us firms; it could even do with 
the Us administration’s support in containing the 
backlash on outsourcing to India. Or as London’s 
Financial Times quoted an unnamed Indian official, the 
reason could be more economic. “The us never likes 
this kind of trade imbalance (growing exports) to 
last for very long and expects us to do something about 
it or else they will start flexing their muscles," the 
Indian official was quoted as saying. According to the 
same official, India wants to buy defence equipment 
from the us, but doesn't consider America as a reliable 
supplier because of a history of trade sanctions. *This 
means that the one thing we can buy from (the us) is 
aircraft," Fr quoted the official as saying. In fact, 
when us Secretary of Transportation, Norman Mineta, 
was in India in April this year, he mentioned that us 
President George Bush had personally pitched Boeing 
to Prime Minister Manmohan Singh. 

France, whose India ambassador Dominique 
Girard publicly criticised the A-i-Boeing deal (and 
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VIVAN MEHRA 


INTERVIEW @ PRAFUL PATEL, 
Union Minister, Civil Aviation 


“THE PLANES 
HAVE TO BE BOUGHT” 


On Airbus’ allegations: These kinds of allegations and 
counter-allegations have been consistently going on 
for many years—whenever acquisition programmes 
have come up. As a result, delays have taken place, And 
the only losers have been both the national carriers. 


On pressure from the US: | can assure that there is no 
political—or geopolitical—consideration in taking any 
decision. These are purely techno-economic decisions 
taken by the boards of Indian Airlines (IA) or Air-India 
(А-1). Both their boards are autonomous. We do not 
interfere in their process of selection of aircraft types or 
companies. We are only informed after they have 
decided what they have take a decision about. 


On allegations of graft: We will definitely look into what 
they have said. And if there is any issue, a remedial action 
will be definitely taken. But the planes must be bought. 


On opting for an all-Boeing fleet and not a mix: Since 
some decisions were taken during the time of the past 
government, we asked the boards of IA and A- if they 
would like to review any decision or any decisions 
they had taken. Besides, the scenario in aviation both 
in India and overseas has undergone tremendous 
changes in the last one year. That's why they revisited 
the earlier strategy. And they again went through the 
process of tendering. It's not something that they have 
arbitrarily decided. We do not wish to get into any of the 
decisions of the boards of A-I or ІА. 


On the future role of the national carriers: Public car- 
riers will continue to play a very important role. They are 
already the prime carriers in India. They should have 
higher market share. 





received a dressing down from the Foreign Secretary 
Shyam Saran for it), understands and plays the 
geopolitical game as well as the us. Last year, the fear 
of France blocking its bid to join the EU made 
Turkey order A320s. And when Girard reacted to 
the А-1 deal, he was clearly more concerned about 
French defence equipment-maker Dassault win- 
ning orders for its Mirage fighter planes against 
the us F-16s and F-18s from the Indian Air Force, 
which plans to buy 126 fighter planes. 

Still, losing orders for wide-bodied planes must 
hurt Airbus. Unlike the narrow-bodied, (single-aisle) 
aircraft that IA will be buying, profit margins are 
higher in the bigger planes. For instance, according to 
some estimates, the wide-bodied 747 accounts for as 
much as a third of Boeing’s profits in some years. It’s 
no coincidence, therefore, that when the European jet- 
liner maker entered the industry it did so by com- 
peting in the wide-bodied segment. 

Meanwhile, Airbus’ allegations will not result in a 
re-tendering process for А-1. A confident Patel said that 
the national carrier would go ahead with the current 
expansion plan (see “The Planes Have To Be Bought”). 
Given the PMO's support, he has also brushed aside 
allegations of graft made by seven Mrs, including 
Rajya Sabha мр Dinesh Trivedi and Congress’ 
V. Narayanswami. “If there is an issue, a remedial 
action will be taken,” says Patel. “But the planes must 
be bought.” Boeing’s Senior Vice President Dinesh 
Keskar is now awaiting the government's approval, 
a process that can take anywhere between three 
and six months. *Now the focus should be on going 
forward. We need to meet А-5 requirement as early 
as possible," he says. 

The way things are placed, i4 seems headed 
for an all-Airbus fleet (Alliance Air's fleet of 11 
Boeing 737-2005 has an average age of 23.5 years 
and so it will be phased out) while A-1 is all set to 
embrace an all-Boeing fleet (its fleet of 19 A310- 
300s is 19 years old and slated for a gradual phase 
out). Kapil Kaul, Head, Centre for Asia Pacific 
Aviation, says that it is critical for A-I to add sig- 
nificant capacity between 2006-08. “А-1 is a very 
high-cost airline. If it is unable to get aircraft on 
lease (it’s a tough market for leasing) it will be 
seriously impacted," Kaul says. In any case, the 
Rs 400 crore that A-i was getting from foreign air- 
lines for letting them fly some of its routes will not 
be coming because the government has put an end 
to such agreements. 

Therefore, in retrospect, pulling the national 
carrier out of its Boeing controversy may seem like 
a breeze compared to getting it to fly through avia- 
tion’s crowded skies profitably. @ 
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Sanjiv Goenka has 

broken up with long-time 
partner Dairy Farm 
International and also lost 
his head of retail, Raghu 
Pillai. So why does he still 
think his retail business 
will be Rs 2,600-crore 

big by 2008? sy r. sRIDHARAN 













OWARDS THE END OF 

the first week of May 

this year, about half- 

a-dozen honchos of 

RPG Enterprises’ retail 
businesses flew into Kolkata for a 
day-long review. Presided over by 
the group’s Vice Chairman, Sanjiv 
Goenka, at his utility CESC's 
(Calcutta Electric Supply Company) 
headquarters in the city, the meeting 
was more than just a periodic going- 
over-the-numbers ritual. Rather, 
the men gathered around the large 
rectangular teak table in CESC's 
boardroom on the fifth floor had 
the onerous task of midwifing a 
brand new strategy for RPG's 
Rs 600-crore retail empire (see RPG's 
Retail Empire). The meeting 


FoodWorld 


^ Not including goodwill charges 


Health & Glow 


REVENUES: Rs 45 crore 
PROFT AFTER TAX: Rs 50 lakh 
“Dairy farm now owns all of them 


RPG’S RETAIL EMPIRE 


(Bangalore 28, Chennai 2B, Hyderabad 21, Pune 8, Thrwananthapuram 2; у 9а 
мына Nis RE ee ae 7 6 


(Bangalore 14, Chennai 8, Hyderabad 4, Mumbai 3, ag |) 


progressed just as planned, but 
Goenka possibly wasn’t expecting it 
to end the way it did. Raghu Pillai, 
an RPG veteran of 27 years and head 
of all its retail ventures, put in his 
papers. That was the second time 
Pillai, who’s considering an offer 
from Pantaloon’s Kishore Biyani 
and another from an American 
retail-focussed fund, had done so, 
but this time Goenka did not try to 
stop him. Announcing an interim 
retail sector head in CESC's Mana- 
ging Director Sumantra Banerjee, 
Goenka proceeded to go on his 
three-week annual vacation abroad. 

Clearly, as far as Goenka is con- 
cerned, it’s business as usual in his 
retail empire. But is it? After nearly 
10 long years of partnership with 











PROFIT BEFORE TAX: Rs 30 lakh ^ 





Dairy Farm International (DF), part 
of the Hong Kong-based Jardine 
Matheson, RPG has decided to call it 
quits. Under a scheme of separa- 
tion, RPG will get to keep 49 of its 
93 FoodWorld stores, giving away 
to DFI 27 stores in Bangalore (minus 
the flagship store in the city), 16 
in Hyderabad and one in Mysore. 
DFI gets to keep the Food World 
brand, besides getting control of the 
30 stores that make up the Rs 45- 
crore-a-year-in-sales Health & Glow 
business, owned by RPG Guardian. 

Will RPG and DFI be better off 
going their separate ways than sta- 
ying together? It's hard to say, but 
the Indian partner seems to be on a 
stronger footing compared to DFI. 
To start with, DFI has to negotiate a 
big regulatory hurdle. Foreign direct 
investment in retail is still not 
allowed (approvals are case by 
case), and if DFI has to continue 
doing business, it must find an 
Indian collaborator to pick up RPG’s 
51 per cent stake in FoodWorld. 
To avoid DFI having to reapply for 
a retail licence is possibly one rea- 
son why RPG agreed to let the for- 
eign partner keep the FoodWorld 
brand and the corporate entity. A 
formal announcement of the split 
was made by DFI and RPG on May 
12, where it said that the separation 
would be completed in the third 
quarter of 2005. 

The $5.1-billion (Rs 22,440- 
crore) DFI (which refused to com- 
ment for this story except to say 
that it had “no intention to exit the 
Indian market and we look forward 
to expanding our retail business in 
India in the future") is said to be 
talking to some Indian players. The 
Tatas are rumoured to be one, 
although sources in the know deny 
that's the case. At any rate, DSP 
Merrill Lynch has been given the 
mandate to find a local partner. DFI 
needs one at the earliest, simply 
because that’s holding up RPG’s own 
plans of restructuring its retail 
business. It would, however, be 
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strategy 


interesting to see what kind of a 
partner DFI picks: If it picks one 
that's merely a financial investor, it 
runs the risk of losing out on know- 
how of the local market (regula- 
tory and supply chain issues are the 
big concerns). On the other hand, if 
it opts for one with experience in 
retail, it once again risks becoming 
a second fiddle in the joint ven- 
ture. DFIs best hope, then, is the 
government allowing foreign 
investment in retail. 


Going Solo 

Meanwhile, Goenka is itching to 
merge all of his retail businesses 
under the Spencer's umbrella, and 
move the headquarters from 
Chennai to Kolkata. There will be 
three different formats: Hyper- 
markets (called so because with an 
average store size of 20,000 square 
feet and 25,000 to 30,000 skus, or 
stock keeping units, ranging from 
foods to consumer durables, these 
are three to four times bigger than 


Ramp Up Plans 


RPG is aiming to grow 





big quick. 2,600 
1,600 
700 
425 
2004-05 2005-06 2006-07 2007-08 


All figures are in Rs crore Note: Revenue projections 
include those of both Spencer's and MusicWorld 


the typical supermarket) of the 
Spencer’s variety; modern super- 
markets in the 8,000-15,000 sq. ft. 
range, and finally the existing 
FoodWorld stores, which will be 
rechristened Spencer’s. The back- 
end for all the three formats will 
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be centralised. MusicWorld will 
continue to operate as a separate 
division with its own operating head. 
By 2008, Goenka wants Spencer’s to 
be spread over 3.5 million sq. ft., 
with 28 hypermarkets and 160 sup- 
ermarkets, and revenues of Rs 2,600 
crore. "We've learnt the ropes, and 
now we are going to go all out and 
dominate the Indian homes in five to 
10 years,” says Goenka, who’s 
already found a coo for the hyper- 
market business in Jeetu Mehta of 
Hindustan Lever, but is yet to get a 
replacement for Pillai. 

One would hope that Spencer’s 
has learnt its lessons by now. A 
pioneer in the supermarket space, 
RPG grew rapidly (and wisely) in 
South India, expanding its presence 
in states like Tamil Nadu, where 
the first store was set up in Chennai 
in 1996, Karnataka, Andhra Pradesh 
and Kerala. But FoodWorld started 
suffering four years ago when RPG 
got into the hypermarket business 
with Spencer’s (it was then called 
Giant). DFI, which had an agre- 
ement with the Indian partner for 
equal ownership in all their new 
retail ventures, wanted an equal 
stake in Spencer's. RPG was willing 
to give it too, except that when it 
applied for an approval, the govern- 
ment said that as a joint venture, it 
could only be a B2B, cash-n-carry 
retailer in Chennai. 

When the approval was subse- 
quently withdrawn, RPG went ahead 
and opened the first Spencer’s 
hypermarket in Hyderabad in June 
2001 as a fully-owned company. 
And when the format performed 
better than expected, RPG started 
focussing more on it. Relationship 
between the two partners became 
strained and the money that 
FoodWorld needed to expand and, 
thus, turn profitable, wasn't coming. 


After 27 years in RPG, Raghu Pillai (above), President & CEO of its 
retail business, is on his way out and is considering, among others, 
an offer from rival Pantaloon’s Kishore Biyani 
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* GeoEngineering & GIS * Engineering & Design for Power, Process, Refinery & Petrochemicals * Mechanical Design & PLM * Internet and eBusiness * 


High Value Offerings. High Demand Markets. 


Kolta has exceptional capabilities to deliver value-added cutting edge solutions to the most 

Wemanding mission critical projects anywhere in the world. The Company uses its domain 
nowledge to focus on the precise requirements of its customers, offering them a reliable, 
lingle-point complete solution. 

окна is successful as it provides products and services that consistently meet or exceed customer 
xpectations. The Company's focus is to deliver high quality results, the first time, every time by 
nsuring, quality in every aspect of it's business. 

ver the years, Rolta has earned an enviable reputation for path-breaking solutions it has 

jerovided to a host of giants, across the globe, from as East as Fiji to the US West Coast, 


Whe Company's customer list is a virtual “Who's Who" of leaders in their respective fields. And 
“ле Company's remarkable success in such projects has resulted іп а tremendous pipeline of 
mew project wins in the global market and a dominating presence in the domestic market. 


Bolta maximises customer satisfaction by prudently leveraging its rich domain knowledge and 

Inpecialised infrastructure, culminating in raising productivity within customer environments by 

jmoing beyond standard deliverables. Rolta's innovative solutions and rigorous quality contro! 
rocesses continuously ensure project completion to exacting specifications. 

his approach and strategy not only generates repeat business from the same customer, but 
as also served as an excellent reference for new businesses and helped Rolta create new 
ustomers. 


она actively works at achieving excellence in the products and services provided to its 
ustomers. Which is what you'd expect from a truly world-class company. 


> India's Number 1 CAD/CAMIGIS solutions provider 


» Amongst the world's top AMFMGIS & Photogrammetry services providers 

> Leading provider of Plant Design Automation Solutions in India, and preferred partner for providing 
Plant Engineering Design services globally to international giants like The Dow Chemical Company 

» Joint Venture established with Stone & Webster Inc, USA, one of the world's foremost engineering 
. companies! for addressing large projects, in segments like power, petrochemical, refinery ando others 
» One of the of the top-three Premier Global Service Partners of Computer Associates, worldwide, je, lor IT 
services in the areas of Enterprise Management, : Security, SW Development & Testing 

> Strong business partnerships with international technology leaders - Intergraph, Z/ Imaging, PT! "TC, 
IBM, Microsoft, Oracle and others 

» Worldwide presence with over 3000 professionals, and state-of- the-art infrastructure including: global 
connectivity and software development centers in India &USA 

> Subsidiaries in USA, Canada, UK, Germany, Netherlands, Saudi Arabia, Middle East and a network 
of over 15 full-fledged offices in india 


» Top quality certifications such as BS 7799, ISO 9001: 2000 апа SEI CMM L Level 5 


> A leading Public Company with over 1,30,000 shareholders, profitable and consistently paying 
dividends since IPO in 1990 

» Ranked by Forbes Global for three. years in a row (2001, 2002, 2003) amongst the 200 Best 

Companies in the world (Sales upto US $ 1 billion), only eighteen such companies worldwide 

» impressive list of domestic and International Customers, such as: Saudi Telecom, British Telecom, 

National Grid, Verizon, Sodexho, Cingular, Shell, Technip, EDS Medical, US Army, ONGC, 1OCL, 

LAT, Reliance, Indiana Supreme Court, Telus, Bechtel, Aramco, Phillips Medical, HSBC, Master 

Card, Bear Stearns & Co, Indian Defence, EIL, BHEL, BSNL, Tata Chemicals, Pollution Control 

Boards, NRSA and many others 
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Pantaloon's Biyani: 
Sees no rivalry 


THE QUICK 
LATECOMER 
_ Meet Spencer's bte noire. 


"TALK TO TOP EXECUTIVES AT SPENCER'S 

1 and you can't help but sense how 
“much they love to hate Pantaloon's 
` Kishore Biyani. "He's been planting 
stories against us,” complains one. 
. That's funny because Pantaloon’s 
_ hypermarket, Big Bazaar, or super- 


_ market Food Bazaar don't yet compete. 


_ head-to-head with either FoodWorld 
` of Spencer's in any significant way. 


г For instance, Biyani has built up a 


г strong presence in western India, 
Whereas RPG is strong in the south. In 

Delhi and Kolkata, Biyani has no com- 

petition from RPG. But what may have 
` got RPG's goat is the fact that Biyani has 
- come in from nowhere to usurp Sanjiv 
г 's status as the rajah of retail. In 
_ the last five years, he's grown his reve- 
г пиез eight times to Rs 1,100 crore 
і acted for 2004-05). Unlike, Food- 
_ World or Spencer's, his retail businesses 
` make net profits. By the time Goenka 
reaches his Rs 2,600-crore target in 
2008, Biyani would be more than $1- 
“billion (Rs 4,400-crore) big. What does 
- Biyani himself have to say about the 
` rivalry? "How can there be any rivalry 
when we don't compete directly?" he 
asks. If RPG's Raghu Pillai ends up joi- 
- ning Pantaloon, Goenka may have опе 
| more reason to gnash his teeth at Biyani: 
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In addition to that, FoodWorld 
made a disastrous foray into Pune in 
1999, and ended up shutting several 
stores it opened, losing Rs 2-odd 
crore in the process. The stalemate 
allowed Pantaloon’s Biyani to usurp 
the #1 slot (see The Quick 
Latecomer). Admits Pillai: “Going to 
Pune was a big mistake... there 
were no synergies. Instead if we 
had gone to Kerala then, it would 
have been a different story.” 

Now, Goenka says, Spencer’s 
will adopt a “cluster approach"— 
that is, enter a market and quickly 
put in place a mix of hypermarkets 
and supermarkets. For example, in 
the Delhi region (including 
Gurgaon-Noida-Ghaziabad-Fari- 
dabad), Spencer’s is slated to open 
eight stores over the next 15 months 
alone. The first one should open in 
Ghaziabad by early July, followed by 
Faridabad a week later, and 
Gurgaon, by year end. Says Goenka: 
“I want Spencer's to sell everything 
the housewife or the working cou- 
ple needs every day. Good stuff, 
but at a reasonable price." 

Despite Goenka's enthusiasm, 
there are two issues that he needs to 
resolve. One is the issue of money 
and the other is, focus. To fund his 
expansion plans, Goenka will need, 
by his own estimates, Rs 422 crore. 
He says he's already got Rs 50 crore 
and expects some money to come 
from DFI following the restructuring 
(“it will be much less than Rs 50 
crore", he says). For the rest of the 
money, Goenka will need to either 
rope in a private equity investor or 
make an initial public offer (IPO). 

The latter seems to be a more 
attractive option for RPG, given that 
the secondary market is head over 
heels in love with the retail story. 
Pantaloon Retail is trading at about 
65 times its earnings, and Tata's 
Trent at 45, and the Shoppers' Stop 
IPO sold out within a few hours of its 
opening. But timing is of essence 
in the IPO market, and Spencer's 
may take until mid-2006. As for 


private equity, despite the boom, 
valuation will be an issue. Besides, a 
venture capitalist would want the 
business to become much more pro- 
ductive than it is currently. 

That's where the focus bit comes 
іп. In the past, Food World has 
experimented with product mix in 
its stores and that hasn't always 
worked. Take the case of its flagship 
store on Bangalore's M.G. Road. 
Although the store is highly profi- 
table, footfalls are beginning to 
drop. In a bid to make way for 
more fresh produce and in-store 
brands, the store cut down on 
branded products. Deprived of 
choice, at least some customers 
seem to have abandoned the store in 
favour of other local supermarkets 
(FabMall and Central opened 
recently just down the road from 
FoodWorld). But Pillai denies that's 
the case. “Same-store sales growth 
has been 7 to 8 per cent," he says. 

The fact remains that retail, even 
organised retail, is a fragmented 
industry. Every region has local 
competitors (Vittan and Nilgiri's in 
Chennai, Margin Free in Kerala, 
Trinetra in Andhra), besides which 
RPG will have to contend with Dairy 
Farm in Hyderabad and Bangalore. 
Then, bigger players are looking at 
hypermarkets. Among them are the 
Rahejas of Shoppers’ Stop (Rainbow 
as a hypermarket brand is being 
talked about) and the Tatas, whose 
first Star India Bazaar hypermar- 
ket is already up and running in 
Ahmedabad. Says R. Subramanian, 
Managing Director, Subhiksha 
Trading Services: *Value is the most 
important piece of the retail equa- 
tion." Adds Harminder Sahani, a 
consultant at KSA Technopak, a retail 
consultancy: “Hypermarkets will 
be the model of choice going for- 
ward, simply because in retail the 
name of the game is scale." 

Making Spencer's profitable will 
be Goenka's Job One. If he fails this 
time around, he won't have a Dairy 
Farm to pin the blame on. 


special 


India’s most happening sector will see the addition 
of 100-150 million subscribers and the invest- 
ment of Rs 70,000 crore between now and 
December 2007. And everyone, Indian telcos, for- 
eign majors that do not have a presence in the 
country yet, and equipment and handset makers 
want a piece of a pie that will be worth Rs 1,20,000 
crore. A Business Today special survey. 
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Market On 





The price of growing too much, 
‚ too fast, may come back to haunt 
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*' companies in India's booming 
4 telecom market. 


LITTLE OVER A DECADE AGO, BHARTI ENTERPRISES, 
then a small Delhi-based manufacturer of tele- 
phone instruments, wanted to enter the mobile 
telephony business for which the government was 
vending licences. It hired a city-based consulting 
firm to assess the market size; the firm duly presented its report; 
Delhi, it said, would have 5,000 people, at the most, who 
would subscribe to a mobile telephony service. Bharti's CEO Sunil 
Mittal ignored the report. Today, Bharti Tele-Ventures, an 
offshoot of Bharti Enterprises, has 1.65 million subscribers on 
its rolls in Delhi alone and boasts a one-fifth share of India's 54- 
million mobile telephony market. 

Ten years ago, India had just 9.8 million telephone lines, all 
fixed. Today, it has 100 million connections, of which 54 mil- 
lion are mobile. That's almost a 900 per cent increase in tele-den- 
sity, even after accounting for the increase in the country's 
population in this period. Much of the growth has happened in 
the past two years: in 2003, there were 13 million mobile tele- 
phony connections and 41 million fixed ones in India. Between 
1997 and 2003, even as telcos focussed on mobile telephony lob- 
bied to move from an unviable licence-fee regime to a revenue- 
sharing one, and struggled with operational issues that had 
left tariffs as high as Rs 16 a minute, those in the fixed-telephony 
business—this was and is dominated by state owned monoliths 
Bharat Sanchar Nigam Limited (BSNL), which operates across 
India with the exception of Delhi and Mumbai, and Mahanagar 
Telephone Nigam Limited (MTNL), which operates in those 
two cities—added almost 27 million connections, stringing 
more copper in the intervening six years than anyone had 
since the first telephone was installed in India in 1875. The eco- 
nomic changes wrought six years earlier were clearly resulting 
in an increase in purchasing power and in industrial activity, both 
factors that contribute to a demand for telephone services. 

By 2003, however, the cost of adding a mobile connection 
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Not all India is 
as connected as 
numbers indicate. 
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2005, mobile telephony com- 
panies added 41 million connec- 
tions to its base while fixed tele- 
phony ones did just 4.5 million. 
Reliance Infocomm entered the 
market with relatively new CDMA 
technology (an alternative to 
European GSM standards, which operators like Bharti 
and Hutch use) and offered the cheapest tariffs, as 
low as Rs 0.40 a minute. The government on its part 
made licensing technology-neutral; anyone with a uni- 
fied service licence, it said, could offer any telecom ser- 
vice. Since then, tariffs have dropped even further; 
today, an individual can ‘go mobile’, industry par- 
lance for buying a phone and subscribing to the service, 
for as less as Rs 1,500. Ten years ago, that would 
have been Rs 30,000. “We took only nine years to reach 
our first 50 million (subscribers), while China took 17 
years,” points out Rajan Mehta, Vice President, Nortel, 
which sells network equipment to mobile operators. 
Today, China has 340 million mobile telephone cus- 
tomers; Mehta’s comment implies that India, too, could 
be eyeing a similar number in the not-too-distant future. 
That would help. India’s Minister in charge of rr and 
Communications, Dayanidhi Maran, a 39-year-old 
Harvard-educated businessman who ran a large cable 
television operation before being elected to India’s 
Parliament, believes there is no reason why the coun- 
try should not have 250 million phone connections by 
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2007 (it has a little 
over a 100 million 
now). Assuming his point 
of reference to be March of 
that year (Indian companies 
typically close their books of 
account on the last day of that 
month), that would give the 
country's telcos 22 months to 
achieve the target. And if it is 
December of the year, it would 
give them 31. The correspon- 
ding tele-density statistic is 22 per cent and a senior 
executive with a telco says it is achievable if *the 
regulatory and policy regime is conducive". His 
reference is to issues related to interconnectivity, 
spectrum allocation, and migration to 3G (third gene- 
ration, the next level of telecom networks that offer i 
high-speed connectivity) services. 

A major portion of the 100-150 (the lower band is 
probably what will be achieved) million connections that 
will be added will be mobile telephony ones (they 
cost less, and can be added quickly). That would mean 
the mobile telephony industry that grew by 100 per cent i 
every year for the past two, will have to do so for the 
next two as well. Circa May 2005, that looks difficult: 
in the first four months of the year the country's mobile 
telephony companies have added only 5.61 million sub- 
scribers. One reason for that is the seasonality of the 
business: this is the time telcos drop defaulting cus- 
tomers from their rolls; it has also traditionally been the 
time when customers seem to go slow. Last year, for ins- 
tance, the companies added 6.59 million subscribers in 
this period (they did 19.62 million in the whole year). 


pot 
- Andhra Pradesh 
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The phenomenon of defaults is fairly common in the 
Indian telecommunication industry. Telcos begin their 
year conservatively, worried that the number of defaults 
on their rolls (read bad debt) will affect their financial 
statements; then, as the year goes on, adding subscribers 
becomes a keeping up with the Joneses kind of thing; 
and some telcos even keep the names of customers who 
have moved on to other networks for three to six 
months before knocking them off their rolls. The result, 
often enough, is not pleasant: in March this year 
Reliance Infocomm knocked 0.98 million customers, 
10 per cent of its subscriber base, off its rolls. All 
along, rival telcos had insisted that the company’s 
meteoric growth was not backed by prudent prac- 
tices and that defaults made up around 30 per cent of 
its subscription base. Reliance Infocomm, in turn, had 
insisted that its proportion of defaults, at 3-4 per cent, 
was no different from the industry average. 

Another reason is the fact that the penetration of 
mobile telephony is already high in the metros and large 
cities; the growth will therefore have to come from 
smaller cities, even rural communities. To successfully 
break into this market, telcos will have to improve reach 
and distribution, and reduce operational costs (only then 
will they be able to offer services at a price that the rural 
or value-conscious urban customer finds appealing). 
They will also have to increasingly go in for bundling, 
offering a handset and a connection at an attractive 
price, often subsidising the cost of the first with an eye 
on future earnings. Some telcos could choose to focus 
exclusively on small cities and rural areas offering 
frills-free services at a low cost. Others may evolve 
hybrid business models that do this at one extremity, 


NORTHWARD BOUND 


On every parameter, the Indian market is headed up. 
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Fixed line and Wireless figures are number of subscribers in million 


and live off the cream at the other by offering pre- 
mium value-added services (music downloads, for 
instance, or multi-player gaming, or news and stock 
tickers, even data services). 

There is another way by which the target can be 
achieved and Manoj Kohli, President (Mobility), Bharti 
Tele-Ventures is quick to point this out. “If the economy 
grows by 7-8 per cent instead of the existing 6-7 per 
cent, then the growth in telecom will be far more 
than we have experienced.” That, despite recent 
research that proves the existence of a relationship 
between increased tele-density and economic growth in 
developing countries—the study was conducted by a 
London Business School professor, Leonard Waverman, 
and sponsored by Vodafone—is something outside 
the control of telcos. 

Even if they avoid the defaults-trap, most Indian 
telcos will be hard-pressed to make profits and the ones 
that are already profitable (like Bharti Tele-Ventures, 
which returned profits of Rs 1,439 crore on revenues of 
Rs 8,035 crore in 2004-05) hard-pressed to keep profit 
margins at current levels as they grow. This won’t be 
because of regulatory interference: in well-regulated 
markets, the regulator keeps an eye on the financial 
performance of telcos; unnatural profits, such regulators 
believe, is sign of either a monopoly or inadequate 
service levels. It will be because the telcos will be oper- 
ating in a cost-conscious market that is highly competi- 
tive and the only way by which they can grow (and help 
India reach that magical 250 million number) is by 
taking a hit, or two. The Indian telecom market will no 
doubt boom over the next few years, but telcos operating 
in it will not be making money in a hurry. 
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To Growth 





F INDIA IS POISED AT THE BRINK OF A TELECOM REVOLUTION, BLAME THE 
legal process. That’s right: the shining example that is, of the govern- 
ment’s efforts at deregulation and privatisation would have never 
been had various interested parties not taken the government/the 
regulator/other interested parties to court. Litigation and arbitration have 
been, directly or indirectly, behind the two most significant develop- 
ments in Indian telecom, the New Telecom Policy of 1999 (NTP '99) that 
allowed cellular service providers to move from a fixed licence regime to 
a revenue sharing one, and the move to a unified licence regime in 2003 
that effectively allowed any telco in possession of one to provide any ser- 
vice on any technology platform. Since then, the Indian telecom market has 
grown, and grown. Now, with over 100 million subscribers, the challenges 
facing telcos that operate in the country are different (for instance, how to 
profitably target low-paying rural customers). And if they are to address them 
successfully, the regulatory regime would have to be fair. 

That it isn’t at this point in time, with the government’s own decisions 
on the policy front seeming to favour the companies it owns, BSNL and MINL 
(the existing access deficit charge, ADC, regime that levies a sort of duty on 
all calls terminating in a fixed telephony network is heavily skewed in favour 
of BSNL and MTNL). To make matters worse, the regulator Telecom 
Regulatory Authority of India (TRAD, most operators complain, seems predis- 
posed towards Reliance Infocomm; ТКАГЅ recommendation on the alloca- 
tion of spectrum for 3G services (it gives Reliance Infocomm an unfair 
advantage by allocating additional spec- 
trum in the 800-MHz band to it and 
to Tata Teleservices, the other CDMA 
player) is, these operators claim, a case 
in point, Then, there is the thing about 
the government dragging its feet over 
the spectrum policy—it was due around 
the time this magazine went to press as 
indeed it has been for some time now. 
And so, India’s telcos labour on, with 
inadequate spectrum at their disposal, 
and paying both an ADC and a contribu- 
tion to the uso fund (universal service 
obligation, and this money is to be used Communications Minister 
to help the cause of rural telephony). Dayanidhi Maran: Policy, please 
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THE FUTURE 
IS WIRELESS 


UMBERS ALONE—INDIA ADDED 
19.6 million mobile tele- 
phony connections in 2004 and 
2.67 million fixed telephony ones; 
in April 2005 the corresponding 
numbers were 1.44 million and 
0.59 million—indicate that the 
future will increasingly be wire- 
less. A report by CRIS INFAC, a 
division of credit rating firm 
CRISIL, says that the profitability 
of fixed telephony companies 
has been declining due to a drop 
in long-distance telephony tar- 
iffs, competition from mobile tele- 
phony companies, and a lower 
rate of growth (in subscribers). "It 
is profitable to provide wireline 
services if the average revenue 
per user (ARPU) is between 
Rs 1,000 and Rs 1,200," the 
report goes on to say. With 
ARPUS currently in the Rs 400- 
500 range, it shouldn't surprise 
anyone that only those compa- 
nies confident of getting wireline 
customers to subscribe to broad- 
band services are investing in 
fixed telephony, and only in those 
areas. Over the next five years, 
over 90 per cent of all connec- 
tions added will be mobile. 
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The Lite 


A one-size-fits-all 
strategy will not help 
5 telcos turn profits. 








HIS, SAY EXECUTIVES AT TELCOS, 
analysts and consultants (and 
there is some degree of 
unanimity in what they say), 
is how the Indian telecom- 
munications market will look circa 2007 
or 2008: five or six pan-Indian players 
with more or less the same number of 
subscribers (25-30 million; except BSNL, 
which everyone says will have more; 
the state-owned firm already boasts 35 
million fixed telephony subscribers and 
hopes to have 40 million mobile tele- 
phony ones on its rolls by 2007), and a 
high degree of uncertainty over revenues 
and profits. *Operators will have a large 
subscriber base, but the revenues and 
profitability are a big question mark," 
says Prashant Singhal, Director, Ernst 
& Young. Falling ARPUs (average revenue 
per user) are behind this. Currently, 
ARPUs for most telcos are around 
Rs 400, but the number is expected to 
come down to between Rs 120 and 
Rs 175 very soon. To grow, telcos will 
have to tap smaller cities and rural areas; 
and customers in these regions are 
unlikely to spend as much on telephony 
as their counterparts in large cities. 
Lower ARPUs will necessarily entail a 
higher payback time on capital expendi- 


ture. And the only way telcos can earn Sunil Mittal's Bharti Tele-Ventures will 
profits is by differentiating their offerings. likely be one of the two or three 


There will be two or three large integ- 
rated players that offer a complete bou- large integrated telcos operating in 
quet of services: fixed-line, mobile, 


broadband, value-added, the works. The India by the turn of the decade 
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Hutch (CEO Asim Ghosh seen above) is 
a pure-play mobile telephony firm that has 
consistently and consciously focussed 
on high-end and enterprise customers 


ones that look most likely to occupy this strata are Bharti Tele-Ventures, 
BSNL and Reliance Infocomm. Then, there will be those telcos who focus 
exclusively on pre-paid services. This will be a business driven purely by 
volumes. “Like in the aviation industry, there is scope for one or two Air 
Deccans whose business model is low cost,” says Singhal, referring to the 
company that launched India’s first successful low-cost airline. Sri Lanka’s 
Celltel, a company owned by Luxembourg’s Millicom, is one such. It servi 
ces half-a-million customers, 98 per cent of them through the pre-paid route, 
has 170 employees on its rolls and boasts a net profit margin of 30 per cent. 

Today, around 80 per cent of India's 54-million mobile telephony 
customers are those who use pre-paid cards (they contribute over half the 
revenue of telcos). But the remaining 20 per cent post-paid customers 
account for a higher proportion of overheads, 80 per cent according to 
analyst estimates. Then there is the issue of defaults (bad debts), which 
is purely a post-paid phenomenon. A telco that shifts its focus entirely to 
pre-paid will save on these costs. 

If recent campaigns of the leading telcos are any indication, there is a 
clear shift towards pre-paid. The focus of Bharti's post-paid services is on 
enterprise customers; for the mass market it is going the pre-paid way. Tata 
Teleservices’ True Paid service is focussed on the pre-paid segment as well. 


VALUE-ADDED 
SERVICES 


OST NEW TELECOM NETWORKS 

that will roll out will be third 
generation (3G) ones that can 
carry high-bandwidth data such 
as streaming audio and video. 
Ergo, the current definition of 
value-added services (VAS)—it 
is synonymous with SMS, smart 
messaging service, now—will itself 
change in the near future. Music 
downloads (largely tunes that peo- 
ple can hear when they call you, 
instead of the boring ring-ring) 
already account for Rs 50 crore 
and are almost entirely legal, a 
rarity in the Rs 1,000-crore music 
industry that is plagued by piracy. 
Things look even better on the 
gaming front. Already, around 11 
million of India's 54 million mobile 
telephony subscribers have 
phones equipped for some level of 
gaming. By 2009, say estimates 
by some analysts, gaming on 
mobile phones could be a 
Rs 1,500-crore market. 


BROADBAND 


Aa THOUGH INDIA HAS BEEN SLOW 
to adopt broadband, it is lucky 
in that it can now choose between 
fixed-line and wireless broadband 
On a recent visit to India, Hakan 
Eriksson, CTO, Ericsson, said that 
the wireless broadband market 
would grow faster than the fixed 
line one since it could be deployed 
faster and cost less to maintair 

India's broadband policy man 
dates a minimum data connec- 
tion speed of 256 kbps (fast 
enough, but not really broadband 
according to the standards set in 
some countries). Today, every 

one from Bharti Tele-Ventures to 
BSNL to MTNL to Tata Indicor 
has launched offerings that fol- 
low this mandate. And contrary 
to Eriksson's opinion, much of the 
growth will come, at least in the ini- 
tial years, from fixed-line offerings 
Broadband is the perfect value- 
add for fixed-line telephony com 

panies seeking to offset the higt 
initial cost of the business 


PINAKI PAUL 


VIVAN MEHRA 





BSNL already has a commanding presence 
in fixed telephony. Now Chairman and 
Managing Director A.K. Sinha wants to 
do the same in mobile telephony 


{ UPS & DOWNS 


With increasing penetration, 

1113 Qu. revenues ri^ user have 
V. eod declined for mobile 
— 884 telephony companies. 
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And Reliance Infocomm is a pioneer 
of sorts in the pre-paid category; its 
Monsoon Hungama promotion that 
lowered entry cost to Rs 500 (for a 
phone and a connection) helped it 
enrol 10 million subscribers in two 
years. That 10 per cent of this 
defaulted is a different matter. 

Hutch is a pure-play mobile tele- 
phony company that has taken the 
other route (it is hoping to differen- 
tiate its services and focus on high- 
value customers). It operates only in 
13 of the country's 23 circles, pro- 
vides a clutch of value-added servi- 
ces, and boasts an ARPU of around 
Rs 500. Over the next two years, 
other models will emerge. Some 
telcos could just focus on rural cus- 
tomers with frills-free services; oth- 
ers could target just one geographi- 
cal area; still others could actually be 
mobile virtual network operators 
(MVNOs) and focus on branding and 
marketing (UK's Virgin has done 
this successfully in some markets); 
and a few could be content to be 
back-end providers of bandwidth 
and network management services 
to such MVNOs. Most telcos, how- 
ever, will opt for hybrid models. 
Reliance Infocomm, for instance, 
targets the low-end with its pre- 
paid offerings, but is hoping value- 
added offerings such as music and 
movie-clip downloads, gaming, and 
broadband-on-mobile connectivity 
will help it make a dent in the high- 
end market. *We are very bullish on 
data traffic," says Mahesh Prasad, 
President (Applications, Solutions 
and Content), Reliance Infocomm. 
“The volume of data traffic has 
already overtaken that of voice traf- 
fic on wire-line networks." Today, 
data traffic (including smart messa- 
ging service, SMS) contributes 10 
per cent to the revenues of Indian 
telcos and if Prasad is to be believed, 
this proportion could soon touch 25 
per cent. By 2007, a telco's success 
won't just be a function of its subs- 
cription base. It will depend equally 
on its business model. 
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F THE BUZZ IN INDIA'S TELECOM 
industry is any indication, and if 
investment bankers are to be 
believed, the telecom sector in the 
country is set to enter a period that 
will see global private equity majors 
and multinational telcos striving to 
establish a presence, the first by acquiring 
stakes in Indian telcos, and the second by 
either acquiring Indian telcos whole or 
in part, or starting operations afresh. 
The names being thrown around include 
Vodafone, Deutsche Telekom, NTT 
DoCoMo, АЕК Sistema of Russia, Alpha 
Telecom of the UK, Egypt's Orascom, 
and China Telecom. Nor are the private 
equity firms being spoken of any less 
celebrated. Carlyle is one. Goldman 
Sachs—its reps were in India in April 
scouting for a deal—is another. *I have 
been meeting a number of international 
investors and everyone is looking at 
India,” says Vikram Mehmi, CEO, Idea 
Cellular, whose firm is already 47.7 per 
cent owned by foreign investors, 
Singapore Technologies Telemedia (STT) 
and Telecom Malyasia International 
(TMD). The only other telcos with a sig- 
nificant foreign stake are Hutch 
(Hutchison Whampoa owns 42.34 per 
cent) and Bharti (SingTel owns 27 per 
cent and private equity firm Warburg 
Pincus 5.74 per cent). 

The trigger for this interest is the 
government's decision, in February 
2005, to raise the ceiling on foreign 





The Foreign 


Apart from STT, TMI, SingTel and 
Hutch, no global telco has a pres- 
ence in India. They are interested. 


VODAFONE qs 
UK TM. 


152 million subscribers 

Operates in 26 countries 

Revenues of over $62 billion (Rs 2,79,000 crore) in 2004 

The India connection: Exited in 2003 after selling its stake in 
RPG cellular (it provided mobile telephony services in Chennai) 
to Sterling Infotech (Aircel); looking to re-enter through an 
acquisition; CEO Arun Sarin is of Indian origin. 


DEUTSCHE TELEKOM 


Germany 

77.4 million subscribers 
Operates in over 50 countries 
Revenues of $73 billion (Rs 3,28,500 crore) in 2004-05 
The India connection: Already present through its 
information and communication technology division 
T-Systems that has a development centre in Pune; 
may be looking at emerging markets such as India 
for an entry into services. 


Deutsche 
Telekom T E 


NTT DOCOMO Ber 


Japan 

50 million subscribers 
Operates in nine countries 
Revenues of $45 billion 

(Rs 1,98,000 crore) in 2004-05 
The India connection: The aggressive Japanese firm, analysts 
say, is looking at India for a possible acquisition. 


AFK SISTEMA 


Russia OE 
40.6 million subscribers 
Operates largely in Russia 


Revenues of $3.9 billion (Rs 17,160 crore) in 2004 (for the 
Group's telecom flagship company MTS) 

The India connection: Its $450 million (Rs 1,980 crore) deal to 
acquire Aircel may have hit a financial roadblock but the head of 
its telecom arm Vladimir Lagutin recently told a Russian business 
daily that the company is still looking to enter the Indian market. 


ORASCOM 


Egypt 

15 million subscribers 

Operates in eight countries including 
Pakistan, Bangladesh and Italy apart from Egypt 
Revenues of $2 billion (Rs 8,800 crore) in 2004 

The India connection: CEO Naguib Sawiris has 

an eye on all happening telecom markets; recently, 

he was part of a consortium that included Wilbur Ross Jr 
(the man who sold ISG to L.N. Mittal last year) that bid 
$15.6 billion (Rs 68,640 crore) to acquire Italy's third largest 
telco Wind. The man is said to be keen on India too. 


ALPHA TELECOM 


UK 

28 million subscribers across 

Europe and Australia 

Operates in 24 countries 

Revenues of $5.9 billion (Rs 25,960 crore) in 2004 
The India connection: Nothing tangible yet, 

but India is in the company's geographical radar 
falling as it does, between Europe and Australia. 


CHINA TELECOM 

187 million subscribers 

Operates only in China 

Revenues of $19.5 billion 

(Rs 85,800 crore) in 2004 

The India connection: The buzz in telecom 
industry circles is that China's biggest fixed-line 
telco is looking at the Indian market. 





direct investment in telcos from 49 per 
cent to 74 per cent (since 1991, it has 
been 100 per cent in firms manufacturing 
telecom equipment). But why would multi- 
national telcos and private equity firms 
be interested in India? Well, for starters, 
India is the second-fastest-growing mobile 
market in the world (adding 1.5-2 mil- 
lion subscribers every month; the fastest- 
growing is China, which adds 4.5 million 
on a larger base). Then, although India is 
the fifth-largest market in the world for 
mobile telephony services (with 54 million 
subscribers) currently, it will soon be the 
second-largest (with 200 million sub- 
scribers), just behind China, which boasts 
340 million mobile customers. The average 
revenue per user (ARPU) may be declining, 
but the market remains attractive from 
the growth and volumes point of view. 
Finally, Indian telcos need money to roll 
out fresh telecom networks (all told, they 
may need to invest Rs 70,000 crore, over 
$15 billion within the next two years). ^1 
am not sure banks can fund this much," 
says Idea’s Mehmi. With internal accruals 
barely adequate to fund operating expenses, 
Indian telcos will have to try and raise at 
least half this amount by selling stake to 
multinational telcos, financial investors 
and the investing public (through initial 
public offerings). 

It will be a second coming for most 
multinational telcos. Most entered India in 
the early 1990s and exited it in the latter 
half of the decade, sure that a stifling regu- 
latory environment would kill the mar- 
ket. Bell South, Swisscom, Millicom, 
Vodafone, BT, Telecom Italia, the list of 
exits is a veritable who’s who of telecom. 
“They all misjudged the market and ran,” 
says T.V. Ramachandran, Director General, 
Cellular Operators Association of India. 

Today, there are two routes open to 
foreign telcos looking to enter the mar- 
ket. One, they can acquire operators 
who are willing to sell out and then 
build a national presence gradually. Two, 
they can apply for fresh licences. The 
problem with the second approach is 
that there isn’t too much spectrum going. 
That, though, hasn’t stopped Atlas 
Interactive, a mid-sized international 
telco that offers mobile telephony 
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` THE 74 PER CENT 
EFFECT 


HE GOVERNMENT HAS ANNOUNCED 
0 its decision to increase the cei- 
` ling on FDI in telcos from 49 рег 

cent to 74 per cent, but the money 
` isn't pouring in. For instance, the 
.. STT-TMI combine's plans to invest 
$390 million (Rs 1,716 crore) in 
Idea Cellular has been stuck 
.. because of the rider that no com- 
. pany can hold more than 10 per 
. cent stake in two companies ope- 
. rating in the same circle. Temasek 
owns 100 per cent of STT and 
holds a 65 per cent stake in SingTel 
that, in tum, has a 27 per cent stake 
in Bharti Tele-Ventures. And Bharti 
and Idea compete in eight circles. 
What will also stand in the way of 
investments are the stiff riders the 
government has proposed to pla- 
cate its political bedfellows, the 


Idea's Mehmi: 74 per cent is good, but it is still on paper : 


communist parties. One involves 
barring remote access to foreign 
equipment manufacturers for any 
maintenance/repair of networks; 
another insists that the chairman, 


CEO, CTO, MD and CFO of the 
telco should be resident Indians. 
Not surprisingly, the new policy is 
yet to be notified although it was 
announced three months ago. 





VHHIN NYAIA — 


services in countries like 
Romania, from applying for 
a licence for 12 circles. “We 
would be focussed on offe- 
ring 3G services and not 
plain vanilla voice services," 
says Abhishek Verma, the 
company's Chairman. 

Companies like Voda- 
fone, however, would rather 
not comment. *We will not 
be able to comment on the 
Indian market. But what | 
can say is that our expansion 
is currently focussed on 
Eastern and Central Euro- 
pean markets," says Ben 
Padovan, a spokesperson for 
the company. Only in March 
Vodafone shelled out $4.4 
billion (Rs 19,360 crore) to 
buy out mobile telephony 
companies in Romania and 
the Czech Republic. India's 
turn will surely come. 
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SELLING OUT? 


HE TELECOM SECTOR IS ALREADY TALKING OF TWO 

mega deals, one involving BPL Mobile, the other, 
Spice Telecom. With the dispute between patriarch 
T.P.G. Nambiar and his son-in-law Rajiv Chandrase- 
khar over the ownership of BPL's telecom businesses 
getting a temporary reprieve (a court recently rejected 
Nambiar's plea against any sell-off in the telecom 
businesses), a cash-strapped Chandrasekhar is close 
to inking a deal with a “long-term strategic investor". He 
is said to be in discussions with Essar, STT, Vodafone 
and Sistema to offload up to a 49 per cent stake in the 
holding company, BPL Cellular Holdings or in its two 
subsidiaries, BPL Mobile Communications and BPL 
Mobile Cellular. To clear the way, Chandrasekhar is 
believed to be talking to his estranged foreign sharehol- 
ders—Actis, AIG, Nomura-TVG and ADB—for buying 
out their stake and in turn sell them off to the "strategic 
investor". In Spice Telecom, investment banking sour- 
ces say, Essar is interested in buying out the stake of 
foreign partners Distacom, AIG and Darby. The B.K. 
Modi Group, the Indian partner of Spice, has termed the 
Essar move a hostile bid, and has procured a stay from 
the Delhi High Court. Expect some high-octane drama 
surrounding telecom deals in the coming days. 
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Dog-fight 


Equipment vendors are 
preparing to slug it out. 





HE MEDIA-BROUHAHA OVER AIR-INDIA'S 
$6.9-billion (Rs 30,360-crore) deal with 
Boeing, and subsequent charges by Airbus 
that all wasn't kosher with the selection 
process, must have made some players in 
India's telecom markets smile. In the next 22 to 31 
months, Indian telcos will burn around Rs 70,000 
crore on network equipment alone. A substantial 
chunk of this spending will be done by state-owned 
monoliths BSNL and MTNL; the first recently announced 
that it would soon invite tenders for 40 million lines, 
mostly for 3G networks and the second has already 
asked for bids for four million 3G lines. Together, 
that’s business worth Rs 20,000 crore and as Vineet 
Nigam, an analyst who tracks the telecom business at 
credit rating firm ICRA sees it, “is just the kind of 
news equipment vendors have been waiting to hear”. 

With the Chinese telecom frenzy cooling off (the 
country has 340 million mobile and 316 million fixed 
telephony connections), India could well be the market 
to be for vendors such as Ericsson, Nokia, Siemens, 
Alcatel, Lucent, Motorola, Huawei and 7ТЕ. The com- 
petition promises to be intense and companies will 
have to indulge in some lobbying (especially for contracts 
from the state-owned firms), play the price card— 
competitors allege that the two Chinese companies 
Huawei and ZTE have already won some orders from 
BSNL by slashing prices to the bone—and try and develop 
unique products for the Indian market. C.S. Rao, the CEO 
of Lucent Technologies India, the market leader in the 





Nokia CEO Jorma Ollila (right) and 

the company’s entire board were in 
India again in early May, just another 
indication of the country’s importance 
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bt special 


Ericsson (CEO Carl-Henric Svanberg is 
seen at right) started manufacturing 
some network equipment in its plant 
in Jaipur in March 2005 


CDMA space on the strength of its deal with Reliance 
Infocomm, insists that the company will do everything it 
can “to sustain our share at at least 50 per cent in the face 
of increasing competition that these figures will provoke”. 

The price factor will become even more important as 
telcos expand in smaller cities and rural areas where they 
need to maintain low cost of operations should they 
wish to be profitable. Nortel, says Rajan Mehta, a vice 
president with the company, is developing low-cost net- 
works for rural areas in countries such as India. “India is 
the key battleground for equipment- and service-providers 
to prove that they can manufacture low-cost equipment,” 
adds Sanjay Gopal, Partner, Accenture, a consulting firm. 
Motorola, for instance, is working on solutions that use 
low-capacity, low-cost switches. “The operating expenses 
for service providers will be more in the hinterland and we 
have to provide them with cost-effective solutions,” 
explains Parmindra Kwatra, Country Head and Director 
of the company’s infrastructure business. 

With telcos accounting for 30 per cent of all handsets 
sold (they buy them from manufacturers and bundle 
them along with a connection for sale to customers), 
there will be significant activity on the handset front as well. 
Manufacturers will strive to strike deals with operators offe- 
ring substantial discounts, even co-branded phones. The 
emphasis on low-cost products, both phones and equipment, 
is one reason why vendors are investing in local manu- 
facturing facilities. The great Indian telecom revolution may 
yet help the country become a hardware-manufacturing 
powerhouse. That would be an adventitious benefit. 





WHAT IT’S WORTH THE ORDER BOOK 


Everyone from equipment vendors to software What the top five telcos will need to invest by 2007. 
specialists will make a killing off India's telecom boom. 


Lines That Will Approximate 
Segment Addressable Market Opportunity (2005-2007) Be Added(in million) investment 
Handsets 
(including replacement market) Rs 44,000 crore BSNL 40 Rs 17,600 crore 
Towere & dicione Rs 24,000 crore Bharti Tele-Ventures 38 Rs 16,720 crore 

| f 

ааа actae dod Reliance Infocomm 30 Rs 13,200 crore 
support services Rs 39,000 crore | Tata Teleservices 30 Rs 9,000 crore 
Value added services and content Rs 14,000 crore ! Hutch 15 Rs 6,600 crore 


All figures are Br estimates 
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VENDOR-VECTOR 


Most equipment-makers are in overdrive. 


Nortel: Has won an order for seven million lines from BSNL; also outsources 
development of telecom software tO Indian vendors such as TCS and Infosys. 


Nokia: Investing Rs 625 crore in a handset manufacturing facility at Chennai. 


Motorola: Working on alternative cost-effective network solutions for the 
semi-urban and rural markets. 


LG: Has a manufacturing facility in Pune that makes handsets; will look at 
developing colour and camera phones for the market. 


Ericsson: Intends to invest $50 million (Rs 220 crore) over the next three 
years. Working on its 3G-enabled network and actively talking to most players 
for network k management arrangements such as the or one ài has | with Bharti. 


Alcatel: Bagged a contract to deploy BSNL's intelligent network platform, enia 
manufacture of 30 million cards to be used for mobile, landline and internet. 


Siemens: Active in the GSM area and is likely to announce its decision to 
invest in a manufacturing plant so soon. 





ZTE: The Chinese firm's plant in Manesar near ır Delhi will manufacture network 
equipment and handsets for GSM, CDMA and DSL markets. Is also entering 
broadband and TV-over-IP markets through an alliance with Atlas Interactive. 


Huawei Technologies: Another Chinese firm, this one has an R&D cen- 
tre in Bangalore where it is developing, among other things, solutions for 3G sys- 
tems. Has won a $70-million (Rs 308-crore) contract from HFCL Infotel recently. 
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MADE IN INDIA 


NDIA ISN'T JUST THE FIFTH-LARGEST 
market for telecom equipment 
and services, it is also the fastest 
growing. Expectedly, everyone 
wants a piece of the action, and if 
that involves investing in a domes- 
tic manufacturing facility, it is a 
small price to pay. Those com- 
panies that are still not convinced 
about the viability of an India- 
based manufacturing operation 
may well be persuaded by the 
government's proposal to make a 
local manufacturing facility a pre- 
requisite for any company wishing 
to sell equipment to state-owned 
firms BSNL and MTNL. China, 
for instance, has just such a pro- 
vision; 60 per cent of all telecom 
equipment sold anywhere in the 
world is made in China. 
Ericsson and Alcatel already 
have manufacturing facilities in 
India. “A manufacturing facility 
allows us to be more responsive 
to customer needs,” says 
P. Balaji, Vice President, 
Marketing and Technical 
Solutions, Ericsson. “It also redu- 
ces inventory.” Then, there's the 
simple thing about the market 
finally being big enough to justify 
a manufacturing operation. The 
decision of Nokia to invest 
Rs 625 crore in a handset manu- 
facturing plant near Chennai was 
driven by such considerations 
(the first phones will roll off the 
line in the first half of 2006). As 
was the decision of Elcoteq 
Network Corporation, which 
makes phones and phone com- 
ponents for Sony Ericsson, 
Siemens, and Nokia, to invest 
between $50 million and $100 
million (Rs 220 crore and Rs 440 
crore) in a manufacturing facility 
near Bangalore. Korean elec- 
tronics major LG already makes 
phones in its Pune facility and 
another Korean major Hyundai 
is investing $50 million in a hand- 
set factory. Now, that's a boom. 














Toshiba the world leader in mobile computing presents yet another revolutionary product with 
a path-breaking technology. Satellite R-10, a convertible high-end notebook with the 
versatility and convenience of pen-based computing. So make your notes instantly, whether 
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Salient Features: 
* Swivel screen that offers 36% larger working space (сїнє 
* Built-in dual axis motion sensor : i 
• Toshiba EasyGuard for enhanced data security 35.8cms MOBILE 
e. e Built-in DVD + CORW • With Handwriting facility | (14.1) screen TECHNOLOGY 
¢ * intel" Centrino" Mobile Technology, intel" Pentium® M Processor 725 (1 60GHz. 2MB 12 
>) Satellite R-10 Cache), Intel” PRO/Wireless Network Connection 802 110 * Microsoft" Windows" XP Tablet PC 
I SALCE п-го Edition • Microsoft® Office OneNote’ 2003 • Toshiba ConfigFree " Connectivity Doctor Eosy O 
. iT К * 356cms (14) TFT display • 256M8 DDR RAM / 40 GB (4200 rpm) HOD * Touchpad caretes Computing C 
vindia Model No РЭВ 00001 » DVD Combo « 1-Year carry-in Intemational Limited Warranty (parts and labour) 


Choose freedom. 








Toshiba's Exclusive Sales and Support partner: HCL Infosystems Ltd. Andhra Pradesh: 9848306578; Delhi: 9810889196, 9919370574 
East UP: 9415043478; Gujarat: 9824180961; Karnataka: 9844155903; Kerala: 9845061525; Kolkata: 9831749747; Madhya Pradesh: 9826347099; Pune 
9890694841; Mumbai: 9820396437; Upcountry Maharashtra : 9850972129; Punjab: 3316520266; Rajasthan: 9829013127; Uttaranchal, Haryana, West UP: 
9350230493; Rest of North: 9313373236; Tamilnadu: 9840713920, 9843221493, 9840721110. E-mail: notebook@hclinsys.com; support@hclinsys.com 





www.armscommunications.com. 





NDIA’S TELCOS HAVE HAD IT EASY, PARLAYING THE 
mobile mania that has gripped large parts of urban 
and semi-urban India into a unique selling propo- 





sition for a service that you don’t really know 


you need till you have it (then, of course, it beco- 
mes indispensable) they have, at least some of them, 
built huge subscriber bases. In some metros, the tele- 
density is as high as 40 per cent. 

Growing at the same pace will not be easy in the 
future. The telcos will have to look for growth in 
rural areas with a tele-density less than 1 per cent. The 
companies themselves and the vendors who supply 
equipment to them are confident that they can 
operate in an environment that entails high invest- 
ment and low profits. 

That won’t be easy. Connecting rural areas is an 
expensive proposition, as is maintaining rural net- 
works. And while micro-finance initiatives may pro- 
vide a way out, as they are for fast moving con- 
sumer goods companies such as Hindustan Lever 
Limited, increasing tele-density in rural areas will 
require an entirely different set of products, maybe an 
entirely new business model. And all efforts to connect 
rural areas will be on the wireless platform (it costs less 
and can be rolled out quickly). “It is a market that no 
player can afford to ignore,” says Sanjay Gopal, 
Partner, Accenture. That would explain why com- 
panies are developing low-cost handsets and net- 
work solutions for rural areas. 

Despite the obvious benefits that connectivity 
will bring to rural areas—apart from economic gains 
it will help the cause of e-governance, telemedicine 
and education—it is unlikely that the map on page 97 
will change colours anytime soon. For one, it may still 
be a better economic option for telcos to strive for 
incremental growth in the metros and large cities than 
target rural areas. For another, they may realise that 
it is much more profitable for them to focus on 
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The Unconnected 


India’s tele-density may 
double by 2007, but it won't 
X help rural folk. 





Increasing rural tele-density 

will require not only different 
products, but maybe an entirely 
different business model 


offering value-added services to existing high-end cus- 
tomers. Rural tele-density will increase (as it should), 
but not anytime soon. 
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Aircel Cellular: Two circles, 
Chennai and TN, 1.7 million 
subscribers. Mobile telephony 
(GSM). The company has been 
in play for some time. Russia's 
Sistema has been mentioned 
as a possible buyer. 

PROMOTER/ MANAGEMENT: 

C. Sivasankaran 


Bharti Tele-Ventures: 23 circles, 
11.4 million subscribers. 


Mobile telephony (GSM); Fixed-line; 


Broadband; National and 
international long distance 
telephony. India’s largest private 


sector telco, and the most profitable. 


PROMOTER/ MANAGEMENT: 
The Mittal family 


BPL Mobile & BPL Cellular: Four 
circles, Mumbai, Maharashtra, Tamil 
Nadu, Kerala, 2 million subscribers. 
Mobile Telephony (GSM). Once one 
of India's leading telcos, it has since 
fallen on hard times. 

PROMOTER/ MANAGEMENT: 

Rajeev Chandrasekhar 

BSNL: 21 circles (all India, barring 
Mumbai and Delhi), 43.8 million 
subscribers. Fixed line; Mobile 
telephony (on GSM; planning 
CDMA-platform services too); 
Broadband; National long-distance 
telephony; International 
long-distance telephony 

(has licence). Government owned 
and the fastest growing telco. 
PROMOTER/ MANAGEMENT: 
Govt.-owned/ A.K. Sinha, CMD 
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HFCL Infotel: One circle (Punjab), 
225,000 subscribers. Fixed and 
mobile telephony (CDMA). 
PROMOTER/ MANAGEMENT: 
Mahendra Nahata, Vinay Maloo 


Hutchison Essar: 13 circles 
(predominantly present in the metros 
and the northern part of the country), 
7.6 million subscribers. Mobile 
telephony (GSM). Pure-play mobile 
telephony company that boasts the 
highest average revenues per user. 
PROMOTER/ MANAGEMENT: 

Hutchison Whampoa/ Essar 


Idea Cellular: Eight circles, three 
more to be added this year, currently 
in Maharashtra, Gujarat, Andhra 
Pradesh, Kerala, Haryana, UP 
(West), MP and Delhi, 5.15 million 
subscribers. Mobile telephony 
(GSM). Another pure-play mobile te- 
lephony player; a slow starter. 
PROMOTER/ MANAGEMENT: 

A.V. Birla Group, Tata Group, 
STT-TMI combine 


MTNL: Two circles (Delhi and 
Mumbai), 5.1 million subscribers. 
Fixed line; Mobile telephony 
(GSM and CDMA). Like BSNL, 
state-owned and very profitable. 
PROMOTER/ MANAGEMENT: 
Govt.-owned/ R.S.P. Sinha, CMD 


Reliance Infocomm: 21 circles 
(almost all India barring Assam and 
North-East), 10.6 million subscribers. 
Fixed and mobile telephony 
(CDMA); National and international 





long distance services; Broadband. 
The company that changed the rules 
of the game by successfully lobbying 
for fixed telephony licence holders to 
be allowed to offer mobile telephony 
services using the CDMA platform. 
PROMOTER/ MANAGEMENT: 

The Ambanis 


Reliance Telecom:Seven Circles, 
North East India, Assam, Orissa, 
Bihar, Himachal Pradesh, West Bengal, 
Andaman & Nicobar and Madhya 
Pradesh, 1.1 million subscribers. 
Mobile telephony (GSM). Reliance's 
first entry into the Indian telecom 
space; fairly unsuccessful. 
PROMOTER/ MANAGEMENT: 

The Ambanis 


Spice Telecom: Two circles, Punjab 
and Karnataka, 1.4 million 
subscribers. Mobile telephony 
(GSM). B.K, Modi runs Punjab, 
partner Distacom runs Karnataka. 
PROMOTER/ MANAGEMENT: 

B.K. Modi, Distacom 


Tata Teleservices: 20 circles (all 
India except Andaman & Nicobar, 
J&K and North-East), 4 million sub- 
scribers. Fixed and mobile telephony 
(CDMA); National long distance 
telephony (international long distance 
telephony through another Tata 
Group company, VSNL); Broadband. 
A slow starter, it has recently moved 
into overdrive with aggressive network 
expansion and marketing campaigns. 
PROMOTER/ MANAGEMENT: 

Тһе Tata Group Il 


HAVE A GUT FEEL FOR THE ACQUISITION 
COSTS OF LINUX VS. WINDOWS? 
HERE'S A DETAILED ANALYSIS. 





Source: BearingPoint, 2004 
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A recent study of licensing and support costs conducted by BearingPoint, 
a leading independent consulting firm, found that these acquisition 
costs for Windows Server™ 2003 are comparable to Red Hat Enterprise 
Linux or Novell's SUSE Linux Enterprise Server "despite the common 
perception that Linux is free or very inexpensive." However, if you 
require full 24x7 phone support on all servers, licensing and support for 
Windows Server 2003 can cost up to 73% less than Red Hat Enterprise 
Linux" over five years. 





For the full study, visit microsoft.com/getthefacts au 
Microsoft [| 
. 


Windows 
Server System 


Hat Full Support (24x7) estimates based on case where 100% of servers are Enterprise Linux AS Premium. Red Hat Limited Support estimates are based on case where 10% of servers 
nterprise Linux AS Premium (24x7 phone support) and 90% are Enterprise Linux ES Standard subscriptions (9 a.m.-9 p.m. EST M-F phone support). Windows Server estimates are 
1 on case where 10% of servers are Windows Server 2003 Enterprise Edition and 90% are Windows Server 2003 Standard Edition (24x7 phone support on all). This study was 
nissioned by Microsoft. © 2005 Microsoft Corporation. All rights reserved. Microsoft, Windows, the Windows logo, Windows Server, and Windows Server System are either registered trademarks 
demarks of Microsoft Corporation in the United States and/or other countries. The names of actual companies and products mentioned herein may be the trademarks of their respective owners 
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A Business Today study of 
the report cards of 1,528 
companies for 2004-05 
reveals that Corporate 
India is still firmly on the 
growth path. Most of that 
momentum should spill 
over into the ongoing year. 


Drive 


EVER MIND A FEW NASTY 
surprises here and there, 
India Inc. is on a roll for a 
second successive year. 
Buoyed by higher-spend- 
ing average Joes and Jyotsnas in upt- 
own as well as smaller-town India, a 
new-found courage for capital expen- 
diture amongst corporates, and the 
still-vibrant IT outsourcing story, 
Indian companies continue to have 
it good. For 12 months ended 
March 2005, aggregate sales, based 
on the first 1,528 companies to dec- 
lare results, have gone up by 19.37 
per cent compared to the previous 
year. Operating and net profits have 
zoomed by 13.93 and 28.74 per 





The India Inc. Growth Wagon Rumbles On... 


cent respectively. That's the good 
part. The even better news is that 
there's little reason why Corporate 
India can't keep the good show 
going through the current year too 
(albeit not at such a breakneck pace). 

"Corporate earnings in 2005- 
06 should move up by 15-17 per 
cent," says S. Naganath, President & 
CIO, DsP Merrill Lynch Mutual 
Fund. Also of significance, according 
to Bharat Shah, CEO and Managing 
Partner at ASK-Raymond James, a 
Mumbai-based brokerage, is that 
the quality of earnings is improving. 
For example, it is not just the repor- 
ted profits that are growing, cash 
profits too are on the up, registering 








BY NARENDRA NATHAN 


a growth rate of 23 per cent. More 
importantly, the profit at the net 
level is post-tax in the truest of 
senses—after providing full tax lia- 
bility, including deferred tax liability. 


Surf's Up 

The shadow of high crude oil prices 
may be towering over India (and 
most of the world), but that isn’t 
taking the sheen off India’s bright- 
as-a-button growth story, which 
should endure for many more years. 
With a nominal GDP growth rate 
of 12-13 per cent (7 per cent real 
growth plus inflation of around 5-6 
per cent), it is only natural to expect 
big corporates to show a higher 


With Impressive Quarter-On-Quarter Numbers As Well... 








March 2004 March 20059 Growth (%) 

Net Sales 47197955 57055616 19.37 z s z 
Other Income 31,788.65 333705 49 | 5 E 8 B = 
Revenues 50976820 6,03,92661 1847 5 " ü į 
Raw Materials 22478560 278,737.29 2400 | 5 
Wages and Salaries 41,790.20 : 48,302.17 | 15.58 + 
Other Expenses 98,723.05 11229558 1375 
Operating Expenses 3,65,298.85 4,39,335,04 | 20.27 | 
PBDIT 144,469.35 1,64,591.57 13.93 s 
Interest 56,701.93 — 5723684 094 = 
Depreciation & Provisions _ 25,592.85 28, 696. 01 1213 

2 » Hmm 20, 596. Pd LAS Jun Sep. Dec. Mar. Jun. 

z Profit After Tax 45,100.63 58,062.85 28.74 L_ — 2003 a t = 

Z All figures іп Rs crore except growth  PBDIT: Profit Before Depreciation, Interest and Taxes 18 Revenues ш Operating Profit Net Profit Figures are in Rs crore 


Note: Based on a study of 1,528 companies 
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WIPRO’S CHAIRMAN AZIM PREMJI Is 
FORECASTING A BRIGHT OUTLOOK IN 


THE QUARTERS TO COME 


growth rate of around 15-20 per 
cent. A reflection of the fast-gro- 
wing economy is the quarter- 
on-quarter growth (see ...With 
Impressive О-Оп-О Numbers As 
Well...) the ВТ sample has been able 
to capture. Margins too are intact 
(although there has been margin 
pressure in select industries). 

The domestic consumption story 
is clearly reflected in sectors like 
fast-moving consumer goods (FMCG) 
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WITH RAW MATERIAL PRICES STABILISING, 
HERO HONDA (CHAIRMAN B.M. MUNJAL 


ABOVE) COULD BE IN FOR HIGH GROWTH 


and hotels. After years of subdued 
growth—and flat growth in case of 
industry beacon Hindustan Lever 
(HLL)—FMCG companies have 
bounced back smartly, with sales 
and net profits climbing 12 per cent 
and 35 per cent respectively (not 
accounting for HLL). What's more, 
with the dogfight between HLL. and 
Procter & Gamble (P&G) in the det- 
ergents and hair care segments abat- 
ing, both can now look forward to 


...And Margins Are Intact Тоо 


1 





Jun. Sep. Dec Mar 
More 
@ Operating Profit Margin ш Net Profit Margin 


All figure 


profitable growth. The hotels indus- 
try, for its part, is enjoying boom 
times, thanks to the inbound incre- 
ase in domestic and international 
travellers (both tourists and for busi- 
ness). Such frenetic movement hel- 
ped the hospitality sector register a 
revenue growth of 26 per cent and 
a spurt in the bottom line of 558 per 
cent. That number may 
mind-boggling, and it probably even 
is, but do remember that the growth 


ippear 





t 
3 ч 
q сч 

q i uw» 

ш 

|| 

= 

, 
Sep Dec Mar 
2004 )05 


f 








à 
3 


bt corporate 


y 





SECTORS EXPECTED TO DO WELL IN 2005-06... 
pou nm 
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_ companies can expect andan infrastructure prices, will result in and is expected to signalling boom times 
above average growth rates build-up augurs well higher-margin growth sustain for this sector 
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is on the previous year’s low base. 
So don’t expect such eye-popping 
numbers in the current year too, 
although you can certainly look 
ahead to a smart set of numbers. 
Contrary to apprehensions, the 
IT outsourcing wave is showing lit- 
tle signs of ebbing, riding high on 
the cost differential between man- 
power costs in India and the deve- 
loped world. The fancy for India as 
a back-end favourite is amply ref- 
lected in the growth figures for the 
IT services sector, which clocked a 
topline growth of 34 per cent and a 
post-tax profit surge of 44 per cent. 
Expect the party to continue in the 
coming year—a bit less riotous per- 
haps, but still a party nonetheless. 


...AND THE EXPECTED LAGG 
Y 





"Though it may not be at the last 
year's levels, rr will show much 
higher growth than the average,” 
says Nilesh Shah, President, Kotak 
Asset Management Company. 
Meantime, the capital expendi- 
ture cycle, which began stirring up 
early in the calendar year, is gaining 
momentum, thanks to firmer com- 
modity prices and higher capacity 
utilisation. That explains why engi- 
neering and capital goods firms 
posted great numbers last year, with 
revenues shooting up by 23 per 
cent and profits by 43 per cent. 
With the investment boom unlikely 
to fizzle out in a hurry, and with bil- 
lions being sunk into countless infra- 
structure projects, growth for these 





PHARMA METALS OIL 

m With the big players m Stabilising global prices — ws With the Centre failing to 
increasing their R&D coupled with the higher pass the price hike to Indian 
expenses, this sector will base effect will result in consumers, companies will 
Show lower earnings growth modest growth prospects — have а tough time 
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companies—and also those in rela- 
ted sectors like construction and 
cement—will doubtless sustain. 

If you’re one of those who pre- 
fer to take a quarter at a time, you 
can rest assured that the first quar 
ter of 2005 (which ends on June 30) 
is going to be a bumper one. That’s 
because virtually every smidgen of 
business data that’s being let loose— 
company despatches and business 
confidence indices, to name just 
two—points to a higher level of ac- 
tivity than being currently witnessed. 


The Flip Side 

All in all, it’s a pretty picture. Or is 
it? Expect a few dribbles of disap- 
pointment on an otherwise vivid 


ARDS 


A few sectors will 
disappoint because of a 
combination of factors 
including a higher 

base effect, huge 
commitments to capital 
expenditure and research 
and development, as well 
as high crude oil prices. 





FORTUNE 500:COMPANIES 
TAKE YEARS TO MAKE IT. 








The Ford motor company took years before they ро! The PGPX or е Post-Grad TIMM, ! 
people addicted to the smell of burnt rubber. General doesn't just provide the best of content and facult 
Electric waited ages for people to accept a huge metal box a standard that has recruiters from mi d 
called the refrigerator to store food : а 

è companies waiting impatiently 
But this is the jet age and time is more precious than ^ = е 
Eligibility for the PGPX is going to need а В 
platinum. Ambitions need to be met quicker than the : 
i degree, GMAT score substantial work eri 
shutter of a camera. 
the candidate must be at least 27 ve 
At Asia's best business school, the Indian Institute of 
If it's an interr попа! bi 
Management, Ahmedabad, we understand that and true to 
tradition, have devised a unique One-year programme for insightful Indian experience, y rea 
bright, talented aspirational people to make their mark in further than the Indian Institu nape nies 1/ 
the global arena You'll realize what a difference a year can ma 





INDIAN 
INSTITUTE OF 
MANAGEMENT 





head with the world. 


Programme begins in April, 2006 * Last date for re eipt of application forms is June 30, 2005 
Log on to our website www.iimahd.ernet.in and download application forms and apply early 


Chairperson, РСРХ, Indian Institute of Management Ahmedabad, 380 015, India 


+ 91.79.2632 4949 ; Fax: --91.79.2632 4959 : e-mail: р; t iimahd.ernet in, www.iimahd.ernetin 





1 NES 





TATA STEEL'S MD B. MUTHURAMAN WILL R&D INVESTMENTS ARE RESULTING 
HAVE TO RELY ON VOLUME GROWTH 
RATHER THAN PRICE INCREASES 


canvas. The commodities sector, 
for instance, which has shown red- 
hot growth rates till March 2005— 
the base metals like steel, copper 
and zinc have shown a combined 
profit growth of 127 per cent—is 
unlikely to repeat such a sizzling 
showing in 2005-06 as well. One 
simple reason for that is the higher 
base it has reached. The other is 
the stabilisation of international 
prices for most of these commodi- 
ties, especially in metals. “The 
growth in metals is now expected to 
come in the form of higher volume 
growth and not by further increase 
in prices,” explains Mihir Vora, 
Head (Equities), ABN Amro Mutual 
Fund. What also threatens to pull 
down their earnings growth in the 
short- to mid-term is the higher 
capex commitments of such com- 
panies, which will result in higher 
interest and depreciation costs. 
One sector that has been feeling 
margin pressure after a couple of 
years of go-go growth is automo- 
biles. The auto sector (including 
components) has shown a net profit 
growth (21 per cent) that's lower 
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than that of the revenue growth (22 
per cent). But with the prices of met- 
als (like steel, copper, etc.) stabilising, 
the good times may once again be 
round the corner, unless of course oil 
prices flare up even further. 

The auto sector didn't disap- 
point, but four that did flatter to 
deceive are banking, pharmaceuti- 
cals, textile and oil. The operating 
income of the aggregate banking 
sector crawled upwards by 5 per 
cent, while net profit actually slipped 
a percentage point, mostly due to 
treasury losses. But with most of 
the banks booking full treasury 
losses, and with credit picking up, 
the sector is expected to fare much 
better in the current year. Likewise, 
pharmaceuticals didn't have too 
much to shout about, recording sin- 
gle-digit growth in revenues and 
profits. The sector was dragged 
down mainly by the disappointing 
performance of the big companies. 
“That’s because of the higher invest- 
ment for the future (in the form of 
higher R&D and export promotion 
expenses)" says Vora. That high- 
spending, lower-growth trend is 
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IN SHORT-TERM HICCUPS FOR DR 
REDDY'S CHAIRMAN ANJI REDDY 


expected to continue in the cur- 
rent year as well. 

Another non-performer last year 
has been textiles, with net profits 
falling by 1 per cent (although reve- 
nues did inch up by 13 per cent). 
The probable culprits: uncertainty 
regarding implementation of var, 
higher costs because of higher capex 
spending (which are being made to 
benefit from the scrapping of the 
multi-fibre agreement), and an 
appreciating rupee. But most of 
these dampeners—except for 
volatile forex rates—are behind the 
textiles companies, and the ongoing 
year should prove much better. The 
oil industry too is expected to be 
reined in by the higher crude prices, 
the government's reluctance to 
increase domestic prices and its new 
ruling that independent refineries 
should now bear the subsidy bur- 
den. Clearly, the direction in which 
oil prices are headed will determine 
the fortunes of not just the oil indus- 
try, but will also ascertain whether 
India Inc. as a whole can keep the 
growth engine humming smoothly 
in 2005-06 as well. Em 
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General Management Programmes 

3-TP: Middle Management Programme 
., «TP: Senior Management Programme 
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Communication 
Effective Communication Strategies: Men and Women @ Work 
The Winning Edge: Communication Strategies for Leaders 


Computers and Information Systems 
Computer Networks 
Network Security 

с Planning and Implementation of IT Systems 

ERP Systems: Technology Planning and Implementation 


inance and Accounting 


< Risk Management with Derivatives 
эгеде Asset-Liabllity Management in. Banks 





















arketing ‘Analytics for Competitive Advantage 
Advanced Data Analysis for Marketing Decisions 
Product Policy and New Product Management 

Pricing for Profits 

Business Strategies in Technology Markets 

Managing Retailing 

Enhance Sales Force Performance d 
Marketing Strategies for the Competitive Environment 
Consumer Based Business Strategies 


‘Organizational Behaviour 
-Leadership and Change Management 
` Interpersonal Effectiveness and Team Building 


; Personnel & Industrial Relations 
a Negotiations Skills. Clinic for Human Resource Managers 
“Team Oriented Management Mentoring Methodology 
+ ‘Performance Management for Competitive Advantage 
Human Resources Management 
Creative Solutions to HR Problems 


_. Production & Quantitative Methods 
“Project Management 

Logistics Management 

Revenue Management and Dynamic Pricing 

Manufacturing Strategy 

Supply Chain Management 

Competing through Manufacturing 


Agriculture 

Harnessing Intellectual Property for Strategic Competitive Advantage 
WTO and Indian Agri Food Sector 

Strategic Food Quality Management 

Agricultural Input Marketing 


Public Systems 

Hospital Management 

Urban Management 

Infrastructure Development and Financing 
“Managing HIV/AIDS Control Projects 


-. Educational 
“Strategic Leadership for Schools in a Changing Environment 





November 20, 2005:- "Match 18, 2006 


duly 10 - August 6, 2008 
August 7 - 27,2005: 
danuary 9-13, 2006 


January 22 - February 18, 2006 
Apri 2 - 145, 2006 - 


August 22 - 26, 2008 ME 

2 November 21-26, 2005 . 
November 28 + December 1; 2005: 
: December 15 --17, 2005 
February 6 ~8, 2006 


June 23-25,2005 
September 19> 24, 2008 


September 5.- 10, 2005: 
October 24 - 28, 2005 

November 14.7 18,2005 i 

December 12-- 14, 2008. 








































January 16 > 49,2006" 
January 27 - 29, 2006. 


September 6 ~ 9, 2005" 
September 12 « 17,2008: 
September 26 - October 1, 2005. 
October 14 - 16, 200) 
November 4 «6, 200 
November 14 - 19, 2005 
January 16.- 18, 2006. 

April 11-14, 2006: 

Three days 


didy 4/8/2008. 
"January 4 = EE 2008. 


dune 27 - 29, 2008 . B 
September 26 -28, 2005. A 
"October 3- 5, 2005 
December S- 10.2005 — 6 
February 20 - 23, 2006. 


August 29 - September 3, 2005 

September 5 - 10, 2008 
September 15 - 18, 2005 

. “October 6 - 8, 2005. 

December 5 - 10; 2005 

One week 


September 12 - 14, 2005 ^. 
November 21 - 23, 2006 
December 1 > 3, 2005. 
January 16 > 21, 2006 


August 29.- September 2, 2005 
September 19 « 23, 2005 
October. 17 = 22, 2006 
December 26 - 30, 2005 


September 11 - 17, 2005 


For additional information, please contact 
Manager (MDA), Indian Institute of Management, Vastrapur, ‘Ahmedabad 380 015. 





Phone: 91-79-26324072-7; Fax: 91-79-26300352 
Email: mdp iimahd.ernet.in web: www.iimahd.ernet. in/mdp - 














‘new’ Suzuki car to be launched in 
India within a few months of its 
global launch. The Swift was laun- 
ched in Japan only three months 
ago and in Europe last month. 

More important, 21 engineers 
from India worked on the develop- 
ment of the new car, incorporating 
subtle changes to the suspension, 
engine, fuel system and air-conditio- 
ning required for India at the incep- 
tion phase and not hastily added 
on as a postscript when the car had 
already been developed, as has been 
the case with every Maruti car (and 
for that matter, almost every vehicle 
made in India today) before. 

Maruti kept its Indian vendors 
clued in to all project developments 
from the beginning and the car is 
being launched with the highest 
level of localisation of any Maruti 
car yet, at 85 per cent. Maruti’s 
vendors have spent Rs 190 crore 
towards this project. Coupled with 
its own investment of Rs 250 crore, 
the development cost put in by 
Indian firms towards the Swift is 
close to Rs 450 crore. In addition, 
Suzuki Motor Corporation has 
pumped in excess of an estimated 
$2 billion (Rs 8,800 crore). 

Sanjay Labroo, MD, Asahi India 
Glass, one of Maruti's biggest ven- 
dors, points out that the Swift pro- 
ject is an indication of how trends in 
vehicle development are changing. 





Soaring Numbers 


Although income has seen occasional dips due to seasonal variations, Maruti's net profits have 
climbed consistently on the back of cost-cutting moves and increased margins on products 








3,142.10 
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“Instead of being handed the dra- 
wings after development was done 
and dusted, we were kept in the 
loop for over a year now." 


A Turning Point 

The Swift could be the all-important 
tipping point for Maruti. Since early 
2002, when Maruti launched the 
Grand Vitara, an SUV that it imports 
and sells in India, the company has 
not launched any new models. It 
has re-launched what are essentially 
aesthetically modified versions of 
its existing range—Zen, WagonR, 
Esteem, 800 and Omni. None of 
these cars сап be called ‘new’—with 
the exception of the WagonR—they 
are 15-20 years old. Yet, these 
makeovers, coupled in some cases 
with sizeable price cuts, have 
boosted their sales. Sales of the 
Esteem, for instance, after the recent 
modifications and a Rs 30,000 price 
cut, doubled from 800-1,000 to 
2,000-2,200 cars a month. 

The last few cars that Maruti 
launched in the Indian market have 
seen mixed results. The Versa van, 
launched in late 2001 to ostensibly 
replace the Omni, failed to shake 


RAJIV DUBE/ Vice President (Passenger Cars) /Tata Motors 


the ground despite heavy price cuts. 
Earlier, in 1999, Maruti launched its 
first new cars in decades—WagonR 
and Baleno followed by the Alto in 
2000. None of them were ‘new 
and had been around in Suzuki's 
stable for a while. The WagonR and 
the Baleno initially met with luke- 
warm response from customers, 
mainly because of uncompetitive 
pricing due to high import content. 
The Alto too had a few initial hic- 
cups because of its high launch pric- 
ing and absence of power steering. 

Maruti addressed these prob- 
lems in the last 18: months by drop- 
ping prices across its range of cars 
besides aesthetic upgrades of its 
models. The outcome: dramatic 
increase in sales in some segments. 
Although Maruti actually lost mar- 
ket share last year to 50.88 per cent 
of the market from 51.40 per cent a 
year ago (the company saw sales 
grow 17 per cent while the market 
grew 18 per cent), the fall was enti- 
rely because of reduced sales of its 
20-year-old warhorse Maruti 800, 
which saw sales decline 30 per cent 
to 116,262 units. In fact, last year 
Maruti saw sales of Alto overtake 


^Maruti's assets are the three models 
below Rs 3 lakh. The 800, Omni and 
Alto sell over 25,000 units per month" 
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the 800. Rejuvenated by a price cut 
(the base model now sells at 
Rs 2.37 lakh), the entry-level Alto is 
just Rs 20,000 more expensive than 
the base model 800. Yet, Khattar is 
in no hurry to kill the 800. For 
one, Maruti earns hefty margins 
(nearly 10 per cent) on the 800 
and, while Khattar says he will “de- 
emphasise” the 800 by selling fewer 
of them, there is still a market for it. 
Like the 800, Maruti’s other 
‘old’ cars continue to sell well. The 
Zen, a hatchback, holds a 13 per 
cent market share in the B-segment, 
while the WagonR, which last year 
overtook the Zen in sales, has a 16 
per cent share. The Esteem in the 
mid-size segment was just behind 
Hyundai's Accent in sales last year. 
Together, the Esteem and Baleno 
(its base model is now priced at 
Rs 5.65 lakh) give Maruti a 16.6 per 
cent share of the mid-size segment 
behind Tata Motors and Honda. 





THE SWIFT DILEMMA 


Where will the Swift fit in terms of pricing? 
LTEM 2.15-2.38 

COM 225-231 
LONE 2.37-2.95 

LITT NENNEN 3.37-3.89 
COR 3.43-3.95 
(CN 5 15.4 57 
EL GEN SCAN 4 -4.75 
СЕНИИ 139-505 


Figures are prices of car models in Rs lakh 
*Expected 
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Competitors acknowledge 
Maruti’s strengths. Says Tata 
Motors’ Vice President (Passenger 
Cars) Rajiv Dube: “(Maruti’s 
strongest assets are) the three models 
below Rs 3 lakh. Between them, 
the 800, Omni and Alto sell over 
25,000 units every month.” 

But none of those three nor the 
Zen or the WagonR are the cars 
of the future for Maruti. And both 
Khattar and Kinji Saito, Maruti’s 
Director, Marketing & Sales, are 
quite clear about that. For what 
Maruti’s future would look like, 
they point to the Swift. Designed in 
line with contemporary European 
styles, the Swift currently has a 1.3- 
litre petrol engine under the bonnet 
but by 2006 Maruti will have a 
diesel version out in the market 
too, challenging the Tata Indica. 


Capacity Constraints 
The Swift is expected to be aggres- 
sively priced at around Rs 4-4.75 
lakh, which could make it compete 
not only with Tata’s Indica, Fiat's 
Palio and Hyundai's Getz but also 
with Maruti's own WagonR (base 
price: Rs 3.4 lakh) and Esteem (base 
price: Rs 4.4 lakh). But Maruti isn't 
worried about that. Says Saito: “We 
have a lot of good cars, but they are 
family cars. The Swift is an indivi- 
dualistic product. It will say some- 
thing about the person who drives 
one." Adds Anish Damania of Reco- 
Sify Securities, a Mumbai stock- 
broking firm: “There is a gap bet- 
ween the WagonR and the Esteem 
and Maruti is trying to plug that." 
But pricing and cannibalisation 
aren't Maruti's main problems with 
the new car; production constraints 
are. Maruti produced nearly 
550,000 units last year at its Gur- 
gaon plant. The plant is running at 
full steam and though it is churning 
out over 2,100-2,200 cars a day, 
the company will hit a production 
bottleneck with a maximum capa- 
city of 600,000. *We should be 
able to work around that, and work 


LOOKING GOOD 


Though Maruti 800's sales are dropping... 
2003-04 


2004-05 Н 116,262 


Figures are in units 


...B-segment sales are roaring... 

2002-03 Н 120,582 

2003-04 176,132 
2004-05 | 271,280 


Figures are in units 


...l'esulting in rapid increase of its market 
share in this segment... 


2002-03 40.28% 
2003-04 
| 


...ünd sales in the C segment have also 
doubled, thanks to price cuts on the Esteem 
and Baleno... 


2003-04 НИ 14,173 


2004-05 
Figures are in units 








29,637 





...but with production set to hit full capacity, 
will Maruti be able to continue its good run? 


2001-02 ET 358,108 





2002-03 359,960 
2003-04 


936,301 





2004-05 
Figures are in units 


at the new Suzuki facility at 
Manesar is going ahead at full steam 
and that should come online by 
mid to late 2006," says Khattar. 
The Manesar facility will add a 
capacity of 250,000 cars. 

Clearly, the Swift will mark a 
sharp shift in Maruti's product line 
from the tried and tested (but also 
tired) existing range to a future gene- 
ration of new cars. There are whis- 
pers already that a new midsized 
car may be in the works. For now, 
however, the future of India's largest 
carmaker depends on whether the 
Swift will be a hit with the increa- 
singly fickle Indian consumer. 
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Lights on: The future of oil stocks looks as bright as the lights in this ONGC production plant 





The Flavour 


Valuations of oil stocks are likely to greatly improve in the long run. And then 


S IT THE RIGHT TIME TO INVEST 
in oil stocks? Let us examine 
a few facts. India, as a market, 
has a humungous appetite for 
oil. However, only 30 per 
cent of its requirement of nearly 
110 million metric tonnes per 
annum is met by domestic produc- 
ers. The downstream companies 
that refine and market crude, thus, 
have to import a major portion of 
their requirements. This is hugely 
expensive, as global crude prices have 
been ruling at $50-plus (Rs 2,200- 
plus) for some months now. They 
then process this crude and sell it at 
government-determined low prices. 
Who makes up the deficit? No one. 
It's a straight hit to their bottom 
lines. Will the government raise 
prices? Probably. But it is unlikely to 
raise them enough to make good 
the entire loss anytime soon. 
Sounds bad? Yes. Does it still 
make sense to invest in these 
companies? Yes. Here's why: the 
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current situation cannot go on for 
ever. Something has got to give. 
Either global prices will come down 
(which appears unlikely at present), 
or the government will have to raise 
prices. Once the oil companies (par- 
ticularly the refining and marketing 
companies) are allowed to sell their 
products—especially kerosene and 
LPG—at market-determined prices 
(or at rates close to them), their 
bottom lines are likely to improve 
substantially. The profits of explo- 
ration and production major ONGC 
(Oil and Natural Gas Corporation) 
will shoot up too as it will not have 
to share a part of the implied sub- 
sidy burden with the refining and 
marketing companies. Then again, 
the stocks of most of these com- 
panies (with the possible exception 
of ONGC) are hugely undervalued, 
and any change in the scenario 
is likely to improve their valua- 
tions considerably. Here's a more 
detailed look at the oil sector from 


an investment perspective. 


Exploration And Production 
All over the world, increases in 
crude prices bring joy to oil 
exploration and production com- 
panies. The scenario is different 
in India, though. India's biggest 
exploration and production com- 
pany, ONGC—also India's most 
valuable company, with a market 
cap of over Rs 1,25,000 crore— 
has not really been able to benefit 
from the global surge in crude 
prices due to domestic political 
compulsions. Bowing to the 
demands of the refining companies 
and unable to take the burden on 
itself, the Union government in 
2004 decided that ONGC and САП 
(India) Ltd. would have to share 
the subsidy burden on LPG and 
kerosene with the refining and 
marketing companies. Today, that 
translates to an outgo equal to 
one-third of the total subsidy 





oil will truly smell sweet. By ASHISH GUPTA 


component on LPG and kerosene 
for ONGC. This is adversely 
affecting its bottom line. For 
instance, in 2004-05, ONGC had to 
fork out Rs 3,114 crore to IOC, 
HPCL and BPCL as subsidies for LPG 
and kerosene. 

Is ONGC still a good bet? Sanjiv 
Prasad, analyst at Kotak Securities, 
reckons it is probably a better bet 
than the refining companies. On a 
turnover of Rs 35,450.75 crore (for 
the first nine months of 2004-05), it 
raked in profits of Rs 9,075.94 
crore. This is after shelling out the 
subsidy to the refining companies. 
Moreover, increased investments 
in infrastructure, new gas disco- 
veries, improving import facilities 
and continuing high prices are seen 
as positives for the company. 
Analysts expect the deregulation of 
the gas sector to add Rs 1,500 crore 
to ONGC's bottom line every year. 
Further, it now has permission to set 
up around 1,100 retail outlets (it set 


up its first outlet in Mangalore 
recently), which is likely to add to 
its overall growth in the near future. 
So, if you have stocks of ONGC, 
just hold on to them for dear life. 


Refining And Marketing 

The subsidy burden takes its 
highest toll on the public sec- 
tor integrated downstream com- 
panies (which refine and market 
petroleum products) such as ЮС 
(Indian Oil Corp.), BPCL (Bharat 
Petroleum Corp.) and HPCL 
(Hindustan Petroleum Corp.). 
These companies buy their crude 
either from ONGC (which bears 
one-third of the subsidy bur- 
den) or from global markets at 
prevailing international prices. 
However, they are unable to sell 
their products at market prices 
and, thus, have to bear huge 
losses. The total under-recoveries 
borne by the psus have gone up 
from Rs 9,370 crore in 2003-04 


| The Flavour Of Oil 


Overcoming Volatility 
Float To Safety 
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RELIANCE INDUSTRIES 


Total Income* 67,501.00 | 
Profit After Tax* 7,572.00 
ЕР» 54.34 
PE Multiple” 9.92 1 
Market Cap” 75,110.08 


“Figures are for 12 months ending Mar. 31, 2005 
**Earnings per share in Rs * As on May 12, 2005 
NI figures in Rs crore except EPS and PE multiple 
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INDIAN OIL 

Total Income* 1,01,274.00 | 
Profit After Тах* 3,998.46 | 
EPS** 50.07 

PE Multiple” 9.03 

Market Cap” 52,023.35 


*Figures are for nine months ending Dec. 31, 2004 
**Eamings per share in Rs e As on May 12, 2005 
All figures in Rs crore except EPS and PE multiple 
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to Rs 19,900 crore in 2004-05. 
According to the Ministry of 
Petroleum, this is expected to 
touch Rs 37,000 crore this fis- 
cal, while the oil companies put 
the figure at Rs 50,000 crore. 
And while they do benefit from 
higher refining margins of $12.15 
(Rs 534.60) per barrel, they lose 
out because they are unable to 
sell their final products— 
kerosene, diesel and LPG—at mar- 
ket prices, thus, directly affecting 
their bottom lines. 


ONGC 


. Profit After Tax* — тп 


PE Multiple” 11.29 





*Figures are for nine months ending Dec. 31, 2004 
**Eamings per share in Rs Mr e 16,2005 
NI figures in Rs crore except EPS and PE multiple 
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So, what should your appro- 
ach as an investor be? Should you 
buy, sell, or hold these stocks? 
Opinions differ, but analysts of all 
hues agree that over the long 
term, oil stocks are a veritable 
gold mine. Says Gul Tekchandani, 
Chief Investment Officer, Sun 
F&C: “Valuations are extremely 
attractive because going forward, 
there will be substantial returns 
for equity holders. The subsidy 
issue, too, should get sorted out 
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Profit After Tax* 





soon." Tekchandani's logic: these 
stocks have hit rock-bottom 
prices, and you're unlikely to get 
them at such low values later. 
The outlook for the future is pos- 
itive as well: India is an energy- 
deficient country, and demand 
for oil will certainly increase. 


Besides, all these companies have - 


strong fundamentals. 

Others are cautiously optimistic. 
Ramdeo Agarwal, Managing 
Director, Motilal Oswal Securities, 
says: "There is no significant upside 


HPCL 


777.53 


PE Multiple" 8.58 


*Figures are for nine months ending Dec. 31, 2004 
**Eamings per share inRs ө Ас оп Мау 12, 2005 
All figures in Rs crore except EPS and PE multiple 
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in the short run unless the 
government revises oil prices,” but 
admits in the same breath that it 
could well be a good time for the 
retail investor to get his feet wet 
because these stocks have already 
bottomed out. 

So, if you don’t have stocks of 
oil refining and marketing compa- 
nies, the time to get in is now. And 
if you already own them, the right 
strategy will be to hold on to them, 
despite the negative sentiments 


currently surrounding the sector. 
Among the refiners, analysts are 
most bullish on Юс, simply because 
it owns and operates the country’s 
largest crude oil and product 
pipeline network of nearly 80,000 
km. Marketing companies using 
this network have to pay 10C access 
and transit fees, thus, giving it 
another revenue stream. 

Then, there’s Reliance. India’s 
biggest private sector refiner, with 
27 million tonnes per annum of 





refining capacity at Jamnagar, does 
BPCL 
Profit After Tax* 614.40 
PE Multiple" 10.90 
"figures are for nine months ending Dec. 31, 2004 

**Eamings per share in Rs RN 2005 
All figures in Rs crore except EPS and PE multiple 
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not have to bear the burden of sub- 
sidies. Says Jigar Shah, Head of 
Research at K.R. Choksey Shares 
and Securities: “The infighting 
within the Ambani family has 
pushed its valuation down. This 
makes it even more attractive.” 
Whichever way you look at 
it, the energy sector in India looks 
good for the future. And if you’ve 
managed to stand your ground on 
slippery turf, the flavour of oil will 
be one to savour, and remember. 


DOES YOUR COMPANY 
CASH FLOW STATEMENT 


REFLECT ENERGY EFFICIENCY 
AS A SOURCE OF REVENUE ? 


You may be missing out on a bright 
business —" 





EE efficiency helps in 
Plugging Revenue Leakage... 


IREDA makes it easy with attractive financial packages 


GEE zs indian Renewable Energy Development Agency Limited 
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Overcoming 


Volatility 


The markets experienced volatility through April, but that was a hurdle 
mutual funds leapt over with ease. A BT-MUTUALFUNDSINDIA.COM REPORT. 


EY, WE BUCKED THE TREND,” MIGHT WELL BE 
Hi cheer going up in mutual fund (MF) cir- 

cles, as a volatile market through the 
month of April failed to bring down the returns of 
Mrs. The month saw the broad-based equity indi- 
ces, Sensex and Nifty, going further down com- 
pared to March; the Sensex went down from -3.29 
per cent in March to -3.35 per cent in April, and 
the Nifty went down from -3.21 per cent in 
March to 4.1 per cent in April. In contrast, mutual 
fund schemes across categories posted positive 
returns, bringing solace to investors. For example, 
diversified mutual fund schemes improved upon 
their average return of -2.35 per cent in March to 
a positive 0.54 per cent in April. The topper in this 
category gave 11 per cent return, more than dou- 
bling on its 5 per cent return in March. Then, sec- 
toral schemes gave an average of 0.31 per cent 
return, which was quite an improvement over a 
-1.3 per cent return in March. Here's the lowdown 
on the performance of various MF categories and 
leading schemes in each. 
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Annualised Annualised Annualised 
ет ШШ mon M itn ec 
HDFC Multiple Yield Fund — — 1412 Tata Dynamic Bond Fund 7.88 HDFC Cash Mgmt Fund - Savings Plus 5.42 





















Kotak соте Plus 1261 Tata Income Plusfund-RIP 728 Deutsche insta Cash Plus Fund 

HDFC MIP - LTP 11.15 Escorts Income Plan 6.92 SBI Magnum Insta Cash - Cash Plan 5.35 
AlianceMP 1090 — Tatalincomefund = m UTI Liquid Fund - Cash Plan 5.29 
PEER GROUP AVERAGE л PEER GROUP AVERAGE 

Figures are for the month ending April 30, 2005 E 
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Fund Performance 

Among diversified equity funds, Kotak Opportunities 
Fund was the only scheme to give double-digit 
returns, with 11.98 per cent appreciation in its NAV. 
With a corpus of Rs 53.34 crore, the Kotak scheme had 
its highest exposure in the pharma sector, where it 
invested nearly 12 per cent of its net assets. This 
scheme had almost 16 per cent of its total assets in liquid 
form. It isn’t just Kotak that did well, however. 
Considering that the category’s average return was 
just 0.54 per cent, all of the top five did exceptionally 
well. Sectoral schemes also saw Kotak at the top, with 
Kotak ммс Fund giving a return of 8.54 per cent, 
even leaving in its trail FMCG schemes, which were 
doing rather well. As with Kotak Opportunities Fund, 


scheme had a corpus of Rs 89.13 crore, with its highest 
allocation being in the electrical sector of about 16 per 
cent. Balanced funds category also overcame a negative 
performance (-1.68 per cent) in March to clock 0.31 per 
cent returns in April. HDFC Prudence Fund, with a 
corpus of Rs 749.47 crore, came out on top this 
month with a 4.62 per cent return. The scheme allo- 
cated 63 per cent of its corpus in equity and 28 per cent 
in the debt category. In equity, it had the highest 
exposure in Satyam Computers and a 9 per cent 
exposure in the electrical sector. 

Monthly income plans (MiPs) also did well in April, 
giving a decent 2.55 per cent simple annualised return 
on an average. Amazingly, all of the top five schemes 
gave returns of more than 10 per cent. Leading the pack 
was Reliance MiP with 15.75 per 
cent return. This scheme, with a 
corpus of Rs 257.84 crore and 
Absolute an average maturity of 2.21 years 


m O ы mums (8) ^ (907 days), had an asset allocation 
Sape mefud — ; Kotak MNC Fund _ 854 of 18.59 per cent in equity and 32 
SBI Magnum Sector Umbrella - Emerging 8.51 Reliance Media & Entet. Fund 1594 per cent in debt, and had a huge 
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Figures are for the month ending April 30, 2005 


Kotak ммс Fund also had huge exposure in the pharma 
sector of more than 27 per cent, followed by 13 per 
cent in the electrical sector. What gave the scheme 
the boost needed to reach the top of the category was 
the almost 9 per cent allocation of its corpus of Rs 67.94 
crore in Siemens. 

Among tax-saving (ELSS) schemes, though, SBI 
Magnum Tax Gain Scheme 93 made it a hat-trick at the 
top with returns to show in April of 10.75 per cent, 
nearly double that the second-placed scheme, HDFC 
Long Term Advantage Fund. The category did well 
overall, with the average return at 1.33 per cent, 
against -2.33 per cent in the last quarter. The SBI 


48.5 per cent as cash and equiva- 
lents. Income funds, though still in 
positive territory, saw their cate- 
gory average go down from 3.68 
per cent in March to 2.72 per 
cent in April. The rank holders, 
though, did quite well, with uri 
Bond Fund topping with 11.96 
per cent return, and the others 
returning over 6 per cent. The UTI 
scheme had a corpus of Rs 534.86 
crore, and an average maturity of 
2.96 years (1,080 days). 

Returns from liquid funds are 
generally stable and range-bound, 
and so it was this time as well, 
with the category average at 4.98 
per cent for the month of April. 
The top five ran each other pretty 
close, all returning above 5 per cent, with uri Liquid 
Advantage Fund taking top slot with 5.81 per cent 
return. The scheme had a corpus of Rs 14.39 crore, and 
an average maturity of 205 days. 

With the markets remaining volatile in April, not 
many IPOs were seen, but the AUM (assets under mana- 
gement) of the MF industry rose by over 5 per cent to 
cross Rs 1,55,000 crore. An increase in the corpus of 
equity as well as debt schemes contributed to this 
growth. Now, as the markets have begun to show 
signs of settling down, the MF industry can look forward 
to reaping the rewards of a hard-won battle, which 
could well translate into fatter returns this month. 
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To Safety 


With interest rates in turmoil, income funds are a no-no. Floating rate funds 
and liquid funds appear better bets for the short term. BY SHILPA NAYAK 


their toll on income funds and their investors. 

The first half of the year was a veritable blood- 
bath with negative returns, but the second half saw a 
partial recovery with income funds averaging a 4-6 per 
cent return on the back of corrective steps taken by fund 
managers to check capital losses. Still, it’s probably 
not the right time to put your money into income 
funds; you'd do better to look at other avenues. Here's 
a primer on how to reallocate your portfolio to maxi- 
mise returns from your debt investments. 

Fund managers are looking at short-term funds to 
tide over the current crisis. Says Nilesh Shah, cio, 
Prudential ICICI Mutual Fund: “We have been recom- 
mending for the past few months that debt investors 
should look at short-term funds such as liquid 
funds/floater funds/short-term bond funds." These 
funds largely seek to offer capital protection to investors. 
For those debt investors who want capital appreciation, 
Shah recommends monthly income plans (mips) that 
offer some equity participation as well. 

Then, to handle an environment where interest 
rates are on an upturn (courtesy, the unexpected reverse 
repo rate hike by the RBI as also the upward bias in inte- 
rest rates in the US), specifically designed products 
such as blended or flexi-debt plans work well. Prudential 
ICICI'S blended plan, for example, is one such that has 
been essentially made for parking short-term funds 
and is expected to offer returns similar to liquid funds. 

How do you then distribute your portfolio? Advises 
Sandesh Kirkire, cio (Debt), Kotak Mutual fund: “It’s 
best to restrict income fund holding to between 10 and 
20 per cent, with the balance being distributed over 
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THE FLOATING ADVANTAGE 

Extreme volatility can be seen in the returns of income funds, 
but floating funds and liquid funds have held steady. 

Income Funds ne AER E 
Scheme Name 

UTI Bond Fund _ А ылу) 22952 

LIC Bond Fund 5.94 


Prudential ICICI Income Fund-IP 
DSP ML Bond Fund-Retail Plan _ 
Templeton India Income Fund 3 


Floating Funds 


Scheme Name 
DSP ML Floating Rate Fund 
Birla Floating Rate Fund-LTP 








JM Floater Fund-STP 
Grindlays FRF-STP-Plan C-Super IP pends 





Liquid Funds 

Scheme Name 

Alliance Cash Manager-IP 534 
UC MF Liquid Fund — 5.20 
Kotak Liquid-Institutional Premium Plan _ _ 531 
Prudential ICICI Liquid-Institutional Plus — _ 9497: 
Birla Cash Plus-Institutional Premium Plan 5.27 


Figures are simple annualised returns in per cent 


floaters, flexi-debt and short-term funds.” Shah, on the 
other hand, suggests a distribution of 60-65 per cent to 
liquid/floater/short-term debt funds, 20-25 per cent 
to dynamic bond funds or blended plan schemes, and 
up to 10 per cent in income funds. As for increasing 
allocation in income funds, do it “only when the 10-year 
yield is close to 7.5 per cent", says Shah. @ 





Total Business 


— Total Dividend 


* The Bank has 605 branches covering 70% of 
the business, across 157 centres under 
Core Banking Solution. 


* The Bank offers On-line Railway Ticket 
Booking facility through its internet banking 
facility. 





агаа Ҹә зї feu 


ACS ON, ACA alae 


Total business crosses 
Rs. One lakh crore. 
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Rs. 61,831 crores 
Rs. 41,103 crores 


Rs. 1,02,934 crores 





35% 





Rs. 719 crores 
2.64% 

12.09% 

Rs. 4.01 crores 
Rs. 15.64 





Milestones 2004-05 


The Bank has launched Union e-remit as a 
web-based remittance product for NRIs in USA 


* The Bank's ATM network has reached 400 


The Bank is a member of the "Cashtree" 
network, giving customers access to 
an additional 1200 ATMs 


Union Bank of India 
Good people to bank with 
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REHIRING MANIA 


Stretch [ies Are In 


Companies are starting to rehire ex-employees as a matter of policy. 


How come? BY SUPRIYA SHRINATE 


IGID TIES TEND TO SNAP. ELASTIC TIES, HOWEVER, 
Re to behave like stretched strands of moz- 

zarella cheese—thinning out as they’re pulled 
apart, only to swing back with full force when left to 
themselves. And as companies across India compete for 
talent, they discover the wonders of the elastic 
employment model. 

Who better to hire than somebody who can be 
swung back with a tug or two? Somebody, that is, 
who has already worked—and worked well—with the 
company before? It’s a thought that strays into every 
HR manager’s mind every now and then. 

Ah, but rehiring ex-employees as recruitment 
policy? Now that’s new. Ever heard of a ‘rehiring tar- 
get’? Now that’s newer still. 





Months after leaving Sapient, Jain is happy 
to be back with his old company 
ARIHANT JAIN/ Manager (Technology)/ Sapient 





Rehiring Old Hands 

Arihant Jain, 28, quit Sapient Technologies in May 
2002 for the oldest reason in the world: more money. 
This was available at another IT firm, so to another I1 
firm he went. On its part, Sapient sighed, let go, and 
kept track. In about eight months, Jain was back, and 
is happily working now as Manager (Technology) at 
Sapient, which is proud of being among the few com- 
panies in India that proactively track, engage and get 
back past employees. 

It happens at higher levels too, where ‘loyalty’ is assu- 
med to be a big issue. Nachiket Sukhtankar, Associate 
Partner, Accenture, quit his job for a plum rr offer 
abroad in 1999, and made the “trip right back" in 
2002, whilst the consultancy made the transformation 





“| was made to feel like an asset and that 
made the return easy” 
SRIRAM RAJARAM/ Head (Shared Services)/ Virtusa India 
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from Andersen Consulting. The work 
opportunity took precedence over 
past ponderables. Sriram Rajaram, 
Head (Shared Services), Virtusa India, 
quit in March 2004 only to rejoin in 
December the same year, “I was made 
to feel like an asset,” he recalls, “and 
that made the return easy.” 

All this is enabled by a sense of 
enlightened self-interest. The heat of 
the market battle is such, you see, 
that petty points of personal friction 
cannot be allowed to act as a drag 
on business. Net result: the rancour, if 
any, of a departure dissipates quickly, 
making way for a rehire plan. 


Strategic Exit Plans 
If it’s the market that’s in charge of 
allocating resources, why think of 
human resources as an exception? 
One answer is that people are people. 
Unlike inanimate inputs, they have 
their own likes and preferences, espe- 
cially so of workplaces. But still, just 
where a person is best placed to gene- 
rate value could depend on market 
factors—and so a person who does 
well at one firm may go out, try other 
options, and still find the original 
employer to be the best bet. 
Companies themselves have their 
own reasons to favour rehires. The 
biggest one: a rehire is pre-adapted to 
the company. “It makes business sense 
to rehire,” says Rahul Verma, Director 
(HR), Accenture India, “as one can tap 
into the expanded knowledge base 
of an ex-employee, while he remains 
integrated with the value system.” 
Says Soumya Banerjee, УР and 
Co-MD, Sapient India: “Rehires are 
better culture fits, integration is 
smoother, and they are productive 
from day one. Besides, they get a new 
perspective, which is a value-add.” 
Adds Jagdish Bapat, Director (HR), 
Virtusa India: “Internally, rehiring 
sends a positive message—it works 
in favour of the brand image.” Often, 
guys who rejoin value the company 


more than before. “Attrition amongst 
those who are rehired is greatly 
reduced,” says Prem Kumar, Head 
(HR), Tata Interactive Systems, 
“because people are well versed with 
other places.” 

No wonder companies such as 
TechBooks and Virtusa find rehires 
making up 5-7 per cent of their 
annual intake, and they want to see 
that proportion enter double digits. 
This means using exit interviews as a 
strategic tool—to lend an amicable 
tone to the separation, obtain volun- 
tary membership of an ‘alum net- 
work’, and open a communication 
channel that can sense satisfaction 
(or lack thereof) and send feelers. 

The idea has proved so successful 
that firms that once took a no-com- 
ing-back stance to deter departures 
are having a good rethink. 

Canon India, for example, 
dumped its old policy because it was 
not doing its job as a retention tool. 
“We realised that the policy was an 
impediment in getting back some of 
the good people we had lost,” says 
Suresh Sahu, Senior Director (HR), 
Canon India, “and that is when it 
was decided to proactively track our 
ex-employees.” 


Watch Shifting Sands 

Rehiring activity must be handled 
with care, though. “Companies need 
to recalibrate expectations,” says 
Bhaskar Das, Head (HR), Cognizant 
Technologies, “for one may carry 
residues of the old set of expecta- 
tions, which may make it difficult to fit 
into the new roles.” Also, badly mana- 
ged rehirings—at gigantic salary 
jumps—could result in those who 
stay put feeling awfully let down. But 
then, loyalty is not a thing of open- 
and-shut simplicity any longer. “After 
all,” says Lopamudra Banerjee, GM 
(HR), TechBooks, “one ends up losing 
only the good people, and it makes 
sense to get them back.” 
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____a departure dissipates, making way for a rehire plan 
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COUNSELLING 





Гат a 26-year-old from a small town working as a program- 
mer at a top-level IT company. The people | work with are 
well groomed, sophisticated and are both culturally and 
academically aware. My problem is that at times | feel like 
a misfit amongst my peers. When conversations revolve 
around issues outside our academic domain, | feel like an out- 
sider. І can't get over the fact that | come from a slightly 
‘backward’ milieu. What can | do to overcome this? 

We all need to constantly improve on various aspects. 
For you, it is about gaining exposure to aspects that 
eluded you in a small town. That's not something 
that can't be done; it can come through reading 
magazines and books, watching relevant programmes 
on TV, and improving your grooming. You could ask a 
friend or colleague who is well groomed to help you 
shop for your clothes. Since no one else feels that you 
are inferior, you have already been accepted by other 
members of the group. What you need to do is accept 
the way you are, and soak up some stuff that you feel 
is important and relevant. 


| am a 34-year-old chemical engineer with over 10 years 
experience in various process industries. | also have manu- 
facturing experience in distilleries, resins, polymers and 
specialty chemicals, and exposure to quality management sys- 
tems. Currently | am working as a middle-level manager at 
a reputed MNC, but am keen to take up a job in the oil 
industry of the Middle East. Will my current experience 
and qualifications suffice for a good job, or do | need some 
additional degrees? Please advise. 

Ten years of quality experience can get you a job any- 
where, including in the Middle East, but here you 
need to know that as far as the Gulf is concerned, 
there is a lot of competition and probably not as many 
jobs. So, go through ads for positions that may be 
relevant to you; if you find yourself falling short on any 
aspect, you can concentrate on bettering that. Also, you 
haven't mentioned why you are only looking at the 
Middle East. The job scene in India has improved 
beyond recognition, even in your industry, and there's 
no reason why you have to look abroad for bettering 
your career prospects. 





HELP 
TARUN! 


| am a 27-year-old with a degree in mechanical engineering 
and an MBA (marketing) from a second-rung B-school. | work - 
for an MNC industrial equipment manufacturer. My job 
involves dealing with corporate customers and achieving sales 
targets. Given my experience, | want to develop a career in 
strategy consulting at one of the top global consulting firms. 
I've applied to a few, but am yet to receive a positive reply. 
Does an MBA from a second-rung school place me in bad 
light? What attributes/ skills would these firms look for? 
Unfortunately, there is a bit of “classism” in the major 
consulting companies. Most of them prefer MBAs only 
from the top institutes. Usually, the experience profile 
they look for is more in the planning area than sales. 
Also, it is not that they recruit by the dozen, so the 
openings are few and the applications may be many. In 
such a scenario, it may be difficult for you (but not 
impossible) to fulfil your ambition. Persist with your 
efforts for some time. If it doesn’t work out, you 
could try and get another MBA from a top-tier 
B-school, or choose another career path. 


| am a 38-year-old working for a company involved in deve- 
loping, selling and supporting scientific computer software. 
When | joined work, we had a talented and motivated 
team. But after a new manager took over, employee morale 
noticeably declined. As customer services manager, | am res- 
ponsible for fast, accurate delivery of software and rapid res- 
ponse to customer queries. However, the new manager refu- 
ses to value my work. This has taken a toll on my health, and 
is destroying my self-esteem. What is the recourse? 

This is something that can happen to anybody, and it is 
certainly not a reflection on your skills. You have to learn 
to manage your boss; that's part of your job. You can- 
not let this destroy your self-confidence and health. Keep 
doing your work sincerely. If the situation gets unbea- 
rable, and other people in your department also feel the 
same way, you can always speak to someone higher up 
or to the HR head. However, try and have a back-up 
option in terms of another job lined up. This will help 
boost your confidence as well as act as a fall-back 
option in case your talks don't bear fruit. Remember, 
when the going gets tough, the tough get going. 


Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jhandewalan Extn., New Delhi—1 10055. 
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automotive systems 


Behind every 
successful 
woman 
there is... 


Freedom of thought 


N 


Drive to go 
beyond limits 





Deepa Pathak. Vice President - Corporate Communications 


) An inspiring employer... 
/ / 


...Anand. India's front-line manufacturer of automotive components and systems. 


For the second year in succession, it 
has been rated among the top 25 
‘Great Places to Work’ in India. 


And what drives Anand is the 
commitment to nurturing its people. 
Education and development are an 
integral part of the Group culture and 
its people are provided various 
opportunities, including exposure to 
international practices through 
secondments to its global partners 
besides world-class knowledge and 
skills at its corporate university, 
Anand-U. 


> Sales Rs.18 billion 217 companies 


> 5,300 employees 


Says Deepa Pathak, a member of the 
senior management team and the first 
woman Vice President in the Group, 
“It's the trust and empowerment 
I've enjoyed in my || years at Anand 
that have helped me grow as a 
professional." 

We require: 

Women Professionals for manufacturing 
operations at our plants in Pune, 
Nashik, Chennai, Hosur, Gurgaon and 
Parwanoo. 

Job Profile: 

Managing plant activities and improving 
operational efficiency . 


»l0JVs — »i3TLs 


Eligibility: 

Engineering Graduates below 35 years, 
with 5-year work experience. Women 
with Science / Maths background may 
also apply. 

Please forward your CV along with 
a photograph within 15 days to: 
Geeta Nanda, Executive Assistant to 
the Chairman, at 


g.nanda@anandgroupindia.com 
For more on Anand, visit: 
www.anandgroupindia.com 








» 37 manufacturing facilities across B states 
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Shilpatsi 


Our client, Ingersoll Rand (India) Limited is a part of a leading FORTUNE 500 American Company. 
The company is into industrial products and solutions and markets a range of products covering 
various industries in India and abroad. 


The company would like to recruit a Head Sourcing for components and systems for its global 
operations from India. The sourcing potential is estimated at Rs.1000 crores per annum. 


SHILPUTSI CONSULTANTS have been retained to recruit 


HEAD - STRATEGIC SOURCING 
(BANGALORE) 


The Job :  Thejob requires creating a strategic vision, developing sourcing policies and initiatives 
and executing them. The incumbent will be responsible for developing vendor selection 
criteria and processes, negotiating agreements and establishing Service Level 
Agreements. He/she would develop greenfield vendors, maintain best practices and 


ethical standards and develop a “best in class” team. 
The incumbent will work closely with internal customer divisions. 


Qualifications : Degree in engineering with at least 15 years of experience in sourcing with an engineering 
company. He/she should be familiar with purchasing systems, e-procurement and e- 
RFP. 


Remuneration : Remuneration will be most competitive and will not be a constraint in recruiting the right 


person. 


Expressions of interest alongwith detailed profile should be emailed immediately to shilputsi@ shilputsi.com 


with "Head — Strategic Sourcing" in the subject column or mail to: 


Ms. Pratibha Sheth 
Shilputsi Consultants 
Post Box 19172, 
Mumbai 400 025. 
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Healthcare 
Management 


Face it: itis now a management job. 





Managing health: Hospital managers at Indraprastha Apollo 


T ONE TIME, HOSPITALS WERE RUN EITHER BY OWNER- 
octors or bureaucrats. But as private sector health- 
care marks its large-scale presence in India, running a 
hospital is set to become a specialisation of management 
more than anything else. “In the us,” says Anne Marie 
Moncure, MD, Indraprastha Apollo Hospital, New 
Delhi, a B-school graduate from North Carolina herself, 
“it’s only graduates armed with hospital administration 
degrees or B-school graduates who look after the 
management of hospitals. The concept there is that 
management graduates working in tandem with medi- 
cal experts proves a much stronger combination.” 
“The skills required to be a doctor are very different 
from the ones required to run a hospital cost- 
effectively,” concurs Barun Kanjilal, Dean (Academic 
Affairs), Indian Institute of Health Management 
Research (HHMR), Jaipur, which offers specialised 
courses in hospital management, as do Tata Institute of 
Social Sciences, Apollo Institute of Hospital 
Administration, Hyderabad and Devi Ahalya University 
in Madhya Pradesh. In the clear light of day, it's 
obvious—if a little late. 
INDRANI RAJKHOWA 
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Call Of 
The Wild 


Survival ideas for career conservationists. 


CAREER IN WILDLIFE CONSERVATION, WENT THE OL' 
AM. was good only for those keen on a survival 
struggle—to feed one's self. Well, with Corporate 
Social Responsibility (CSR) in the air, a corporate career 
as a conservationist is not an absurdity any more. A 
Masters degree in environmental science could get you 
a company job starting at Rs 12,000 per month. Or 
even research projects from wildlife organisations. 

“We need to get more professionals and actively 
engage the bright sparks of the country in conserva- 
tion," says Anisha Singh, Director, Network Services 
and Supporter Relations, wwr-India. Yet, *Con- 
servation is not a remunerative field—it's more of a 
passion," cautions Bitapi Sinha, Reader (Conservation 
Education), Wildlife Institute of India (wm, who gets 
"at least four-to-five e-mails daily from kids wanting 
to be conservationists". Survival for conservation- 
ists, then, depends on their own ingenuity: using a sub- 
scription blog, for example, to deliver ground infor- 
mation that can only originate from a truly passionate 
conservationist. Such web-sensitisation could eventually 
kill market demand for poached products. W 
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Tiger conservationist Valmik Thapar: Conservation in the air 
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Senior Management Jobs 


Tata Chemicals Ltd. 
Head of Business Development 
T s Location: Mumbai 
Te ese э оз: 
Job ID: 29852469 


LabVantage Solutions Pvt. Ltd. 

Human Resources Manager 
Slana Location: Kolkata 

Job ID: 29708584 


ReadiMinds 

International Alliance Manager 
QReadiMinds Location: Bangalore 

Job ID: 18678264 


Abyss & Horizon Consulting Pvt. Ltd. 
AVP-HR(ITES) 

лата онгох Location: Mumbai 
Job ID: 29344053 


Oracle India Pvt. Ltd. 
Product Managers 
ORACLE Location: Hyderabad 
| Job ID: 29651164 


HOW TO APPLY FOR THESE JOBS: 

|. Logon to www.monsterindia.com 

2. Click on “Search Jobs” link 

3. Type the job ID number in the “Keyword Search" field 
4. Click the "Search Jobs” button 


Robertson Executive Search 
Secretary General 

— Location: Mumbai 
Job ID: 29390092 


TMI Network 
Head Training 


Location: Mumbai 


Job ID: 29346901 


Zenta Limited 
Manager Quality Process 


ze nta Location: Mumbai 


hip b (uq ning ° Job ID: 29721630 


Parsec Technologies Limited 
Head Technical Support & Projects 


* 
Pg Location: Gurgaon 
Job ID: 29418901 


Newgen Software Technologies Ltd. 
Country Manager 
EW Location: New Delhi 
REM VGEN Job ID: 28741135 


© monster.com 
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Birlasoft Limited Aakit Technologies Pvt. Ltd. 
Multiple Siebel Opportunities SAP (HR) Functional Consultants 
S Birlasoft Location: Delhi AANT тестова м Location: Mumbai 
Experience: 2 - 5 years Experience: 2 - 5 years 
Job ID: 29997225 Job ID: 29718270 
Eureka Technocrats Pvt. Ltd. Afila Tech India Pvt. Ltd. 
Oracle Financials (Technical) y | Test Engineer - DVT 
RE 1 Location: Hyderabad А Afila Location: Bangalore 
Experience: 2 - 5 years Experience: 2 - 5 years 
Job ID: 29692950 Job ID: 29571559 
Six Sigma Soft Solutions Direct Information Pvt. Ltd. 
C++ Shell Programmer PHP Software Design Engineers 
Me Location: Bangalore Direct 7 Location: Mumbai 
Experience: 2 - 5 years ” Experience: 2 - 5 years 
Job ID: 29844395 Job ID: 29996593 
CGI Systems & Management Consultants Airvana India 
“в Software Engineers - Delphi R&D Engineer 
"Aid CGI Location: Mumbai Kirvana Location: Bangalore 
Experience: 1 - 4 years Experience: 1 - 3 years 
Job ID: 30077032 Job ID: 29996681 
CEI India Pvt. Ltd. Aithent Technologies (P) Ltd. 
Lotus Notes Senior Developer Sr. Developer/Team Lead/Project Lead 
Location: Chennai O ArrHent Location: Delhi 
Experience: 2 - 5 years Experience: 5 - 7 years 
Job ID: 29961176 Job ID: 29960622 


Вои TO APPLY FOR THESE JOBS: 


Logon to www.monsterindia.com 
Click on "Search Jobs" link mons rer. com 
. 


"Type the job ID number in the "Keyword Search" field 
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Hewlett Packard / НР- India 
Finance Manager 

Location: Delhi 

Experience: 6 - 8 years 

Job ID: 29982764 


BPL Mobile 
Executive Accounts 
Location: Mumbai 
Experience: 2 - 5 years 
Job ID: 29959250 


IDBI Bank Ltd. 
Branch Head 


А Location: Goa 


Experience: 6 - 12 years 
Job ID: 29920805 


SLR Ranbaxy Ltd. 
Accounts Officers 
Location: Mumbai 
Experience: 3 - 4 years 
Job ID: 30038234 


Core Det pone Care ter военные 


Anagram Stockbroking Ltd. 
Equity Dealer 

GETNINIIDD Location: Mumbai 
Experience: 2 - 5 years 
Job ID: 29846199 


HOW TO APPLY FOR THESE JOBS: 
|..Logon to www.monsterindia.com 
2. Click on "Search Jobs" link 


3. Typethe job ID number in the "Keyword Search" field 
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3P Consultants 

Head Finance 
AEE Location: Mumbai 

Experience: 15 - 20 years 

Job ID: 29961506 


efunds 

Senior Financial Auditor 
ШЕШШ Location: Gurgaon 

Experience: 7 - 10 years 

Job ID: 29957954 


Frost & Sullivan India Pvt. Ltd. 

Accounts Assistant 
Location: Mumbai 

Experience: 1 - 2 years 

Job ID: 29887984 


Aditya Birla Group 
General Manager - Finance 
Location: Mumbai 
Experience: 10 - 15 years 
Job ID: 29847639 





ABN AMRO Bank N.V. 
Business Banker 

(v ABN:AMRO Location: Chennai 
Experience: 1 - 2 years 
Job ID: 29674266 
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Break Thru Appointments 
Marketing Manager - Silicone Sealants 
Location: New Delhi 

Experience: 5 - 7 years 

Job ID: 29025990 


Sanmar Group 
Engineer - Sales 
Location: Chennai 
Experience: 2 - 5 years 
Job ID: 29992345 


The Human Capital 
Regional Director Of Sales 
Location: Bangalore 
Experience: 10 - 15 years 
Job ID: 29509149 


Citixsys Technologies 
Business Manager 
Location: New Delhi 
Experience: 2 - 5 years 
Job ID: 28858533 


Arasan Chip Systems 
Sales Engineer 
Location: Bangalore 
Experience: 1 - 2 years 
Job ID: 26220762 
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SumTotal Systems India Ltd. 
Inside Sales Analyst 

Location: Hyderabad 
Experience: 1 - 2 years 

Job ID: 29840603 


Microsoft SMSG 
Strategic Security Advisor 
Location: New Delhi 
Experience: 8 - 10 years 
Job ID: 29838877 


Spica Elastics Ltd. 
Sales Coordinator 
Location: Pune 
Experience: 2 - 5 years 
Job ID: 29915333 


Netscribes India Pvt. Ltd.. 
Manager-Sales & Business Development 
Location: Mumbai 

Experience: 2 - 5 years 

Job ID: 29845839 


Intel 

Channel Platform Manager 
Location: Bangalore 
Experience: 2 - 4 years 

Job ID: 29814330 
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BONONOMICS 101 


Surjit Bhalla on Sachs’ pitiful poverty priority, plus quick reads on customer mania and VAT. 


N THE END OF POVERTY: ECONOMIC 

Possibilities For Our Time, 

Jeffrey Sachs documents the ‘end 
of poverty’ scenario with passion 
and conviction. It is a universal 
dream, much like the dreams 
encapsulated in rock music, from 
the Beatles to U2. Sachs makes three 
major points in defence of the 
dream that now is the time poverty 
can be ended. 

First, that the aid provided by 
donor countries in the past was 
inadequate; second, that the way 
the aid was channelled was inap- 
propriate; and third, that “new” 
policies are necessary. 

In essence, time for a “new” 
order, and, more money. Sachs 
asserts that today only 0.6 per cent 
of the rich world's GDP is needed to 
eradicate poverty. Since for decades 
the rich have agreed, in principle, to 
give aid equal to 0.7 per cent of 
GDP, the end of poverty can happen 
on our beat. 

Sachs recognises that aid has 
not been fruitful in the past. But 
his answer: we need more aid! How 
much more: roughly double the 
present $60 billion (Rs 2,64,000 
crore). But this time, we are assured, 
if directed towards infrastructure, 
education, health, governance, the 
result will be different. But that's 
precisely what the World Bank 
etcetera have been doing since 
inception 60 years ago. So what 
does the present (and past) $60 bil- 
lion-a-year not achieve that the new 
$120 billion (Rs 5,28,000 crore) 
will achieve? 

Sachs does not have the answer, 
but he has the faith. One has come 
to expect significant value-addition 
from Sachs. But his book is mostly 
a case of value-subtraction. Why 
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Poverty amidst plenty: But is a doubling of aid really a solution to the crisis? 


THE END OF 


POVERTY 
ECONOMIC POSSIBILITIES 
FOR OUR TIME 

By Jeffrey D. Sachs 
Penguin 

PP: 396 

Price: Rs 792 





this harsh conclusion? 

Let's look at Sachs's analysis, 
diagnoses and policy conclusions— 
the clues are the heavy recycling of 
old, old ideas. Analysis: *Even 
though life-saving solutions exist... 
these families and their govern- 
ments simply lack the financial 
means to make these crucial 
investments". Diagnosis: “The 
chronic lack of donor financing 
robs poor countries of their poverty- 
fighting zeal.” Solution: “When we 
get practical, and speak of invest- 
ments in specific areas—roads, 


power, transport, soils, water and 
sanitation, disease control—the task 
is suddenly a lot less daunting... As 
I have stressed repeatedly, the actual 
transfer of funds must be based on 
rigorous, country-specific plans that 
are developed through open and 
consultative processes, backed by 
good governance in the recipient 
countries, as well as careful moni- 
toring and evaluation”. 

Since Sachs quotes fellow travel- 
lers of the poverty industry, PI 
(examples: World Bank, United 
Nations Development Programme) 
so approvingly, he should know 
that “rigorous analysis, consulta- 
tive process, good governance, 
country-specific plans, mothers’ 
milk” etcetera are precisely what 
the PI has done for the last 40 years, 
and claims it will do for the next 
fifty. (Ending poverty is a never- 
ending process). But is that reason 
enough for the rich countries, or 
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40,47,000 PEOPLE 
MAKE SENSE OF 
INDIA EVERY WEEK. 


WHAT ABOUT YOU? 


India Today helps you make sense of politics, economy, 
agriculture, people, careers, sports, entertainment, trends 
and the world around you. It shows the way for other 
magazines by remaining the No.1 for over 29 years. It stands 
for what India is today to 40,47,000 readers (source: IRS R1, 
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bt bookend 


anyone for that matter, to double 
the aid money? And along the way, 
to increase allocations to interna- 
tional agencies by 50 per cent, to 
$15 billion (Rs 66,000 crore) a 
year? No. But Sachs says ‘yes’. 
(Presumably, more aid for the wolf 
will ensure better teeth for better 
treatment of poor, poor Snowblack). 

The question remains: how suc- 
cessful has aid actually been in 
reducing poverty? In 1987, world 
poverty was 28 per cent of the 
world’s population. After 14 years 
of robust growth, both in develo- 
ping country GDP (especially Asia) 
and in aid, poverty has been brought 
down to only 24 per cent; that is, a 
cumulative pace that did not even 
exceed population growth! Now I 
believe these numbers vastly 
understate the decline in poverty, 
and that growth worked rather well 
in reducing poverty. Considerable 
evidence also exists to at least hint at 
the possibility that aid was not 
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ay that ran Piza Haan Taco ваї 
Ж _ Ken Blanchard, the celebrated author of the One Minute 






r series and his 


ILLED. AS “THE ULTIMATE 


Wege no less than Tom Peters, 


effective. So what's the case for 
more of the same? 

The poverty industry advocates 
a virtuous circle for themselves and 
a vicious cycle for the poor. The ri 
claims that but for them, the poverty 
problem would be even greater. 
That they have spent money only to 
help—so what if large amounts 
went to create jobs, and rich 
incomes, and rich pensions in the 
West. At least, the goal of the 
anointed, by the anointed, and of 
the anointed, was noble. Success 
was not possible because there 
wasn't enough money. Double the 
money, and follow the same poli- 
cies, and Sachs assures us, the per- 
formance will also double. Which, 
on a low base of past performance, 
will not be enough to reduce 
poverty by much; and then the PI 
experts will argue for yet more 
money. Keeps everyone in business, 
and happy to be doing something, 
anything, to help the poor. 


services book’ by 


advocate a common 





This book is about the end of 
nightmares. The difference between 
Sachs and others who share his 
vision (difficult not to share it— 
how can one be opposed to waking 
up each morning to a “beautiful 
day”?) is that it is indeed okay, even 
desirable, for rock star Bono (who 
writes the foreword) to set the pace 
for our dreams. Rock stars are 
allowed, even expected, to be 
idealistic. And Bono deserves all 
the accolades for his music, and for 
his fight for the downtrodden. Alas, 
the same cannot be said of Sachs. 
Economists are trained to be realists. 
The advocacy of dreamonomics or 
Bononomics is not something 
expected of an economist, let alone 
a star economist. [m 

SURJIT BHALLA 

The reviewer is the author of 
Imagine There's No Country: 
Poverty, Inequality and Growth in 
the Era of Globalization, HE, 
Washington, 2002 


VEN AFTER 10 
i and cou- 
ntless jaw-jaw ses- 
sions, India's state- 
level value-added 
tax, or VAT, con- 
tinues to elude 
national consensus. 


It has been witness to the rise and fall of 


many a government portraying it as a good 
way to simplify taxation and curb black 


| sense as common practice approach here. Treat customer- 

REND A Rs d Comis tani seco A cn 
pany, and then they in turn will treat customers as the 
most important people in the world. And just how? 
Understand people involved with your business-customers, 
suppliers, franchisees, employees and investors. And if 
that sounds too simple, even simplistic... well, it is pretty 
much so, say the authors. 

Spelling out a four-step formula, rooted in Yum's expe- 
rience in turning itself from a lacklustre entity five years ago 
to a hot-and-happening company today, the book explains 
how to build a customer-focussed company. The good 


part: the book does not fight shy of asking tough questions. 
SHAILESH DHOBAL 


money, without actually implementing it. 
Finally, on April 1, 2005, it was acti- 
vated in most states, but it is still not VAT as 
the international community knows it. 
Popular ignorance of vaT has been a hurdle, 
as also resistance from small shopkeepers. 
Here, Kul Bhushan, former editor of Tbe 
Nation, presents a VAT primer that cuts out 
all the jargon. Step by step, the book takes the 
reader through how to calculate and pay 
it, with a few light-hearted quips along the 
way. The 100 Frequently Asked Questions 
on VAT are a help as well. 
ASHISH GUPTA 
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The World According 
_ To Genes s 


BY KUSHAN MITRA 





SANJOY GHOSH/OUTLOOK 


s” 


a m 


IBM's Royyuru: He's trying to tell which way our ancestors went, and how we came to be here 


JAY ROYYURU COULD SOON KNOW MORE ABOUT YOU 
than you yourself do. The man—he is from Andhra 
Pradesh in India, is married to a Bengali and works 
for IBM in the Us—heads the Computational Biology 
Center at IBM’s Thomas J. Watson research lab in 
New Jersey and is Big Blue's pointsman for the Genographic 
Project, a collaborative venture with National Geographic 
Society that seeks to use genes to map the movement of the 
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human race out of Africa. 

If, as science has proved, all of us have descended 
from, eventually, one couple that lived a few million 
years ago in what is now Africa, we must all be related. 
Mapping that relationship, and understanding how 
the migration of the human race happened (for instance, 
why do tribes in the Andamans and the Australian 
outback share the same physical characteristics as 
those in deepest Africa?) will, apart from providing an 
entire generation of scientists with jollies, help us 
know a bit more about our unknown past. 

Royyuru’s task has been rendered difficult by globa- 
lisation and could soon be impossible; the increasing 
number of cross-cultural and cross-border marriages will 
soon result in a majority of the human race displaying 
the same kind of genetic profile. Which is why Royyuru 
and his team are seeking out indigenous peoples like the 
Intuits in the Arctic region and the Pygmies of equatorial 
Africa. “These people have been isolated from modern 
society to a large extent,” he says. “Their genes will be 
similar to that of their ancestors who migrated to that 
part of the world when they did.” 

How does one map out what routes the early hum- 
ans took to be in places where we are today? The 
answer lies in DNA mutations. Each of us has a unique 
set of attributes that comes from our genes (each par- 
ent contributes half of the child’s DNA and these com- 
bine to give us a new genetic combination). However, 
the Y chromosome, which only males possess, does not 
recombine and remains unchanged, except for random 
mutations. Similarly, the woman passes mitochondrial 
DNA to her children and this also does not recombine. 

Royyuru and his team will study the random muta- 
tions in the DNA, called markers. If the mutation can be 
tracked to a particular region, then the geneticists can 
track the routes taken by early humans as they trekked 
from Africa to Asia and Europe. The project also seeks 
public participation in the form of DNA samples. Those 
interested can log on to Genographic Project’s web site 
(www.nationalgeographic.com) and buy a special kit 
($99, Rs 4,356, plus postage). The kit allows you to take 
a sample of your DNA (a cheek swab) and submit it 
through a secure channel. To maintain anonymity, a 
person is identified only by his/her kit number. Results 
of the DNA sample can be tracked on the web site. 
Come to think of it, Rs 4,356 is a small amount to pay 
to find out where you are from and how you got to 
where you are. IBM and NatGeo may well give a 21st 
century spin to existentialism. 





Samsung's 


New Mobile 


AM A NOKIA FAN, BUT THIS TIME 1 AM SINGING А 
Е tune. Rated as the world’s ‘best mobile 

phone’ by the 3GsM World Congress held at 
Cannes in February, the Samsung D500 made its 
India debut at the recent Lakme India Fashion 
Week in New Delhi. 

The handset combines modern functional design 
with a smooth slide-up style. The LCD screen, 
which uses ТЕТ technology, is bright and clear. 
But then, Samsung does own some of the best LCD 
plants in the world. 

The other features include an MP3 player, 
camera with resolution of 1.3 mega pixels (you can 
take good pictures even with unsteady hands), 
video-recording, messaging, e-mail, Bluetooth 
and advanced technology for enhanced voice 
clarity. This new tri-band has 96 MB of user mem- 
ory and supports messaging in several Indian lan- 
guages like Tamil, Marathi, Bengali, Gujarati, 
Hindi, Kannada and Punjabi. 

On the flip side, the phone is a tad too small and 
can be inconvenient to handle. For a phone that is 
supposed to make a lifestyle statement, the shiny 
plastic looks tacky and takes the shine off the mod- 
ern sleek look. Also be warned: 
if your Samsung D500 starts 
ringing in the middle of a 
meeting, there is no one-or 
two-key route by which 
you can make it go quiet. 
But at Rs 22,500, the 
‘world’s best mobile’ is a 
good buy. 

KUSHAN MITRA 
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For dainty hands: 
The D500 is small, 
but is loaded witt 
features 





TREADMILL 
BE A BRUTE, SOMETIMES 


STILL REMEMBER THE FIRST 
[= a gym instructor sho- 

wed me how to do super 
sets. It was my ‘leg day’ at the 
gym and, as usual, I set up the 
squat rack for my first set. After 
a 12-repetition first set of 
| Squats, as I was adding weights 

or my second set, the instruc- 
tor stopped me. “Try something new,” he said, 
leading me to the leg press machine. “Do a quick 
set of leg presses,” he said and before I knew it, 
there І was doing 10 moderately heavy ones on the 
machine. As I staggered off the leg press machine, 
my quadriceps blasted, he pointed me back toward 
the squat rack. “Now do another set of squats,” he 
commanded, “and follow that up with another set 
of leg presses.” Most gym-goers will know what I 
mean if I said that the following day was hell 
for me. Walking was impossible. 

What my instructor made me do that morning 
is known as ‘supersetting’. It is also the most bru- 
tal shock you can subject your muscles to. 
Supersetting is high-intensity weight training and 
there are a number of benefits to be had from it. 
First, it’s quick. Jumping from one to another 
exercise without rest makes workouts shorter 
and tougher. Supersets put more pressure on 
your muscles and help them grow faster. And 
because of their intensity they can overload your 





Warning: Getting 


ripped can be раіпћш 


muscles without resorting to very heavy weights. | 


There are different kinds of supersets. You 
could do one where the movement of the first exer- 
cise isolates the muscles, while the second uses com- 
pound movements. For example, you could do leg 
extensions that isolate the quadriceps and follow it 
up with squats, which involve not only the quads 
but the glutes (your butt), hamstrings and inner 
thighs. Or you could do the opposite: a com- 
pound movement, followed by one that isolates the 
muscle. Example: bench press followed by lying 
dumb-bell flyes. Then there are tri-sets, which I call 
the father of supersets: you do three sets of three 
exercises targeting the same muscle, without resting 
in between. A set of squats, then, quickly, a set of 
leg presses and then, again without a pause, a set of 
leg extensions. Oh, boy! That's one helluva work- 
out. Believe me, I do it sometimes and then forget 
about walking for the next couple of days. 

MUSCLES MANI 





write to musclesmani@intoday.com 
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de confidence 
» MY Precor 


Don't believe you can? But believe you 
must. And make your way to the top with 
Precor, the worid leader of fitness 
solutions, where body, mind and 
machine come together. Put the Precor 
formula to work for you and live every 
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BT PEOPLE 
A Masterfake 


que OWNER OF AN INDUSTRIAL HOUSE WHO BECOMES 
the toast of the art world by signing a fantastic 
Rs 100-crore deal with a master painter is caught 
forging the signatures of his auditors to avail of a Rs 60- 
lakh home loan. Sounds bizarre? Maybe, but such is the 
story of Guru Swarup Srivastava, the 52-year-old 
Chairman of Swarup Group of Industries, which is said 
to have interests in everything from heavy engineering 
to pharma to software. Last fortnight, officers from the 
Economic Offences Wing swooped down on Swarup's 
Mumbai headquarters and arrested the man, following 
a complaint from two city-based CAs who've alleged that 
he forged their signatures on company balance sheets, 
one of which was used to procure a home loan. 
Swarup, who shot to fame by commissioning 
M.F. Hussain to do 125 paintings for Rs 100 crore and 
cemented it by sponsoring the Filmfare awards last 
year, was, at various times, a news reporter, an AIR 
employee and a chemistry lecturer before he became an 
"industrialist". Bizarre, then, is an understatement. 
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Now, A Real Job 


VER SINCE HE WAS OUSTED FROM BRITANNIA ALMOST 
Р years ago, Sunil Alagh has been lying low. 
Sure, he set up a consulting firm (called ska Advisors) 
that doled out advice on marketing to, among others, 
his friend Kiran Mazumdar-Shaw’s Biocon, and even 
headed the All India Management Association. But 
neither could have offered him the thrill of running a 
large consumer goods company. Last fortnight, how- 
ever, promised to bring Alagh, 58, closer to his good 
old days. While Vijay Mallya didn't make him the CEO 
c of his Kingfisher Airlines as rumoured, he did put 
him on UB’s board as an independent director. That's 


а " e 
Se C 0 n d 6 0 ng more starpower to UB s famous parties. 


д? POSSIBLY THE MOST CELEBRATED HR HEAD IN 
corporate India, Hema Ravichander ran a vir- 
tual HR factory at Infosys, screening over a million 
applications every year and managing a workforce 
of 36,000. And now for the second time, Ravichander, 
44, is quitting Infosys to try her hand at HR consulting. 
The first time she left in 1996, the tech major experi- 
mented with four different replacements, before it 
managed to get her back. Let’s hope Infy doesn’t 
have to pray for her third coming. 








A Matter Of Debt 


UCK SEEMS TO BE RUNNING OUT FOR USHA GROUP'S 

Vinay Rai. After months of dilly-dallying, the gov- 
ernment has directed the Serious Fraud Investigation 
Office to probe into three Rai-promoted Usha Group 
companies. The group is said to owe Rs 4,500 crore to 
various lenders, with Malvika Steel alone owing 
Rs 1,038 crore—a distinction that puts it among the top 
10 defaulters in the country, as Finance Minister P. Chi- 
dambaram told the Rajya Sabha recently. iFCI has even 
alleged that the group’s three companies have diverted 
funds to 250 associate companies, resulting in a loss of 
Rs 1,700 crore to the financial institution. Rai, who 
once counted among the 10 richest Indians and recently 
authored a book, couldn’t be reached for comment. 
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Out Of The Box 


ADS AFTER HE BROUGHT THE ONIDA DEVIL BACK ON 
television screens, Mirc Electronics’ Head of 
Marketing, Venkatesan Chandramouli, has gone soft. 
That is, he's quit Mirc (which markets the Onida 
brand) and is joining Cadbury India as Director of 
Strategy, Innovations and International Business. “I am 
just taking a one-day break between the jobs," says he. 
An alumnus of XLRI, the 37-year-old played a key 
role in transforming Mirc from a colour Tv company 
to a multi-product marketer, besides relaunching 
Mirc's famous mascot, the Onida devil. At Cadbury, 
Chandramouli's key challenge, he says, will be growing 
the chocolates business. *It's an under-penetrated 
product," he says. Dentists, rejoice. 





Unequal Employer? 
ASTE IS A SENSITIVE ISSUE IN INDIA, AND 
irse especially one lower—at your own pet 


IDBs Chairman V.P. Shetty discovered that to 


dismay recently. Shetty was technically ari 
released on a Rs 10,000 bail on May 6, fo 


making casteist remarks against pe 
ple of scheduled castes. The target of 
















Shetty’s alleged remarks was an 
IDBI executive, B.W. Ramteke, 
who, he states in his complaint to 
the police, had gone to Shetty’s 
cabin to discuss the backlog in 
SC/ST recruitment. However, a 
two-judge bench that heard the 
matter ordered the FIR quashed, 
since the alleged remarks were 
made inside Shetty’s cabin 
and not in public. 
The only winner in 
this unseemly con- 
troversy may be 
the backlogged 
applicants. E 
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bt boardroom breakfast 





Key notes: (L-R) R. Sukumar, Executive Editor, Business Today, Sudhir Narang, Senior Vice President, Cisco Systems and 
Kiran Karnik, President, Nasscom, deliberate on issues facing broadband adoption in India at the BT Boardroom Breakfast 


The Coming Wave 


The consensus at the Business Today Boardroom Breakfast: For broadband to deliver on its promise, content will be key. 


PRIL 19, 2005, SAW THE 

bigwigs of Indian 

industry assemble at the 

Nilgiri Hall in the 

Yberoi Hotel, New 
Delhi, to participate in a discus- 
sion on “Broadband: The New 
Wave”. Despite the 8.30 a.m. start 
to the seventh Business Today 
Boardroom Breakfast (organised 
in association with Cisco Systems 
India), the speakers—Kiran Karnik, 
President, Nasscom and Sudhir 
Narang, Senior Vice President, 
Cisco Systems, and moderator 
R. Sukumar, Executive Editor, 
Business Today—and the audience 
had a stimulating enough time to 


dispel any regrets of sleep lost. 
First off the mark was Karnik, 
who argued that although broad- 
band is a technology with great 
potential, there were still things 
that needed to be done on the pol- 
icy front, particularly with regard to 
last-mile connectivity. “We need 
to unbundle the last mile for broad- 
band to actually take off. We need 
that badly to bring in competition 
so that costs and prices come down, 
and availability goes up,” he said. 
But last-mile connectivity was 
not the only thing on Karnik’s 
agenda, In his view, the next, more 
critical issue was what was going to 
be carried on it. “Clearly, the driver 


is going to be and has to be applica- 
tions. The crux of the cable penet- 
ration in India, for example, was 
the fact that there was compelling 
content. If you want broadband to 
penetrate widely, it has to be appli- 
cations that drive it,” he asserted. 

Taking over from Karnik, 
Cisco’s Narang felt that there had 
to be some corrections apart from 
the last mile. His primary concern 
was whether PC penetration could 
be brought up to the kind of 
volumes needed to nab 20 million 
broadband users and 40 million 
internet users. His recipe for broad- 
band mania: “First, there has to 
be a converged platform; there has 


md 


to be services and applications con- 
vergence. Also, there has to be a 
significant change in market appro- 
ach, convergence on infrastructure 
and a different approach for dif- 
ferent business models." Narang 
also felt that in future, voice, video 
and data on broadband would be 
media independent. 

It wasn't just Karnik and Narang 
who aired their views; the audi- 
ence also had its chance. Moderator 
Sukumar queried Manav Sethi, 
National Manager (Sales & Strategic 
Alliances), Webdunia, the first 
Indian ISP to offer vernacular services 
as far back as in 2000, on what was 
required to increase broadband 
penetration in rural areas. Sethi felt 
that broadband could be used as 
the medium for the rural populace 
to access applications that would 
be people-centric. “Many of these 
(applications) will have to be in 
local languages. We just can’t do 
without (local) languages,” he said. 

Rajat Mukarji, vP (Corporate 
Affairs), Idea Cellular, commen- 
ting on the potential of wireless 
broadband, felt that wireless broad- 
band in its current form would 
probably not be able to provide 
end-to-end connectivity, because of 
the dearth of handsets and the fact 
that the technology itself was not 
tried and tested. But he was hopeful 
of change. “In a year and a half, 
there will be technologies that will 
support wireless broadband and 
devices that will connect to wireless 
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"For broadband mania to 
happen, there has to be 
services and applications 
convergence" 


SUDHIR NARANG 
SENIOR VICE PRESIDENT, CISCO SYSTEMS 


broadband. Applications and servi- 
ces then will drive usage in that 
area," he remarked. 

Usage, of course, is largely 
driven by what customers are willing 
to pay for. N. Arjun, CEO (Long- 
distance Services), Airtel, held forth 
on the issue. “The customer now is 
increasingly paying for quality, and 
a lowering of rates should spur the 
market on. Quality and applica- 
tions—though I don't see applica- 
tions coming in the next 18 
months—are what they are going to 
pay for," said Arjun. 

A dampner came from Rohit 
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"Broadband can liberate us 


from the concept of 
working in a physically 
bound location" 


KIRAN KARNIK 
PRESIDENT, NASSCOM 


Tandon, cio of GE, who felt that 
there was no pressing need for com- 
panies to move away from their 
current infrastructure to broadband. 
“Unless we can figure out how you 
can make a quantum leap in the 
way you are doing business by 
moving to broadband, I don't see a 
huge demand from the corporate 
sector," remarked Tandon. 

Karnik, though, had the last 
word: “One of the things that 
broadband can do is liberate the 
concept of working in a physically 
bound location." We all look for- 
ward to that day! 


Enraptured: The industry circuit finds lots to ponder and exchange notes over when the discussion revolves around broadband 
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Win Employee Trust 


DAN VETRAS, President and CEO, Talisma Corporation 


LEXIBILITY I$ KEY TO BEING AN EXCEP- 

tional leader. Competent leaders 

develop through a process of intro- 
spection, self-education and experience. 
Therefore, it would follow that a business 
leader needs to be resilient to be able to 
evolve constantly. I am also a firm believer in 
leading by example and in the fact that the 
best way to interact with employees is to be 
honest and upfront. 

Effective communication is the corner- 
stone to business leadership and being trans- 
parent in all communication is the secret to 
empowerment. I have found three critical 
ways that will aid any leader in winning 
trust and confidence of employees: 

B Help them understand the company's 
overall business strategy, 

E Help them understand how they contri- 
bute to achieving business objectives and, 
И Share information with them regularly— 
on how the organisation is doing and how 


their contribution is adding value—in com- 
parison to strategic business objectives. 

A conscientious leader would make his 
people feel that they are at the very heart of 
things. The actions of this leader will make 
each employee feel involved and act towards 
the overall success of the organisation, 
because it gives meaning to their work and 
brings home the larger perspective. 

But then, effective communication works 
both ways—to lead from the front, a leader 
must be willing to listen to advice, suggestions 
and ideas from all employees. At the same 
time, a leader is one who can take responsi- 
bility for all actions and decisions made by 
the organisation. 

As the leading motivational speaker, 
philosopher and entrepreneur Jim Rohn 
said, “A good objective of leadership is to 
help those who are doing poorly to do well, 
and to help those who are doing well to do 
even better." 
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Amity Business School, Noida (Adj. New Delhi) - India's first wireless camp: 


mity-Leading The Pack 





ow do you improve on being ranked the best private 


Business School in the Country three years in a row? By 


going out and being ranked the best Business School in 


south Asia by Asia Inc. This is exactly what Amity 


Business School has achieved. 


I walk onto the sprawling Amity campus wondering 
what the best private Business School in south Asia will 
look like. Young, smart people sitting in formals on 
a bench working on their laptops is maybe just what | 


had in mind. 


‘Amity was the first wireless campus in India and we all got 
Hewlett Packard top-of-the-line wireless laptops the 
moment we joined' exclaims Varun Sarin, a first year 
student. 'Interacting with each other and the faculty using 
the intranet is now a way of life. Most companies that 


come for placements are not as hi-tech as we are at Amity. 


A few chats with students later and it is clear that they are 


really proud of studying here. 'I have friends studying in 
some of the best B-schools in the country and they are al 
jealous of the amount of industry interaction we have. 
Which other School has helped the corporate world 
interact with gurus like Tom Peters, Steven Covey, 
Philip Kotler, Robert Kaplan and Kenichi Ohmae?’ asks 
Anushka Rathore while eating her Thai veg curry in the 


rooftop restaurant. 


Thai veg curry? An air-conditioned cafeteria more 
befitting a five star hotel? What has happened to 
institutions since I went to college? Maybe this is why 


Amity is ranked number one... 
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Great leaders, like Mr. Gopal Krishnan, Amity has the most hi-tech 
Executive Director, Tata Sons, regularly come to campus world class infrastructure 
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Amity has тапу unique programmes Horse riding is one of the many تت‎ 

like Military Training Camps extra-curricular activities offered on campus C 

2 

Je transform people’ explains Dr. Sanjay Srivastava, an have dinner. Not only do they learn how to interact clos a 
«thority on Organisational Behaviour and the head ofthe with a leading personality, but establish a n ( o 
BA program. Apart from the normal classes in life. With such unique initiatives and the fact that o УЗ 
anagement, it seems Amity teaches unique things like art 500 CEOs have come and spoken to Amity stude = 
preciation and even golf. Every student has to have is no surprise that students are getting the pick of the jol © 
oficient knowledge in a foreign language to graduate. they want. 2 


ith Japanese, French, German and Spanish being offered = , on 
ee аре, With companies like Tata < onsultancv Services con 

wonder what else can be left. 'Military Training is the most i 
; М и T ; campus and many students walking off with packages 

ën though’, I am informed by Chandana Mathur, a second А - 
5 se: 5 a tis E Rs. 10 lakhs and more, there is a euphoric atmosph 
ar student. 'We all roughed it for one week on Amity's | ; ; i 
: E : ga campus. Five students suddenly run up and start touchıı 
O acre campus in Gurgaon in our army fatigues. Я : 
s EX - А i > the feet of all the teachers standing around. It seems tl 
rasalling and rifle shooting were just some of the 


: . ; India Bulls has had a bull run at Amity. The institute's slo 
ngs we did. But the most important thing we got out | j 
: $ ера # of modernity blending with tradition suddenly makes mı 
ym this was the immense patriotic feeling. We all wanted i 
more sense to me. Where else do you see so many 24 year o 


join thearmy!' 
touching feet these days? 
mth over 92 electives in the general 
, : , ‘Our real inspiration is our Found 
BBA, allowing students to design their | | 
5 5 


President Dr. Ashok K. Chauhan’ s 


Dr. Shukla, the head of the Busin 


yn degree, Amity also offers 
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:cialized programmes in the areas of 


«ernational Business, HR, CRM and School. 'He went to Germany o 


1 1 
a. cades ago with ly ree pou 
trepreneurship. 'Our programs are 4 decades ago with only th 


sdated every six months with the help sterlings in his pocket on a govert 


scholarship, and in true rags-to | 


our Industry Advisory Board' claims 
style built up a huge business i 


When Dr. Chauhan talks 


students about his experiences, it 


Ahuja, the head of the Amity 
srporate Resource Centre (CRC). 
e list reads like the who's who of the 
wporate world and I am surprised amazing. No textbook can ever tea 


ey find the time for all this. 'Every what he does". 





dent has an industry mentor’, adds 


> Amitians are winners wherever they go. Dr. Ashok Chauhan's vision 
. B. K. Srivastava, the former Vice Here, winning at IIM Ahmedabad Festival India will become а World Superpower 
‘sident, Whirlpool and now a part of bv 2030. With over 35,000 stud 
СЕС. across 22 campuses in virtually every professional fic 
nity has instituted the unique CEO Dinner Series where Amity seems to be spearheading the education revolutior 
coup of students are sent with a CEO to a restaurant to in India... not bad for only fifteen years of existen 
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From The Editor 


O DEBATE WHETHER A B-SCHOOL EDUCATION MAKES 

a difference in the world of business would be 

antiquated and irrelevant. It does. In the same 
manner that a degree in computer science or information 
technology matters in the IT sector or one in mechanical 
engineering does at an auto factory. True, there are sev- 
eral examples of successful executives who've made it to 
the top sans an MBA—check the story, Where CEOs Come 
From, in this issue (page 102)—but these are excep- 
tions and, with time, such numbers will likely dwindle. 
Most companies, across businesses, prefer to hire MBAs as 
managers. This may be in part because B-schools aim to 
impart well-rounded education that helps students acquire 
skills in managing businesses but also because hiring a per- 
son from a good B-school is also a way of ensuring 
quality. Students have to cross the hurdle of formidable 
competition in order to get into B-schools and it is rea- 
sonable to surmise that those who make it into the top 
schools are the best that you can get. 

As many of our readers are aware, Business Today 
pioneered the ranking of Indian B-schools back in 1997. 
Since then, many other 
publications have rushed 
in to imitate us. Yet, none 
has a methodology that is 
as logical and robust as 
Business Today's. The 
BT-ACNielsen ORG-MARG 
study that forms the basis 
for India's Best B-Schools 
has a methodology that is 
firmly rooted in market re- 
alities. It uses ACNielsen 
ORG-MARG's proprietary 
Winning Brands model to 
rank the schools based on 
perceptions of a large number of attributes of B-schools 
among the most important target groups that matter— 
recruiters and MBA aspirants. A detailed description of the 
methodology can be found on page 100. 

In addition to the rankings and the trends that 
emerge from them, our cover package this time has 
more to offer: a profile of the top school (it is IIM-A, once 
again!) and what makes it the preferred hunting ground 
not only for leading Indian companies but also global 
majors who normally recruit only from Ivy League 
B-schools; a look at how recruiters hire and why they 
flock to some schools and shun others; a listing with pro- 
files of 50 top B-schools; and a first-ever career tracking 
of toppers from three of the best B-schools over the past 
10 years. There is also a quick contrarian look at how 
many of India Inc.'s star managers have made it big 
without an MBA. But, as I mentioned before, treat them 
as exceptions that prove the rule. MBAs do matter. 
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Spring In Summer 

Your cover story GE’s Indian 
Summer (BT, June 5, 2005) was 
interesting, given the confidence 
Scott Bayman, CEO of GE, India, has 
reposed in our country 
by saying that the 
“political risk is zero". 
This assessment is 
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important given that we have a 
coalition government at the Centre, 
which has to take the consensus of 
its various partners when drafting 
arious policies. 

SUDHIR GUPTA, through e-mail 


Apropos your cover story GE’s 
Indian Summer (BT, June 5, 2005), 
the figures projected by GE will 
raise eyebrows as they surpass the 
figures laid down by Finance 
Minister P. Chidabaram in his 
budget. The factors that have 
strengthened GE's presence in India 
are its core business strategies and 
corporate values. The culmination 
of these businesses could well lead 
to the opening up of a “General 
Electric Bank". 

VITHUR, through e-mail 


Harness Boeing Deal 

Apropos your story Advantage 
Boeing (BT, June 5, 2005), it seems 
that in favouring Boeing, India has 
adopted a tacit policy to win 
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favours from the us. The govern- 
ment should strike a deal with 
Boeing to set up units for making 
ancillaries or spare parts. When 
India can build huge civil and mili- 
tary ships, it can also set up plants 
to manufacture planes to cater to 
the ever-increasing requirements 
of the aviation industry. 

SUBHASH C. AGRAWAL, through e-mail 


In Good Company 

Apropos your story Stretch Ties (BT, 
June 5, 2005), the trend by organi- 
sations to hire former employees is 
a welcome move. In some American 


companies, retired and former 
employees are sometimes asked to 
work on contract when there is 
excess work. If a former employee 
has had good experience with 
his/her old company, he/she should 
not have a problem joining it again. 

D.B.N. MURTHY, through e-mail 


Leave Left Alone 
Your edit And Marx Wept, (Br, June 
5, 2005) is unduly harsh on the 
Left parties. It is unfair to expect 
them to relinquish their ideology 
and embrace market reforms. They 
also need to protect their turf and 
win elections. Besides, in a country 
where there is no social security 
system for the unemployed, a hire- 
and-fire policy could be suicidal. 
J.M. MANCHANDA, through e-mail 


Time For Change 
Your Article CAG On Overdrive (BT, 
June 5, 2005) was apt. It has been 
seen that many times, the conclu- 
sions reached by cac lack sense. It 
is time CAG was overhauled so that 
it is in sync with the times. But 
who will bell the cat? Any attempts 
by the government to do so will 
only be met with allegations that it 
has a vested interest. 

G. KRISHNA KUMAR, through e-mail 
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Third-generation Muddle 


then, it was FM radio. Now it is the turn of 3G (for 

third-generation) telephony, the next step in 
wireless telephony that will facilitate high-speed data 
transfers. In each, the government has gone into a 
should-we-shouldn't-we routine at the time of opening 
up the sector to private players; the result, in the case 
of mobile telephony and FM radio was a mess; and the 
result, in the case of 3G is a mess in the making. Thus, 
we have various departments of the government, 
namely Department of Telecommunications (DoT), 
Ministry of Finance (МОЕ) and telecom regulator 
Telecom Regulatory Authority of India (TRAN, heading 
for an ugly confrontation over 
whether or not to charge entry 
fee for 3G services. ` | а= = 

European governments col- 
lected a whopping $125-billion 
(Rs 5,50,000 crore) by auctio- 
ning 3G licences four years ago, 
with the UK alone collecting $35 
billion (Rs 1,54,000 crore), so 
why give away a scarce resource 
such as radio waves for free, 
argues the pro-licence fee lobby. 
After all, it is the Tata Group, 
an interested player in the tele- 
com, that has mooted the idea 
of a Rs 1,500-crore entry fee; that 
would result in a Rs 9,000-crore 
booty for the exchequer, assu- 
ming the Big Five telcos (BsNL, Bharti, Hutch, Reliance, 
Idea) also cough up the amount. That will at least offset 
the opportunity loss from not being able to carry forward 
the disinvestment policy. 

Charging a big entry fee or auction-driven licences 
will make 3G services unviable for operators, much like 
it did for several European ones that overbid and 
this, in turn, will make the service unaffordable for con- 
sumers, says the anti-licence fee lobby. The high licence 
fee is just a means of creating an artificial entry barrier, 
it claims. Allowing free entry, says the pro-lobby, will 
mean everyone makes a rush for 3G licences; no one 
ends up with enough market share to justify the high 
investments 3G networks require; and everyone— 
bankers, telcos, consumers—suffers. 

Both points of view have their merits, and in any 
competitive market it’s a healthy sign that you have 
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differing shades of opinion within the industry and not 
a cartelisation of opinions. 

The not-so-happy note here is that the govern- 
ment doesn't seem to have learned anything from its 
past experience. Not that this magazine is in favour of, 
or against an entry fee for 3G services. However, it must 
be said that Rs 1,500 crore looks like an arbitrary 
figure; the right number is purely dependent on mar- 
ket needs and economic realities. What is depressing, 
though, is that the learning curve, as far as policy 
making is concerned, seems non-existent. 

Way back in the mid 1990s, cellular telephony 
was introduced in India and very quickly the unviable 
licence fee model had to be scrapped 
in favour of revenue-share in 1999 
(it must be said that it was the folly 
of bidders that was largely respon- 
sible for the initial over-bids). Ditto 
with the first round of FM radio 
licensing in 2000. The cellular 
experience, after migration to reve- 
nue share, has been startling even for 
the government, which from its 
own admission has realised more 
money than it would have if it had 
insisted on sticking to the licence 
fee regime, as the unfettered indus- 
try has boomed. 

The government's need to raise 
resources is well appreciated, as is 
the fact that a booming industry 
like telecom, with over 100 million subscribers (200-250 
million by end-2007) will be a target for possible 
revenues for any government. It is sad, though, to 
see the government abdicating its primary responsibility 
of market-making and instead get into petty politicking, 
playing market players against each other, when the 
need is to provide a clear thought-out policy roadmap 
that balances both its medium-to-long term revenue 
needs with the needs of the sector. 

The experience of 3G auctions the world over has 
been mixed at best, with European operators still 
smarting from a painful start; overcapacity rules and 
profits seem decades away. Whatever the government 
decides in the end (to either hand over 3G frequencies 
free or at a fee), it should do so in a transparent manner, 
learning from its past experience and keeping the 
interests of the consumer uppermost in mind. W 
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Revaluing Yuan: 


. The India Impact 


In a quota-free world, China's export engine is roaring even louder. Will a 
US-forced revaluation of the yuan help India's exports? BY ASHISH GUPTA 
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T'S CHINA VERSUS THE 

rest of the world. The 

country's relentless 

export growth over the 
last decade, when exports 
rose from $121 billion 
(Rs 3,75,100 crore at the 
then exchange rate) in 
1994 to a whopping $593.4 
billion (Rs 26,70,300 crore) 
in 2004, and its stubborn 
refusal to do anything 
about its currency 
yuan's artificial 
exchange rate (it has 
been pegged at 
about 8.28 to a Us 
dollar for the last 
10 years) have 
brought rival econo- 
mies together to push 
Beijing into allowing at least 
a partial float of the yuan. 
The latest warning came from the us, which has 
threatened fresh across-the-board taxes of 27.5 per cent 
on Chinese exports to the Us unless Beijing revalues the 
yuan in the next six months. 

Will China relent? Unlikely. This is the second 
time that the us has threatened China with tariff bar- 
riers. It made similar noises in September 2003 that 
Beijing simply ignored. But then, things have only 
gotten worse since for China's trading partners. The Us, 
for example, has a trade deficit of $175 billion 
(Rs 7,70,000 crore) with China. Not only is it a 
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quarter of America’s total 
trade deficit, but also an 
unsustainable figure. More- 
over, the us this time around 
has the full support of the 

European Union and other 
countries in its demand 
for revaluation of the 
yuan. Says Surjit Bhalla, 
a leading Delhi-based 
economist: “It has 
—À. now become a 
NE prestige issue for 
22222 the us after failing 
to get its way for 
two years through all 
legitimate means. Moreover, 
they have the total support 
of the European Union and 
Japan.” That the yuan’s peg 
to the dollar has heavily loaded 
the dice in favour of China is 
not in doubt. In the last decade, 
as dozens of global currencies appreciated between 15 
per cent and 40 per cent against the greenback (the 
Indian rupee too has become dearer by 12 per cent in 
the last two years alone), the yuan continued to remain 
artificially weak. That, in effect, has turbo-charged the 
Chinese export engine. One example: China’s apparel 
exports, which soared 545 per cent last year to 
$245.93 billion (Rs 11,06,685 crore). With quotas 
gone starting this year, the surge has only become 
more pronounced. China’s textile exports during 
January-April 2005 jumped 19 per cent to $22.4 
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The Dragon And The Elephant 


India is no competition to China in exports — ...Even In Major Export Categories 
to the US... Like Textiles... 
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billion over the same period last year. Says 
S.P. Oswal, Chairman, Vardhaman Group, a leading 
textile exporter: ^A revaluation of the yuan will only 
remove the unfair competitive advantage that China 
has over all other countries." 

Just how much will a stronger yuan help exporters 
from other low-cost countries like India? Let's first con- 
sider some numbers coming out of China. According 
to its National Bureau of Statistics, a 3 to 5 per cent 
appreciation of the yuan would lead to a 10 per cent 
drop in Chinese exports—that's about $59 billion 
(Rs 2,60,920 crore). Therefore, in a range of sec- 
tors—from footwear to leather goods to electrical 
machinery and equipment—other exporters could 
increase their share. The benefits would be greater if the 
Us actually lived up to its threat of duty restrictions on 
Chinese exports. “In fact, with less price competi- 
tion from China, Indian exports may be able to fetch 


2002 
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better profits," says O.P. Garg, President of exporters' 
association FIEO. 

That said, it would be nigh impossible for India or 
any other low-cost country to catch up with China— 
let alone knock it off its top perch. China's lead is 
simply too wide. China exports around $97 billion 
(Rs 4,26,800 crore) worth of textiles, compared to 
India's measly $6 billion (Rs 26,400 crore). In footwear, 
China has a 67 per cent share of the Us market versus 
India's 2.5 per cent. Its footwear exports to the Us at $8 
billion (Rs 35,200 crore) are 10 times India's. 

That apart, China has a huge advantage over India 
in terms of manufacturing capacities and the quality of 
infrastructure and bureaucracy. So, even if the us and 
its friends manage to force China into letting the yuan 
float, the gains for other exporting countries will at best 
be marginal. Of course, it remains to be seen if China 
is willing to offer that elbow room to start with. 
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Telecoms’ Freeloaders 


After peaking in 2003-04, bad debts of telcos seem to be headed south. Still, it's a worryingly big proportion of their revenues. 
Tata Teleservices MTNL 
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A PriceWaterhouseCoopers study estimates bad debts of private GSM players at 1.9 per cent (2002), 6.5 per cent (2003), and 3 per cent (2004) of their revenues. 
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To Pay Or Not To Pay? 


Should telecom companies have to pay for 3G spectrum? BY KUMARKAUSHALAM 


LAME IT ON RATAN TATA, THE VENERABLE CHAIRMAN 

of the Tata Group. It was he who set the cat 
among the pigeons by suggesting recently that telecom 
companies in India should pay (in his estimate, 
Rs 1,500 crore plus revenue share) for the spectrum 
they would need to offer 3G services, which promise to 
bring high-speed data and video to mobile phones. 
Tata’s suggestion was in response to the industry 


regulator TRAI’s recommendations that 3G spectrum 
be made available on a revenue-share basis, free of 
initial cost. While by suggesting an entry free Tata 
may have upset others in the industry (for once, the GSM 
and CDMA lobbies were united in expressing their dis- 
may), he has a point. Spectrum is a scarce resource in 
any country, especially India. More than 60 per cent of 
the total spectrum is hogged by the defence forces, 


THE 3G GOLD MINE 


COUNTRY AWARD 


METHOD 


FREQUENCY 
BANDS 


MHZ 


COST PER 
HEAD OF 


ADULT POP 


FEE 
RAISED 


FIXED FEE LICENCE 


DURATION 


NUMBER OF 
PLAYERS 


(>15 YRS) 











Germany July 2000 Auction 1900-1980, $657 NA. 20 years $4585bn 6 
2010-2025, 
Singapore Арг. 2001 Beauty -—— $4 $50 т 20 years $150 т 
Contest Pea 
France May 2001 sd 1940-1980, $473 $570 m 20 years $1.1 bn 
ey asd 196 yp rey 
15 years $10.07 bn 
Mar. 2001 Auction 1885-2025 $23 15 years $3517 т 
2110-2200 
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DHL Import Express 


e make importing fast. 


We know getting your goods on time is easier said than done. DHL Import Express can fast-track 
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leaving very little for civilian 
use. Besides, 3G has unfortu- 
nately been a golden goose 
for governments elsewhere 
in the world. The major 
European countries alone 
made in excess of $125 bil- 
lion (Rs 5,50,000 crore at 
the then exchange rate) 
when they auctioned 3G 
licences in the early 2000s 
(see The 3G Gold Mine). 
The question now is, should 
the Indian government make a killing on the 3G spectrum too? 

At the heart of the question lies the very viability of 3G services. 
Take Europe, for example. Prohibitively high 3G licence fees almost 
killed the industry. Within a year of the auctions, there were 
80,000 job cuts in the industry; market value of the major telcos fell 
by an estimated $600 billion (Rs 28,20,000 crore at the then 
exchange rate) by the middle of 2001; and some operators even 
returned their licences, and wrote off their losses. It’s only now, five 
years after the auctions, that 3G services are taking off, as operators 
see average revenue per user (ARPU) stabilising and feel the need to 
offer data services to grow revenues. 

In India, similar fees can deal a body blow to an industry that’s 
managed to become one of the fastest growing in the world simply 
because of low tariffs. No doubt, operators like Bharti Tele-Ventures 
have managed to report bumper profits, but its primary markets are 
in urban India. To move into semi-urban and rural markets, it will have 
to raise fresh capital, mainly via debt. To service the debt, it will have 
to increase its rates, thereby hurting demand. The story isn’t any dif- 
ferent for the other players, with their low net worths and regional 
presence, Says Kanwalinder Singh, President, Qualcomm India & 
SAARC: “India must strike a balance between meeting its growth 
objectives and a fair way of charging the licence.” Adds a Price- 
WaterhouseCoopers telecom analyst: “Any kind of entry fee is 
bound to be passed on to customers.” 

Because telecom has been one of India’s happiest stories, the 
government is loath to do anything that will affect its growth. 
Indeed, three days after TRAI came out with its recommendations, the 
Union Minister for Telecommunications & rr, Dayanidhi Maran, told 
Business Today (see “Highly-priced Spectrum Will Hurt Consumers” 
on page 22): “We have to be a little careful on this (the Tata sug- 
gestion). We don’t want a licence Raj.” So, a European model can be 
ruled out a5 can the Russian model, where the 3G spectrum is offered 
free to operators willing to invest in the networks. 

A revenue-share model, therefore, seems to make a lot more 
sense. It’s not only easy on the operators, but also ensures a steady reve- 
nue stream for the government, since the typical licence has a life of 
between 15 years and 20 years. In a country where telecom penet- 
ration is still a pathetic 91.3 per 1,000 people, there’s a lot of 
ground the industry needs to cover. More importantly, in a country 
with one of the worst infrastructure sectors, telecom is a shining 
exception. Let's keep it that way. 
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3G services: They'll have to wait 
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SHOME BASU 


CONVENIOP 


The Indian 
7-Eleven 


DI OR NO FDI, EXPERIMENTING IN 
Retail India. is moving apace. 
The newest store on the block is a 
7-Eleven clone from Samir Modi, 
scion of the K.K. Modi family. 
Christened 24x7, the store plans to 
offer round-the-clock convenience 
to shoppers. It will offer everything 
from dal chawal (rice and lentils) in a 
box to cut fruits and vegetables to 
courier facility and film processing. 
“It's about adding value in the lives of 
people whose days are getting 
longer,” says Modi. It will cost Modi, 
whose family owns Godfrey Phillips, 
Rs 1 crore a pop, since most of the 
store equipment is being imported. 
The first 24x7, which boasts of an owl 
as its logo, will open in Delhi on June 
3. By year-end, Modi plans to have 
10 stores between Delhi and Mum- 

bai, and 300 by the end of 2010. 
AMANPREET SINGH 
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VIVAN MEHRA 


Q&Ab 


“Highly-priced Spectrum 
Will Hurt Consumers" 


Î ie: DAYS AFTER THE TELECOM 
regulator, TRAI, came out with its 
recommendations on, among other 
things, spectrum allocations, Union 
Minister for Telecom & IT, 
Dayanidhi Maran, spoke to BT’s 
Kumarkaushalam on the spectrum 
controversy, Reliance Infocomm, 
and his future plans, which include 
creating a subscriber base of 250 
million by 2007, extensive broad- 
band connectivity, and an Indian- 
language browser. Excerpts: 


What do you think of Ratan Tata's sug- 
gestion that telcos pay an entry fee 
(Rs 1,500 crore) for 3G spectrum? 

I got a sneak preview of Ratan 
Tata’s letter from the newspapers. It 
came in the newspapers before it 
came to me (laughs). We have to be 
a little careful with this. I don’t 
want a licence Raj. And the very 
idea of India as a success story is its 
low cost of tariff. Highly priced 
spectrum will result in an increased 
cost for consumers. Why should 
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"Spectrum is a scarce asset. 
| don't want it to be landed 
on somebody's lap" 


the consumer pay so much? You 
cannot have a monopolistic 
approach. 


Endorsing DoT's stand, TRAI has sug- 
gested technology-neutrality in spec- 
trum allocation. What do you think? 

I am not the deciding factor on 
that, the wrc (the Wireless 
Planning Commission) is. We've 
set up certain terms of references 
that TRAI needed to follow. TRAI’s 
recommendations will be taken 
into consideration based on our 
terms of references. And we will 
come out with a policy that is tech- 
nology-neutral, and which is within 
the world standards. Spectrum is a 
scarce national asset. | don't want 
this resource to be landed on 
somebody's lap. 


How long will it take you to approve 
these recommendations (on spectrum)? 
We are going to have discussions 
with the players. Their feedback is 
important. I want to ensure that my 
department takes correct decisions. 


Would you like to comment on (TRAI 
chief) Pradip Baijal's report card? 

I don't want to. Each one of us is 
here to do a job. 


Are you happy with the status of 
institutionalised processes and infra- 
structure that have been framed to 
support your 2007 targets? 

I'm very upset with the international 
bandwidth prices. Broadband is exp- 
ensive in India because of the carteli- 
sation of international gateways. 
We've repeatedly recommended to 
TRAI to work on it, but the regulator 
has not been able to do anything 
on it efficiently till this moment. 


Issues governing Reliance Infocomm 
continue to loom large over the telecom 
landscape. Earlier you carried out the 
threat of licence... 

(Interrupts) Me? Not me. ГЇЇ never 
do it. I never threaten anyone 
(laughs)... Pm afraid of ... 


Okay, you let Reliance off the hook 
after telling them to pay a fine of Rs 150 
crore for international call tampering. 
That's because of a norm. I think 
the Reliance issue is settled. They 
paid the fine. 


But they can still challenge this (TDSAT 
judgement) in the Supreme Court. 
They are free to do it. India is a 
democracy. The case is over as far as 
I am concerned. I’ve other 
important things to do. 


As the industry looks headed for a con- 
solidation, we are seeing a spurt in 
predatory and hostile bids. Do you think 
such a scenario is good for the health of 
the industry? 

No one can stop it. That's part of 
(free market) capitalism. 
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in Structured Casuals and Formals 


Be plainly ahead of the crowd with a selection of trendiest 
international patterns and weaves. Cottons by Century 

is made from 100% cotton yarn using compact spinning 
technology. Choose from an exquisite range of smart 
corporate dressing and casual wear. Revel in your confidence 
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Star's Rupert Murdoch: Mr Deep Pockets 
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DTH Versus 
Cable 


ITH THE GOVERNMENT GIVING TATA- 
Star and Sun TV direct-to-home 
(DTH) ventures clearance last month, a 
bloody battle for television subscribers 
is about to break out. At present there 
are less than two million DTH subs- 
cribers, with the state-owned 
Doordarshan accounting for 75 per 
cent of them and Zee Tv's Dish Tv, the 
rest. However, Media Partners Asia, a 
Hong Kong-based consultancy, pro- 
jects that the DTH market will grow to 
seven million by 2010. Inevitably, отн'ѕ 
growth will come at the cost of the 45- 
million cable & satellite Tv market. What 
will be the decisive factors in the DTH 
battle? Price and content. Already, in 
anticipation of competition that should 
come end of this year, Dish Tv has 
slashed entry price by half to Rs 3,990 
and is offering 75 channels without any 
monthly fee (its complete bouquet of 
120 channels is available for an addi- 
tional Rs 1,000 a month). Big cable tv 
distributors such as InCablenet, Siti 
Cable and Hathway are digitising their 
metro networks in response to the DTH 
threat. Indeed, nearly 17 million cable 
households are already receiving DTH 
quality signal. "The fight will be between 
digital cable and DTH as both address a 
common market," notes Ashok Man- 
sukhani of the Hindujas' InCablenet. 
Let the battles begin. 
SHAILESH DOBHAL 
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Clogged Cable 


Is there room for another 100 channels? 





Problem of plenty: The viewer is going to be spoilt for choice 


i grs AND DIGEST THIS: THERE ARE ALREADY 265 OR SO TELEVISION 
channels on air in India and, according to a new report by 
investment bank J.P. Morgan, another 100 could get added over the 
next three years. Is there room enough for all? *In a boom time like 
this, new players will naturally come in," rationalises SandeepViz, 
President of media buying agency Optimum Media Solutions 
(OMS). Advertising on television, currently at Rs 4,700-crore, is 
growing at a healthy annual clip of 15 per cent. What's also hearte- 
ning is that the often-ignored business of Tv distribution, where reve- 
nues are estimated at Rs 6,000 crore, will only get a boost with the 
advent of four new players in direct-to-home (DTH) television and, 
sooner or later, of conditional access systems (CAS) for cable Tv. 
Still, 400 channels seems like a crazy number. *Only 10 per cent 
of those will survive, but then like in any industry, a lot of them will 
want to have a go at it," points out OMS' Viz. It is a no-brainer that 
channels from cross-media and cross-platform conglomerates will 
survive. For the rest, the trick will be to be a niche player, in 
terms of both geography and content. That alone will generate con- 
sumer pull and ensure currency with advertisers in an already 
clogged cable Tv market, where (fortunately) just a third of the 45 
million subscribers are digitally connected to receive around 200 
channels, and that too with a set-top box. A direct fallout of the chan- 
nel explosion is the practice of a huge “carriage fee" that most new 
channels, like Jagran's Channel 7 and Disney's two kids channels, 
have had to cough up to cable operators to be available on prime 
band. “But DTH is now opening up a fantastic platform for niche 
channels, those who don't want to be on mass cable distribution, but 
would rather build their business slowly as DTH proliferates,” says 
L.V. Krishnan, Head of TAM. With two more DTH players, Software 
Technology Park and Essel Shyam, awaiting government clea- 
rance (proposals from the Tata-Star combine and Sun ту have already 
been cleared), only time will tell how many (channels) is too many. 
SHAILESH DOBHAL 
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Creating A Common Market 


Despite VAT, far too many hurdles still stand in the way of integrating India's domestic markets. 


D: YOU KNOW THAT OIL SEEDS 
in Gujarat, raw cashew nuts in 
Kerala, or cotton from Maha- 
rashtra can be exported, but not 
sold outside their own state in 
India? Bizarre, but true (the 
restrictions stem from the Essential 
Commodities Act of 1995). That’s 
just one example of how India, 
despite talking of globalisation, 
isn’t one market even domestically. 
Says Subir Gokarn, Chief Econo- 
mist at rating agency CRISIL: 
"Instead of signing free trade agre- 
ements (FTAs) with foreign coun- 
tries, the government should prob- 
ably sign FrAs with the states in 
India." Compounding such 
restrictions, which sprang in the 
scarcity days of post-Independence, 
are the various fiscal barriers 
erected by the states. “The impo- 
sition of sales tax, central sales tax 
(CST) and octroi/entry tax with the 
sole intention of raising greater 
revenue has put paid to any hope 
for a common market as well as 
(hopes of)... economic efficiency 
and resource allocation," says a 
recent paper prepared by NCAER 
for the World Bank. For instance, 
the imposition of a 4 per cent CST 
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Piling it up: Multiple state-level taxes end up hurting the poor farmers 


on every inter-state sale has helped 
exporting states gain at the expense 
of the consuming states. “It has 
also forced manufacturers to open 
stock depots and warehouses in 
various states to sell their products 
and thus camouflage inter-state 
sales as consignment/stock trans- 
fer,” adds the report. 

Similarly, octroi—imposed on 
entry of goods into a local area 
for consumption—has also been a 
big impediment to the formation of 
a common Indian market. 


The imposition of a value-added 
tax (VAT) on April 1, 2005, has 
gone a long way in demolishing 
the tariff barriers. But to really 
make the tax system neutral for 
domestic trade and move towards a 
free market regime, there is also a 
need to do away with CST as well as 
octroi—the remaining elements of 
cascading and economic distortions 
in domestic trade. Until then, expor- 
ting raw cashews to Dubai may be 
easier than shipping them to Delhi. 

ASHISH GUPTA 
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In Planet Hollywood's Orbit 


ANT TO EAT THE CHICKEN CRUNCH THAT DEMI MOORE PREFERS, OR CHECK OUT THE BANANA 
Ма as made by Arnold Schwarzenegger's mother? Just wait until the middle of 


next year, when you'll find both the items and more on Planet Hollywood's menu at its first 
Indian restaurant in Mumbai. Yes, the "eatertainment" chain, originally promoted by 
Hollywood stars such as Bruce Willis and Sylvester Stallone, is being brought to India by 
Arch Millennium Corp., whose promoter Atul Bisaria is said to be the chain's biggest fran- 
chisee in the us. Bisaria plans to open five Planet Hollywoods in India (including Mumbai, 
Delhi, Bangalore and either of the city pairs of Chennai and Hyderabad or Goa and Kolkata) 
by 2010. Planned investment: $15 million (Rs 66 crore). Planet Hollywood has been a dis- 
aster in the us. Let's see if the Indian Hollywood fans think any differently of it. 

INDRANI RAJKHOWA 
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BOLLYWOOD BY THE NUMBERS 


The Indian film industry (aka Bollywood) is going through a paradigm shift. 
Long unorganised, it’s now getting corporate money. In a recent study, 
YES Bank analyses trends across the business segments in the movie industry 
value chain, besides identifying drivers of industry growth. Here are some key 
numbers from the study 


Quality & Co-production 


High grade films and co-productions are increasing in number. 








FILMS RELEASED IN INDIAN THEATRES RELEASES PER WEEK 
m 241 246 4.15 4.73 
BS un. 437 435 
70 83 
i 0. PRODUCTION ON g 
61 38 34 15 я 1560 1! 
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-2001 202 2003 2004 2001 2002 2003 2004 2001 202 — 203 2004 


ii Hindi high grade а Hindi medium grade В Low grade 18 Medium grade Contribution by creative inputs and/ or production services 
Hindi low grade Dubbed films in Hindi High grade All films 18 Contribution by financial resources 


Source: FPGI, YES Bank Research Source: FPGI, YES Bank Research 
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Funding The Films 
THERE'S NEW MONEY COMING INTO BOLLYWOOD NEW FINANCIERS... „ARE OPENING THEIR 
200 2000 2003 2004 42 PURSE STRINGS А 
Hindi films (high grade & medium grade)® 96 105 109 122 256.5 
High grade Hindi films* 60 76 82 89 ini 
High grade & medium grade films, NTFS* 6 11 3 46 
Proportion of all Hindi films, NTFS* 6 10 31 3 ink S. а 
High grade films financed with NTFS* 5 ll 34 39 : = 
Proportion of high grade films, NTFS* 8 nM 41 A 2001 2002 2003 2004 2001 2002 2003 2004 E 
"iore orbes. “ees из prporion fins in per с ten isi hon Ви Ni. Maie funi tun KT 


MEET THE NEW FINANCIERS 
200 2002 200 4 FINANCING AMOUNT 
Company funded through an IPO 5 (83) 4(36) 13(38) 7(15) 2001 2002 2000 — 2004 
Music company 1(17) 0 (0) 1 (3) 2 (4) Less than Rs 2 crore y 18 у 9 17 


TV broadcaster 0 (0) 0 (0) 0 (0. 4 (9) Less than Rs 5 crore 


en 
e 
en 
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=> 
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Private equity (institutional investors) 0 (0) 0 (0 3 (9) 2 (4) Rs 5-8 crore 17 27 18 24 
Private equity (individual investors) 0 (0) 3(27  9(26) 28(61) Rs 8-12 crore 18 | 9 6 4 
Institutional loan 0 (0) 4(36) 8024) 3 (7)  MeethaRsl2coe | 33 9| 9 9 


TOTAL FILMS FINANCED FROM NTFS 6 11 34 46 Figures are in per cent 


Figures are no. of films financed by various NTFS; figures in brackets are contribution to funding in per cent 
7 О ——M—— 








Source: YES Bank Research 









Box Office Takings 


— 


ICKET SALES ARE GROWING AT A HEALTHY PACE 
















2001 2002 
Net BO collections of top 50 films 419.2 430.8 
Average entertainment tax rate* 55 92 
Total entertainment tax computation 230.6 224.0 
GROSS BO COLLECTIONS OF TOP 50 FILMS 649.8 654.8 
Estimated BO collections of other films 1.0 1.3 
Add: approximate collections of other films 65.0 85.1 
TOTAL BO COLLECTIONS OF ALL HINDI FILMS (A) 714.7 739.9 
Add: leakages @ 15% of (A) 107.2 111.0 
ESTIMATED BO COLLECTIONS (@ 15% LEAKAGES) 821.9 850.9 
Add: leakages @ 30% of above (A) 214.4 222.0 
ESTIMATED BO COLLECTIONS (@ 30% LEAKAGES) 929.2 961.9 1, 
Figures in Rs crore BO: Box Office 
“Figures are in per cent Source: WWW. a азго “ee Bank Research 
Marketing The Movies 1j 
CABLE & SATELLITE TV HOGS THE MEDIA SPEND IN FILM MARKETING 
2001 2004 2006* 
Average marketing cost (top 50 films) | Rs 52 lakh | Rs 88 lakh | >Rs 1 crore 
Print 5-7% 7-10% 12-15% 
Terrestrial TV 2-5% | Negligible Negligible 
C&S TV ~80% ~15% 60-65% 
Internet/ Online, Trailers, Radio Negligible <2% 5-7% 
Hoardings, Publicity Design & Posters 8-10% 10-12% 12-15% 
Events Negligible <2% 3-5% 
, Driving Growth 
CUTTING TAXES COULD HELP Ent Tax@45% Ent lax @30% 
Ticket price (gross box office) 100 100 
Entertainment tax 45 30 
Net ticket price 69 77 
Exhibitor's share @ 50% 34.5 38.5 
Distributor's share @ 50% 34.5 38.5 
А Distributor's commission @ 20% 6.9 17 
‘oe ы Producer's share 27.6 30.8 
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48 
241.5 
744.7 
15 
111.7 
856.4 
128.5 
984.9 


256.9 
113.4 


Î CAIN TO EXHIBITOR = 4.0 (11.6%) 
К GAIN TO DISTRIBUTOR te 0.8 (11.6%) 


GAIN TO PRODUCER 
Source: YES Bank Research 


3.2 (11.6% 








NEIN 








MOST FILMS PULL IN RS 5-15 CRORE... 


Gross collections 2001 2002 2003 2004 
<Rs 5 crore l8 9 9 12 
2004 >Rs 5 crore 32 4 41 38 
530.2 -Rs 10 crore 21 (21 | 26 | 25 
45 >Rs 15 crore 14 13 17 16 
238.6 >Rs 20 crore 9 7 12 13 
768.8 > Rs 20 crore 51 4) 8| 9 
20 ALTHOUGH THE TOP 10 RAKE IN 50% 
153.8 2001 2002 2003 2004 
922.5 Top 3 films 33.118 | 22 | 29 
Top 5 films 42 2 32 3 
138.4 y 
Тор 10 films 59 42 53 50 
4,060.9 
Тор 15 films 71 55 64 61 
216.8 5 
Тор 20 films | 81 65 73 73 
1,199.3 
Тор 25films 88 74 81 80 


Figures are proportion of бох office collections in per cent 
Source: ibosnetwork.com, FPGI, YES Bank, industry estimates 


- ш 
To The Movies Hr 
OVER 411 MILLION TICKETS WERE SOLD LAST YEAR E 


Estimation of cinema attendances (multiplexes) 


Value ^ ере = 
= A PRA 


Total number of seats in multiplexes 89,470 
Annual seating capacity @ 4 shows 131 million 
per day 

Annual attendances, all films @ 35% " 
occupancy 46 million 
Box office collections for Hindi films 

in multipl Rs 248.5 cr 
Average ticket price Rs 80 
Annual attendances @ 

price of Rs 80, Hindi films пани 
Estimation of cinema attendances (single screen theatres) Value 
Gross box office collections for 

all Hindi films Rs 1,199.3 cr 
Gross box office collections 

(single screen) Rs 950.8 er 
Average ticket price Rs 25 
Annual attendances, Hindi films 380 million 
Estimation of cinema attendances for Hindi films in 2004 Value 
Total cinema attendances for all Hindi А 
films in India 411 million 


Source: YES Bank Research 
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Suzuki Swift: Can Maruti roll out enough of 'em? 


Rush Hour 3 


Automotive companies scramble to add capacities. 


TES SUZUKI SWIFT MAY BE THE HOTTEST CAR ON THE ROAD TODAY, 
but Maruti Udyog is keeping its fingers crossed. No, not because 
it’s worried about the sleek hatchback not meeting its numbers. 
Rather, the fear is just the opposite: That the demand will exceed 
Maruti's estimations and its production lines, already running to full 
capacity, will not be able to match up. Incredible as it may sound, 
running out of capacity is fear Number One in Motown. *We are 
already working three shifts, and capacity is being enhanced from 
30,000 to 50,000 later this year," says Neeraj Garg, AGM (Marketing) 
at Honda Siel Motors, whose cab-forward City is still doing brisk 
business 18 months into its launch. Both Hyundai and Maruti are set- 
ting up new plants to boost production capacities, while Toyota is 
talking of a new one up north. 

It’s the same story in two-wheelers. Motorcycles giant Hero 
Honda admits that the demand for some of their mobikes like 
Splendor and Passion is so heavy that they have built up a backlog 
of orders, resulting in a week's waiting period in certain markets. It's 
planning to set up a third plant with a capacity of at least a million 
bikes a year. Bajaj, Tvs and Honda Motorcycle & Scooter India (HMSD 
are all pumping up production. 

Why are the automakers in overdrive? Blame it on booming 
demand. Last year, the demand for cars surged 17.6 per cent, and 
assuming the market grows only at 15 per cent over the next three 
years, the segment should be 1.6 million units-big by 2008. Add to 
that another half-a-million in exports, and you begin to understand 
the rush. In two-wheelers too, the demand could surpass the 10-mil- 
lion mark well before the anticipated deadline of 2010. Says 
Yukihiro Aoshima, MD, HMSI: “Indian two-wheeler sales are going 
to continue to grow; it will become a larger market than China.” But 
with every round of capacity expansion comes the risk of a slump and 
the consequent price war. China has already been through one in the 
recent past, and all it would take in India is a dip in consumer con- 
fidence. Says Jagdish Khattar, MD, Maruti Udyog: “I wonder if 
carmakers want to repeat China’s mistake.” But in a booming 
market, complacency can be a big strategic mistake. 

KUSHAN MITRA 


30 BUSINESS TODAY JUNE 19 2005 
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BYTE 


The PC 
Boot Up 


HE MARKET FOR PERSONAL 

computers (Pcs) jumped 29 per 
cent in 2004-05 over the previous 
year. According to research agency 
IDC, 3.6 million Pcs (both commercial 
and consumer) were sold, compared 
to 2.70 million in 2003-04. нсі 
Infosystems led the desktop mar- 
ket last year with shipments of more 


Logging In Numbers 


Figures are consumer desktop shipments 





than 475,000 units of which 133,212 
were consumer PCS (see above). HP 
(despite its troubles back in 
California) topped the notebook Pc 
market, shipping in excess of 75,000 
units. Significantly, in the consumer 
desktop market, the share of 
unbranded Pcs has come down 
from 81 per cent in 2003 to 60.5 
per cent in 2004. As per the industry 
estimate, the Pc market could 
expand by 30 per cent this year. 
The share of grey market Pcs is 
expected to drop further. Make way 
for the branded Pcs, gentlemen. 
SWATI PRASAD 


We're glad India's largest companies walk over us. 











CARPETS - /n the picture are from the "Dressed 9 kill series 





bt trends 


“We Don't Do 
Logo Slapping" 





S THE SENIOR VICE PRESIDENT OF CARTOON 
1 A Network Enterprises (CNE), John Friend is 
responsible for growing parent CNE's merchandise 
business. On a recent visit to India, Friend 
explained to BT’s Shailesh Dobhal why the 
country excites him. 


On defining CNE's business: Depending on how 
ambitious you want to be, you can call it either the 
in-life or on-shelf business. CNE is the real-world 
manifestation of the Cartoon Network brand 
and its individual (show) brands. 


On how the parent company views CNE: We sit 
very nicely in the middle. CNE is about both 
building brands and building business. The success 
in either one helps build more sustainable business 
in the other. 


On the merchandising strategy for India: We're not 
in the business of logo slapping. We are in the 
business of brand building. Initially, we're starting 
here with a focussed group of just seven 
licencees. We create the property, we are 
responsible for understanding what makes a TV 
show into a brand and we provide the creative 
material. We don't know about manufacturing, 
we're not a distribution company and we depend 
on our partners (franchisees) to provide those fac- 
tors to the business. 
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Visiting Bangalore? Wait till this comes up 


Bangalore's 
New Hotels 


At last, more rooms for the harried city visitor. 


ANT A ROOM IN ONE OF BANGALORE'S STAR HOTELS? 
Better make the booking at least 30 days in 
advance. Still can't find one; try persuading Infosys, 
which was forced to build a 500-room hotel-like facility 
to overcome the crunch, to let you have one. Also, 
don't expect to get any early-bird concessions. There's 
nothing like that in a city where room rates at a five-star 
hotel are upwards of Rs 8,000-10,000—not too far 
from the $500-600 (Rs 22,000-26,100) you pay for a 
comparable room in New York. Finally, there's some 
good news coming the way of Bangalore's harried visi- 
tor. Over the next two-to-three years, 3,500 rooms 
will get added to the existing 1,800 in the five- and four- 
star categories. International players like Marriott, 
Shangri-La, Hilton and Carlson, which didn't have a 
presence in the city, are making a beeline. Says Chander 
Baljee, Managing Director of the Royal Orchid Group 
of hotels: *It was inevitable given the boom (in traffic)." 
Baljee himself is looking at raising Rs 100 crore 
through a public issue to fund his expansion plans 
within and outside Bangalore. The other chains have tied 
up with big real-estate players like Adarsh (the partner 
is Shangri-La Hotels and Resorts,) Prestige Group (with 
Radisson and Hilton for different properties), 
Purvankara, Sobha and Brigade Group, while some 
private builders are planning independent hotels. All told, 
an estimated Rs 4,500-6,000 crore will get invested in 
building new rooms and hotels in the city. Will the 
new capacity lead to a glut? Not at all, says a leading 
builder: *Given the kind of potential that Bangalore 
has, there is enough of both business and ordinary 
tourists coming in. We can't have enough room for 

everybody." Visitors to the city couldn't agree more. 
VENKATESHA BABU 
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INTERVIEWD 


“There Is No Basis To Anil’s Complaints” 


A HAVING BEEN A MERE 
ystander in the ongoing 
Reliance wrangle, the govern- 
ment finally directed the Registrar 
of Companies (ROC) last month to 
probe into the charges levelled 
against Reliance Industries by its 
Vice Chairman © мр and Rajya 
Sabha mp, Anil Ambani. Days 
before the RoC was supposed to 
submit its so-called report, BT’s 
Swati Prasad spoke to Company 
Affairs Minister, P.C. Gupta, on 
the controversy, Excerpts: 


Komal Anand, Company Affairs sec- 
retary, recently told the media that 
the Registrar of Companies would 
issue a notice to the Reliance Group by 
the month-end. So is RoC sending a 
notice to Reliance? 

No, we are not issuing any notice to 
Reliance. Notices are not issued just 
like that. Anil Ambani has met me 
three times. He told me that certain 
financial information and disclo- 
sures were missing in Reliance. We 
checked with the roc of Ahme- 
dabad and Mumbai. We found no 
basis to his allegations. We have 
told him that he can pay the fee 
and inspect the files himself. 





“How can the government 
intervene (in the Ambani 
war)? It is a family issue" 


When did you last receive a complaint 
from Anil Ambani? 

He approached us two weeks back 
with a fresh complaint. 


What is the latest issue he has raised? 
I have not seen his latest complaint 
myself. It was addressed to the 
Secretary. 





What's your view on the tussle 
between the two brothers? 

The Reliance Group contributes 
3.5 to 4 per cent of the Gpp 
through its turnover. So many 
investors are involved. This sort 
of fight does not help anybody. It 
is detrimental to the interests of 
the shareholders and the country 
at large. Reliance has the largest 
number of small investors. Some 
people have put their entire 
savings into Reliance. The bro- 
thers should resolve the issue 
amongst themselves. It is in the 
interest of the two brothers, the 
country and the shareholders of 
Reliance to resolve this fight. 


ASV 3NOHS 


If the fight between the brothers is so 
detrimental, will you or any other 
representative of the government 
intervene or play peacemaker? 

How can the government inter- 
vene? It is a family issue. I meet 
Anil Ambani because he is my col- 
league in Parliament and a friend. 


Have you met Mukesh Ambani also 
over the issue? 

Yes. He has also come to me over 
the same issue. 





DEALA 


The Taj Checks In At The Pierre 


N JUNE 9, THE TOP BRASS FROM THE 

Indian Hotels will meet up with the 
cooperative board that owns the proper- 
ties that house the luxurious Pierre hotel 
in mid-town Manhattan, New York, to 
ink the final elements of a $45-million 
(Rs 198-crore), 30-year lease that will 
return the Tatas to New York (they exited 
the city's Lexington Hotel a few years 
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The Pierre: Enjoy Indian 
hospitality in the US 


ago). If all goes well, from July 1, 2005, 
the Indian tri-colour will fly atop the 
entrance, replacing the Canadian flag 
put up by their predecessor, Four 
Seasons. “It is a landmark transaction 
for us,” preens R.K. Krishnakumar, 
Chairman, Indian Hotels, who spear- 
headed the bid. 

ANIL PADMANABHAN IN NEW YORK 


Your business is unique. Your goals are defined. But the issues you deal with ever 
makes modular software solutions for the business you're in. Whether you're 
company Whether you're into consumer products or into building the skyline. Wi 

it's grounded in our years of working with the best-run businesses in your indi 


fundamentals. And we know what makes your business fundamentally different 


Tell us which industry you work in and get a free industry specific SAP CD, w here vou'll find all the answers 
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THE BT 50 INDEX 


PINAKI PAUL 


News of disinvestment perks up market sentiments. 
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S EXPECTED, THE CENTRAL GOVERNMENTS 
АЕР noises (the BHEL divest- 
ment is just one among that) after the 
Budget session pushed the market to 
higher levels. The BT 50 has moved up by 
5.71 points (2.30 per cent). The onset of 
the monsoon (though delayed) in the 
Andaman & Nicobar Islands also helped 
the rural-focussed FMCG sector (BT FMCG 
moved up by 3.74 per cent). But high 
oil prices, which climbed back to $52 or 
Rs 2,288 per barrel, are still threatening 
the present rally. 

Our flagship free float methodology- 
based index—ar 50—has completed two 
years now. The free float methodology 
has several advantages: first, it considers 
only the value of stocks freely available in 
the market (after excluding the part held by 
promoters and other strategic investors) 
and the weightage assigned to individual 
shares is more representative than the 
market capitalisation-based methodology; 
second, it takes care of the perpetual 
selection dilemma regarding closely-held 
companies. For instance, the inclusion of 
these companies may distort the index 
based on total market capitalisation metho- 
dology, but dropping them altogether may 
reduce its representative character. The 
free float methodology facilitates inclu- 
sion of large closely-held companies but 
assigns them a lesser weightage. After 
the success of our broad market free float 
index (that the Sensex subsequently 
decided to adopt this is testimony to the 
efficacy of the free float method), we 
decided to launch sector indices using 
the same method. While the general index 
captures the overall movements (covering 
several sectors), sector indices capture 
the movements in individual sectors. All 
these indices have a common base period 
(January 1, 2002). The weightages are 
reassigned every quarter after compa- 
nies declare their ownership details. The 
base value of all вт indices is 100. 

NARENDRA NATHAN 


THE DAY YOU CAN DIAL A SHOWER IS 
THE DAY WE'LL MAKE ONE KIND OF SOLUTION. 
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Electrolux’s Coming Chill 


Is Swedish appliance major Electrolux exiting India? BY SHAILESH DOBHAL 


I THE MOST CURIOUS CASE OF 
corporate restructuring in recent 
times. The market is abuzz with 
rumours that Swedish white goods 
major AB Electrolux (ABE) is selling 
its loss-making Indian subsidiary, 
Electrolux Kelvinator India (EKL), 
and exiting India. But everyone 
involved seems to be in a denial 
mode. Says Anders Edholm, Vice 
President, Communications, at the 
Stockholm-based АВЕ: “Electrolux 
is not exiting India.” He adds in 
the same breath: “But we need to 
continue reviewing the business 
in terms of restructuring efforts, 
strategic options, etc.” Whatever 
that means. 

The grapevine says Videocon 
Appliances is just days away from 
signing a deal to take over EKL's 
three factories in India. (This, at 
the time this magazine goes to 
print). The pact, negotiated by 
Ambit Finance, reportedly includes 
a licensing deal whereby Videocon 
will sell Electrolux-branded 
appliances in India. But Videocon 
Group Chairman Venugopal 
Dhoot denies this. *So far, they 


POW-WOWP 





EKL's Karwal: Fate of both the firm 
and Karwal hangs in limbo 


(ABE) have not approached us,” 
he says. Other names, like the 
Dubai-based Jumbo Electronics 
and Godrej Appliances were also 
floating around. 

Meanwhile, EKL seems to be 
on the path to recovery. Losses 
have declined from Rs 226.31 
crore in 2003 to Rs 117.75 crore 
in 2004 to a mere Rs 14.56 crore 
in January-March 2005. The com- 
pany seems well on its way to 
break even by next year. Sales are 
also up. So, what really prompted 
this radical decision to sell out 
when things are looking brighter? 





VuH3N NYAIA 


Last year, ABE itself went 
through a restructuring whereby it 
decided to hive off its small, but 
highly-profitable, outdoor busi- 
ness into a separate company. 
Following this, pressure started 
mounting on its bigger indoor 
appliances business—which has 
net margins of 2 per cent com- 
pared to double-digit margins in 
the outdoor business—to quickly 
show results. In the new order of 
things at ABE, the still loss-making 
EKL suddenly became an orphan, 
says a market source. 

ABE even reportedly explored 
a management buy-out option for 
EKL earlier this year (ABE refused to 
comment on it). Nothing came of 
it. Rajeev Karwal, Managing 
Director of EKL, was reportedly 
offered a position within ABE else- 
where, but he turned it down. As 
BT goes to press, the fate of EKL, as 
well as Karwal, remains unknown. 
Given the buoyant state of the con- 
sumer markets in India, the exit 
of a big global player like 
Electrolux, if it does come about, 
will indeed be a pity. 


The Fight For Swaraj Mazda 


HE BATTLE FOR SWARAJ MAZDA SEEMS TO BE DRAWING TO 

a close, with parent Punjab Tractors Ltd (PTL) 
deciding to offload 15 per cent of its stake to minority 
shareholder Sumitomo Corporation. According to 
sources, Sumitomo is said to have matched private eq- 
uity investor Actis' recent open offer of Rs 400 per 
share. Actis had acquired a stake in PTL in July 2003 
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and, subsequently, got an 8 per cent stake in 
tcv manufacturer, Swaraj Mazda. It had been 
opposing Sumitomo's move to increase its stake. At 
Rs 400 a share, Sumitomo's additional 15 per cent 
stake will cost Rs 62.92 crore. It will be interesting to see 
what Actis does with its shares in Swaraj Mazda. 
SWATI PRASAD 


Q&A» 


^There Is No Division At Sahara" 


brin O ROY, THE ELDER SON 
of Subrata Roy, 57, breaks his 
silence and speaks to BT's 
Kumarkaushalam on reports of 
his father’s ill health and succes- 
sion planning at the Sahara busi- 
ness empire. Excerpts: 


Is there any substance to the 
rumours regarding your father’s ill 
health? 

He has had high blood pressure 
earlier too. One (major) scare 
was 10-12 years ago, and the 
recent one six months ago. This 
time, he is trying to find a per- 
manent solution. He is just 
relaxing, He is waiting for a few 
more weeks—say, three weeks—to resume his normal 
life. But it will not be as erratic as it used to be, It will 
be much more regimented. He has worked like crazy 
for the past 20 years. He’s fatigued because of his erratic 
schedules in the past. I think he has now understood 
that he needs to take it easy. 


What's his daily schedule like now? 
Dad gets up at 7.30-8.00 a.m., practises yoga for 


SHOT 


Saving Face, With Botox 


OU—AND YESTERDAY'S EYE CANDY—KNOW IT AS BOTOX, BUT TO MOST FOLKS AT THE 

$2.05-billion or Rs 9,020-crore American speciality pharmaceuticals 
major, Allergan, Botulinum toxin type A would sound as familiar. But, contrary to 
Page 3-driven perception, Botox isn’t only about ironing out facial creases and other 
telltale signs of impermanence. Way back in the 1960s, this toxin was investi- 
gated not for its cosmetic properties but for its ability to realign cross eyes! However, 
it was only in the early 2000s that Allergan was able to take the cosmetic benefits of 
Botox to market, and today the cosmetic variety accounts for roughly 40 per cent of 
Botox's $705-million(Rs 3,102-crore) sales. Allergan now plans to formally market Botox 
in India. “The market for Botox is very underdeveloped here, and we see great potential 
for the cosmetic variety. After all, the desire to look good is universal, be it in 
Hollywood or in Bollywood," points out David E.I. Pyott, Chairman, President and ceo 
of Allergan. That's good news for those looking to tuck in those lines and folds. 





around an hour, and then takes 
a 30-45-minute stroll within our 
Sahara Shahar (the family 
home). But in the middle of all 
this, he spends three-to-four 
hours giving strategic direction 
to our businesses, and meeting 
with the top eight or 10 group 
executives. | suppose he's also 
getting his Hindi book (Shanti 
Sukh Santooshti) translated. 


Is the succession plan in place? 
There is no formal division bet- 
ween me (30) and my younger 
brother Seemanto (28). The 
focus of the group—and dad’s— 
is on the township projects (to 
build 8.5 lakh houses in 217 cities in 10 years with a sale 
value of Rs 1,75,000 crore). And for the last 18 
months, I have been involved in this. Media and 
entertainment business is with professionals; para- 
banking is under director O.P. Srivastava and dad, 
while Seemanto has shown interest in aviation recently, 
besides managing Amby Valley for the last 18 months. 
All I can say at this time is that talk of a succession plan 
is just speculation because of his health. 
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UMESH GOSWAMI 


Allergan’s Pyott 
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ITC. Working for you. Working for India. 
The Wills Lifestyle way. 


Guess where global Indians head for in search of upscale fashion? To Wills Lifestyle — ITC's 
nationwide chain of exclusive high fashion stores. 


Showcasing a complete wardrobe, with trends that are taking the fashion capitals of the world 
by storm. Offering a truly international shopping experience and winning numerous awards 
including the coveted “Most Admired Exclusive Brand Retail Chain of the Year”. 


This season, enjoy luxurious structures — Jacquards, Dobbies and Micro-polkas — to make an 
elegant statement at work. With Wills Classic new age formals. 


Wills Lifestyle symbolises ITC’s commitment to create brands that enrich the quality of life for 
every Indian. Because our people and our country deserve the best. 
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ITC Limited 
www..itcportal.com Enduring value 
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BPL Communications’ R. Chandrasekhar (left) апа ВРІ. patriarch 
T.P.G. Nambiar: Murky family soap turns more dramatic 


The Row At BPL 


This soap opera shows no signs of ending. 


T3 IE BAD BLOOD BETWEEN BPL GROUP PATRIARCH T.P.G. NAMBIAR 
and his son-in-law, Rajeev Chandrasekhar, is intensifying. 
On May 10, 2005, the Company Law Board (CLB) rejected 
Nambiar's petition seeking a stay on the sale or transfer of a 57 per 
cent stake in BPL Communications owned by his son-in-law. The 
Chandrasekhar-controlled BPL Communications is the holding 
company for BPL Cellular Ltd (which holds licences for the Tamil 
Nadu, Maharashtra, Goa, Kerala and Pondicherry circles) and BPL 
Mobile Communications (which holds a licence for the Mumbai 
circle). There have been reports that Chandrasekhar is planning to 
sell a portion of BPL Communications to either Vodafone or 
Essar. The exact shareholding pattern in BP. Communications is 
unclear, with both sides claiming a controlling stake. 

Nambiar needs money. The BPL Group is bleeding and is sad- 
dled with high-cost debts of about Rs 1,200 crore. A compre- 
hensive debt restructuring (CDR) package, which has been in the 
works for the last three years, has been held up because 
Nambiar and his son Ajit have been unable to bring in Rs 120 
crore for a one-time settlement, which will result in a portion 
of the debt being written off. 

This is where BPL Communications, which has 2.6 million subs- 
cribers, comes in. In January 2005, Morgan Stanley estimated its 
enterprise value at $1.3 billion (Rs 5,720 crore). If the Nambiars 
can get a slice of this cake, their funds crunch will be resolved. *The 
mobile business was funded by BPL. It was our brand equity that 
helped it grow. We will pursue all avenues to protect our interests," 
say sources close to Nambiar. 

The Chandrasekhar camp will have none of this. *On two occa- 
sions in the past, they (the Nambiars) decided not to participate in 
(BPL Communications) rights issues. Now that it has started 
making good money, they want a piece of the action," sources close 
to Chandrasekhar point out. But is he really selling out? The man 
himself avoids a direct answer. “We are talking to various players 
for a strategic investment partner,” he says. 

The next act in this family soap will unfold on July 11, when 
the CLB takes up Nambiar's arguments. Keep watching this space. 

VENKATESHA BABU 
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Choice Of 
Sparklers 





IAMONDS ARE FOREVER, ARE A GIRL'S 

best friend, and all that, but dia- 
monds aren't soap. Why then has the 
Diamond Trading Company (отс), the 
marketing arm of the De Beers Group, 
introduced so many brands of diamond 
jewellery in the Indian market? First 
there was Nakshatra, then came Asmi, 
followed by Arisia and, more recently, 
Sangini. After all, when buying a 
diamond you would assume that con- 
sumers are most concerned with its 
intrinsic value, unlike when, say, picking 
up a Dove soap. 

Gareth Penny, Managing Director of 
the London-based отс, explains: "It's a 
way of creating excitement. We should 
be able to sell emotions like love and 
commitment, rather than just a com- 
modity. We offer marketed products, 
and focus on design, beauty and ele- 
gance." He reveals that ртс spends 
$8-10 million (Rs 35.2-44 crore) annu- 
ally on marketing in India. 

It's easy to see why: India is the 
third-largest market after the us and 
Japan, and is growing at 20 per cent 
annually, even as global demand chugs 
along at 7-8 per cent. Small wonder 
then that Penny can't get the "India 
Shining" slogan out of his system! 

BRIAN CARVALHO 


New wave 

CRDe technology 

for Scorpio. 

Other cars out at sea. 


Drive the car powered by technology never made in India before. CRDe technology. It may look like Г 
С ИШ | 


the Scorpio you know but it has more bhp in its belly than апу car in its category. Yet you won't sii T 
hear it storm past. Its technology injects fuel at high pressure to set new standards of combustion. fm Mahindra 
As a result it greatly lowers emissions as well. Only other cars will feel out of their depths. Nothing else will do 


CRDe technology is available across the Scorpio range in select cities. Accessories shown are not part of standard equipment 
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N MAY 21 THIS YEAR, FINANCE MINISTER 

P. Chidambaram sprang a surprise. He announced 
that the government would go through with, and 
complete, banking and financial sector reforms by 
September-end. Speaking at the national meet of the 
Confederation of Indian Industry on May 17, the 59- 
year-old lawyer-turned-politician said: “The first thing 
we have to do is complete the agenda of financial sec- 
tor reforms and end all the uncertainties in this sector.” 

The Monsoon Session of Parliament (beginning in 
July) is packed with economic Bills (see Bills In The 
Pipeline) that are likely to change the face of the 
Indian financial sector. Doing away with the 10 per 
cent cap on voting rights for private sector banks 
through an amendment of the Banking Regulation 
(Amendment) Bill, 2005, for instance, will encourage 
foreign banks to raise their stakes in private sector 
Indian banks and bring in much-needed foreign capi- 
tal. Similarly, The Reserve Bank of India (Amendment) 
Bill, 2005 gives the Reserve Bank of India the flexi- 
bility to set a new cash reserve ratio (CRR) and statutory 
liquidity ratio (SLR) for stronger banks. This will release 
massive amounts of productive funds into the market. 

Again, amending the Insurance Regulatory and 
Development Act, (1998) to increase the foreign 
direct investment (FDI) limit in insurance companies 
from 26 per cent to 49 per cent, and passing the 
Pension Fund and Regulatory and Development 
Authority Bill, 2005, will unshackle these sectors. 

The passage of these Bills (the Left parties and the 
BJP willing) will enable India to attract more FDI (the 
country received $4 billion, or Rs 17,600 crore, in 
2003-04) and, hopefully, close the gap with China, 
which attracted $60.63 billion (Rs 2,66,772 crore) in 
foreign investments in 2004. 

Empirical data shows that foreign investments in 
sectors such as information technology, business 
process outsourcing and car making, among others, 
have made Indian companies more productive and 
turned some of them into formidable global compe- 
titors. Consumers have benefited from lower prices, 
higher quality and greater choice. And domestic demand 
has soared as thousands of new jobs were created. 

The Finance Minister is hoping that these stories 
will be replicated in the financial sector, and, because 
of its linkages across the economy, in other sectors as 
well. China, here we come! 

ASHISH GUPTA 
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ON No Full Stops Anymore 


The government is determined to push financial sector reforms through. 


BILLS IN THE PIPELINE 


NAME OF THE BILL 


The Reserve Bank 
of India (Amendment) 
Bill, 2005 


The Banking Regulation 
(Amendment) Bill, 2004 


Special Economic 
Zone Bill, 2005 


The Pension Fund 
Regulatory and 
Development Authority 
Bill, 2005 


Credit Information 
Companies (Regulation) 
Bill, 2004 


The Factories 
(Amendment) Bill, 2004 


The Securities Laws 
(Amendment) Bill 2004 


Insurance Regulatory 
Authority Bill, 2004 





IMPACT 

Provides more operational flexibility 
to the central bank to fix SLR and 
and CRR for different banks so 

as to make available more funds for 


productive growth 

Removes the 10 per cent cap on voting 
rights. Will encourage foreign banks to 
Set up subsidiaries and attract foreign 
investments 

Makes units within SEZs eligible for 
100 per cent tax exemption for the first 
five years and 50 per cent for the 

next five. 


Introduces a new regulatory 
mechanism for a “defined contribution” 
pension scheme introduced 

from January 1, 2004 


Help banks to deal with NPAs by 
providing information regarding 
creditworthiness of various categories 
of customers 


Provides flexibility in the matter of 
employing women workers on 
night shifts in factories 


Demutualises stock exchanges 
and enhances penal provisions to 
protect investors’ interests 


Increases the FDI cap from 26 per cent 
to 49 per cent in private insurance 
companies 


Traveling abroad? 


Now save 60% over 


international mobile roaming. 


WORLD CALLING CARD АШЫ 


The Airtel World Calling Card allows you to save 60% 
over international mobile roaming. With this card, you 
can make calls to India from more than 95 countries. 
You can even make calls within the visited country and 
to all major countries in the world. The card can be 
used from a regular landline, public phone or a mobile 
phone in most of the 95 countries. The best part is, 





you can buy the Airtel World Calling Card in rupees 


right here in India and save precious foreign exchange 


for better things. Simply pick up your Airtel World 


Calling Card either from your travel/forex agent or fror 


the Airtel counter at the international airport 


denominations of Rs. 300 & Rs. 500. Take the smart 


route to calling home and talk freely 


Save 60% over international mobile roaming *Save precious foreign exchange *Save the trouble of locating a put phone * Talk from 
g J 


К опо Distance Services | www.airtelworld.com/wcc 
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Will India's power needs in 2030 
be met by wind or water? 
Ask IDFC. 


If you can see the future, you can build it. IDFC (Infrastructure 
Development Finance Company) has not only financed India's 
infrastructure projects, but brought innovation, ideas and advice to the 
realm of infrastructure finance and infrastructure policy. Our deep 
domain knowledge is our edge. 


Our mission 
Be the financier and advisor of choice for the nation's 


infrastructure projects 


r 


Facts and figures 





* Strong growth in net loans 50% CAGR over the last 4 years 
* Impressive asset quality Zero Net NPAs 
* Best-in-class return on assets 4.3? 


* One of India's largest private 
infrastructure project financiers Asset base of Rs 8400 crores 
* India's largest infrastructure-focussed 


| private equity fund Rs 844 crores 











1 t | Units | FY 2003 | FY 2004 | FY 2005 
Total Income Rs. in crores | 458.9 | 637.0 727.6 


271.9 323.0 








Profit Before Tax Rs. in crores 

















Net Profit Rs. in crores 259.1 304.0 
Share Capital - Rs in crores| 1000.0 1000.0 | 1000.0 
Reserves ^l IRs in crores | 552.3 | 699.1 | 888.9 
Earning Per Share | Rs | 1.8 gens 30 | 
Dividend | x | 100% | 100% | 10.0% 
Book Value | RE. |. 159 | S" OC IS | 





Four sector focus 
* Energy * Telecom * Transport 


* Industrial/Commercial Infrastructure 


S 


Think infrastructure 


С 
ку, 


hink IDFC. 
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OUR COMPANY IS 
DYING... BUT NOT 
BECAUSE OF BAD 
MANAGEMENT. 


WELL, I FOR ONE 


FEEL BETTER KNOWING 


WE HAVE CORRECTLY 
IDENTIFIED THE 


NOW LET'S BREAK 
INTO FOUR SMALL 


WORKING GROUPS... 


UM...THERE ARE 
ONLY FOUR OF US. 


WAIT...NEVER MIND. 
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IT’S BECAUSE 
WE'RE NOT... 


CUSTOMER 
CENTRIC 


THAT WAS A LITTLE 
THING I CALL 
PARTICIPATION; 
YOU SHOULD TR Y 
IT. 


AND DEVELOP SKITS 
BASED ON OUR NEW 
FOCUS OF CUSTOMER 
CENTRICITY. 





TLL CALL MY SKIT 
"THE ELECTRICITY 


OF CUSTOMER 
CENTRICITY." { 





РНАҢМА» 


A New 
S 





Exports ho! Divi's unit near Hyderabad 


HAT ARE PHARMA COMPANIES 
doing setting up export-ori- 
ented units (Eous)? Murli K. Divi, 
Chairman and Managing Director 
of Hyderabad-based Divi's 
Laboratories, has just inked a deal 
with a us-based pharma major for 
the supply of a specialty ingredient 
and is setting up a dedicated Eou for 
this customer alone. The invest- 
ment: Rs 30 crore; the location: 
Vishakapatnam. Divi's is not alone. 
The Ahmedabad-based Dishman 
Pharmaceuticals & Chemicals has 
two such facilities in Bavla, near 
Ahmedabad, that manufacture 
Eprosartan, an active pharmaceuti- 
cal ingredient used in the manufac- 
ture of an anti-hypertension drug, 
under contract for Solvay Pharma- 
ceutical B.V. of the Netherlands. 
"We hope to add two more such 
Eous in the next month," says Vikram 
Oza, Vice President (Finance), 
Dishman. Adds Divi: "We are wor- 
king with close to a dozen global 
pharma MNcs and hope to replicate 
this model in other cases." But why 
an EOU? "These units don't pay any 
income tax, sales tax or excise duties 
till 2010," says Oza. That's why other 
pharma companies, like Matrix 
Laboratories, which do not have 
dedicated customer-specific con- 
tract manufacturing units, have also 
opted to set up Eous. 
E. KUMAR SHARMA 
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GOING DIGITAL? YOU 
DON'T NEED AN M.B.A., 
JUST A B.O.X. 


You don't need to be a rocket scientist. With the Kodak EasyShare digital photo solution, 
even beginners can be ready to shoot and print real Kodak pictures the minute they leave the store 
It's everything you need to go digital, in one box: Kodak EasyShare Z740 zoom digital camera and 
printer dock, Kodak colour cartridge and photo paper, and a reachargeable 

battery. It's digital expertise from the people who invented digital cameras. Kodak 


digital 
photo 
solution 


yShare are trademarks o! Eastman Kodak Company. 


5 Kodak and Eas 


ompany, 200 


Р 





МЕР Rs. 24,900 


© Eastman Kodak 


» Z740 digital camera - 10X optical zoom - 5.0 megapixels - Kodak colour science chip * printer dock * accessories 
For more information, contact: Toll free: 1600 22 4949, or Mumbai (022) 5641 6300 / 6819; Chennai (044) 2362 1490 / 1838; Kolkata 
(033) 2229 5711 / 12; New Delhi (011) 2338 7215 / 16. E-mail: 956509N@knotes.kodak.com 
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TODAY 
CONCL AUT Some of the best minds in the world were at the 


NDIA TOMORROW 2006 India Today Conclave. 
PERCEPTION VERSUS REALITY 


This is your chance to be with them. 


They came, they spoke and they conquered. Some of the greatest minds in the world 
| 
spoke on India Tomorrow: Perception versus Reality at The India Today 








Conclave 
proceedings 
now available 
in a set of 3 CDs hurry! Price: Rs. 5000/- 
1 am enclosing Cheque/DD No dated jrawn specify bank) 
© favouring INDIA TODAY CONCLAVE for Rs Delt | 


Conclave. If you were not there, order the Conclave CDs today. It’s a limited offer, so 
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B-SCHOOLS 


INDIAN INSTITUTE OF MANAGEMENT, :«vco«o^ 


Like with other great brands, there is something about the school 





The Indian Institute of Management, Ahmedabad slips a bit but 
remains the undisputed winner in India’s first and only ranking of 
B-schools based on recruiter, wannabe-MBA, MBA student, functional 
head and young executive perceptions. The real story, however, is of 
the emergence of 15 B-school brands this year as compared to eight 


each in 2003 and 2004. A BI-ACNIELSEN ORG-MARG STUDY 


THE TOP 10 





EQUI EQUITY 
RANK SCHOOL "ox is 
Indian Institute of Management, Ahmedabad 5.48 ДАҢ 
Indian Institute of Management, Bangalore 2.44 2.91 
Faculty of Management Studies, Delhi 2.09+ 1.35 
Indian Institute of Management, Calcutta 1.95 ' 1.96 
XLRI, Jamshedpur 1.53: 1.5 
Indian Institute of Management, Lucknow 1.5- 1.2 
Indian Institute of Foreign Trade, Delhi 1.33- 08 
Symbiosis, Pune 1.2 6 1.38 
Jamnalal Bajaj Institute of Management Studies, Mumbai 1.21* 1.16 
Narsee Monjee Institute of Management Studies, Mumbai ll^ 0.65 


In a competitive market (and the B-schools market is a competitive one in India), 


MONOPOLY BRANDS: boast brand equity scores between 4 and 6, 
WINNING BRANDS: between 3 and 4, DISTINCT (OR EXCELLENT BRANDS): between 2 and 3, 
UNDIFFERENTIATED BRANDS: between 1 and 2, and MEDIOCRE BRANDS: less than 1. 


A Higher than last year Y Lower than last year NR: Not Ranked (last year) 


VERY MARCH, INDIA’S 

educated elite—given the 

literacy rate of 57 per 

cent, anyone who is edu- 

cated belongs to an elite 
group—revel in the throes of vica- 
rious pleasure. The occasion is 
placement or recruitment season at 
India’s best B-schools, and reams 
of newsprint and a chunk of air- 
time is devoted to 20-something 
individuals who are in seemingly 
in possession of attributes for which 
companies, Indian and multina- 
tional, are willing to pay a lot. For 
the record, this magazine spent aro- 
und seven pages on the phenome- 
non, the dominant part on a birds- 
eye view (number-heavy) round up 
of placement season in some of 
India’s best B-schools; the more 
interesting part was a brief profile 
and a photograph of Ravi Singhvi, 
the 26-year-old from the Indian 
Institute of Management, Ahmeda- 
bad, who was picked up by HSBC for 
a salary of $152,000 (Rs 66.8 lakh) 
a year. Not too long after, a student 
at the Indian School of Business, 
Hyderabad attracted a bid of close 
to $200,000 (Rs 88 lakh) but by 
then, the media- and public-frenzy 
was dying down and all he could 
manage was five, as opposed to the 


THE RECRUITER'S TOP 10 


2005 


RANK 2004 


BRAND 


RANK SCHOOL EQUITY 


~ OO» C1! ظط‎ GC м IE 


Mo 
9 р 


NR: Not Ranked (last year) 





IIM-A 4.02: 
XLRI 243: 
IIM-L 2.17- 
IIFT 1.6- 

symBiosis 1.38" 
FMS, Delhi 1.38- 
Kisomava 1.38* 
IIM-C 1.37" 
IMT 1.33- 
NMIMS 1.32- 


BRAND 
EQUITY 
2004 


9.4 

2.99 
0.88 
0.46 
2.01 
0.95 
0.48 
1.63 
1.28 
0.74 


A Higher than last year . Y Lower than last year 


INDIAN INSTITUTE OF FOREIGN TRADE, DELHI 


In the top 10 in three categories: Recruiters, Wannabe MBAs, Young Executives 
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THE WANNABE МВА TOP 10 


2005 
RANK 2004 


RANK 2003 
RANK SCHOOL 


IIM-A 
IIM-B 
FMS, Delhi 
ПЕТ 

ITM 

IIM-C 
Amity 


Alliance 


со со ч O5» C ظط‎ GW Re 


TISS 





A Higher than last year 


BRAND 
EQUITY 


6.42 
3.8- 
2.94* 
21 
1.96 
1.69 
1.97- 
1.29 
1.27- 
1.04 


BRAND 
EQUITY 
2004 


7.16 
3.4 

1.92 
1.06 
0.00 
2.24 
0.31 
0.00 
0.41 
1.28 


Lower than last year 





ITM, мимвл 


Wannabe MBAs rate this school very highly, 
in the top five in fact 


conventional 15 minutes of fame. 
The kind of money companies 
are willing to pay for MBAs has 
catapulted B-schools, once ignored 
centres of higher education, into 
the national mainstream. A survey 
of India’s top 100 companies by 
market capitalisation (see Where 
CEOs Come From on page 102) 
may seem to indicate that there is 
inadequate numerical evidence of 
the corporate world being taken 
over by MBAs, but that depends on 
how the numbers are analysed. Of 
the 100, 50 companies are headed 
by professionals (people other than 
the founders or members of the 
founding family or promoter 
group). Of these 50 companies, 16 
are headed by MBas. That (32 per 
cent) is not an insignificant pro- 
portion, and with time, the number 
can only increase. Indeed, today 
the debate on whether one needs 
an MBA to succeed is almost over (it 
has been decided in favour). Today, 
the two most interested parties 
(recruiters and students) ask similar 


¥¥N MIIN1OS 


Suzlon Energy. Harnessing the potential 
of wind into an energy source for our homes and industries. 


No expensive drilling for oil. No bruising the countryside to displace thousands of people so you 
can build a dam. The power of wind is free. And it's yours for the taking. All you need is a wind 
turbine. to spin power out of thin air. So be it your backyard, or a barren mountaintop, while 
wind blows, power can be generated. Sounds like magic? At Suzlon, we call it wind power, 


Some facts about wind energy: * Reduces dependency on fossil fuel.» Contributes to industrial growth & employment by commissioning wind 
farms at remote locations & in rural areas. POWERING A GREENER TOMORROW 





Suzlon Energy Ltd., Sth Floor, Godrej Millennium, 9, Koregaon Park Road, Pune ~ 411 001, India Tel: +91 20-56022000, 56025760. Fax: *91-20-56022100, 26202200 Website: www surlon.com E-mail бо иол сот 
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questions: which schools should 
we hire from? (in the case of the 
former) or which schools should 
we seek admission in? 

It was to address questions such 
as this that this magazine launched, 
in 1997, India’s first survey of 
B-schools. In its first avatar, the 
exercise was largely conducted by 
gathering information from schools 
and recruiters. However, valida- 
tion proved to be a problem with 
this method. For instance, most 
schools and recruiters prefer not 
to give out salary details. Then, 
there’s the issue of putting together 
a panel that can rate all papers pub- 
lished by all B-school professors in 
this country with the objective of 
establishing a B-school’s intellec- 
tual credentials. To avoid such prob- 
lems, this magazine moved to a 
market-oriented survey where 
B-schools were rated as brands by 
recruiters (the heads of HR at com- 
panies), wannabe MBAs, MBA stu- 
dents, functional heads and young 
managers (see The Best By Numbers 
on page 70). Since 2003, this is the 
process this magazine has been using 
to rate and rank B-schools. 


The Best And The Rest 

The most interesting finding of the 
BT-ACNielsen ORG-MARG study is that 
the gap between #1 and #30 in 
the ranking of 30 schools has nar- 
rowed after widening in 2004. In 
2003 it was 5.84; in 2004, 6.47, 
and in 2005, it is 4.82. Can this be 
interpreted as sign that the overall 
quality of Indian B-schools is 
improving? Another finding would 
indicate that it can. The Winning 
Brands model that the survey uses to 


JAMNALAL BAJAJ 
INSTITUTE, MUMBAI 


It has moved from seventh spot in 2003 to 
ninth in 2005, but remains one of the best 


in the country 
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NR: Not Ranked (last year) 


MBA STUDENTS’ TOP 10 


2005 
RANK 2004 


RANK 2003 
RANK SCHOOL 


IIM-A 
IIM-B 
IIM-C 
FMS, Delhi 
S.P JAIN 
JBIMS 


SYMBIOSIS 


com & Cn ظط‎ GC Re 


ICFAI 


IIM-L 


MDI 





A Higher than last year 


BRAND 
EQUITY 


9.38" 
295 
2.18- 
24% 
2.03- 
1.87- 
1.87- 
1.99- 
1.43 

1.39- 


BRAND 
EQUITY 
2004 


1.2 
2.8 
2.31 
1.87 
1 
0.81 
0.95 
0.91 
1.43 
0.51 


Lower than last year 
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it dual core si 
processor 


All the big ideas. Only from AMD. 


When you demand more performance from your microprocessor, only AMD delivers it first. 
Now, AMD has created yet another innovation. Presenting the Opteron™ Dual Core Processor. With 2 CPU 


cores on a single die, the Dual Core Opteron™ delivers a powerful, never-before computing experience. 


Demand more from technology. Choose AMD. 


© 2005 Advanced Micro Devices, Inc. All rights reserved. AMD, the AMD Arrow logo, AMD Opteron, and combinations thereof, are trademarks of Advanced Micro Devices, Inc 
HyperTransport is a licensed trademark of the Hyper Transport Technology Consortium. Other names are for informational purposes only and may be trademarks of their respective owners 








Reputation It Is 
Over the past three years, reputation has emerged the 
strongest driver of brand equity for B-schools. 
ON on lo E d Equity: 2 
44% Reputation 
9% Quality of placement 
— 5% Specialisation 
m" 1% Admissions process/eligibility 
6% Infrastructure 
— 13% Teaching methods 
5% Faculty 
18% Success of placement 





20% Reputation 

10% Quality of placement 

7% Specialisation 

8% Admissions process/eligibility 
21% infrastructure 

9% Teaching methods 

5% Faculty 

20% Success of placement 


Reputation is a function of the school's past performance in B-school surveys and 
its perceived position among peers; its standing as a seat of learning; the degree 
of difficulty in terms of securing admission; the performance of its alumni in their 
chosen careers; the international recognition it boasts; and the alliances it has with 
international B-schools 

Numbers in pie charts may not add up to 100 because of rounding off 
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calculate brand equity scores says that any school 
with: a score over four is a monopoly brand, a score 
between three and four a winning brand, a score 
between two and three a distinct brand, and a score 
between one and two an undifferentiated brand. The 
model terms those schools that manage only a score 
below one mediocre brands, but it is this magazine’s 
belief that these are more commodities than brands. 

In 2003, India boasted a mere eight schools that fell 
into the first four categories (one monopoly brand, one 
winning brand, one distinct brand, and five undiffe- 
rentiated brands). There was not much of a change in 
2004: eight schools (again) fell into the first four 
categories (one monopoly brand, one distinct brand, 
and six undifferentiated brands). Interestingly, in 
both years, the same eight schools hogged the rankings. 
This year, there are 15 schools that make the grade 
(one monopoly brand, two distinct brands, and 12 
undifferentiated brands). The eight schools from the 
previous years are there, but seven more have moved 
up the brand equity index. 

The other interesting finding (first pointed out 
in the 2003 edition of the survey, this has since been 
reinforced) is that there are IIMs and there are IIMs. 
While the four older имѕ, Ahmedabad, Calcutta, 
Bangalore and Lucknow have more or less estab- 
lished themselves in the listing, the same cannot be said 
of the two new IIMs, IIM, Indore and пм, Kozhikode 
(they come in at #17 and #19 in the survey). 


The Path To Profitability 


There’s an interesting aside to this survey, one that 


NARSEE MONJEE INSTITUTE OF 
MANAGEMENT STUDIES, MUMBAI 


Yet another Mumbai school in the top 10; a third 
of India's top 30 B-schools are from the city 
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Suzlon Energy. 
Reducing dependency on imported fuel so India can be more self-reliant. 


Every year India spends millions of dollars towards importing oil and other fossil fuels, so it can use them to 
generate power. This expenditure is in turn increased by the cost of subsidies borne by our government, so 
the same power can be made more affordable. In a situation like this, wind energy can be the cleaner, more 
convenient alternative. Generating the same power for the nation, just by setting up wind parks locally. 


Some facts about wind energy in India:* Reduces dependency on imported fuel. + *A cumulative installed base of 2980 MW by 31st December 
2004. + *187.92 crore units of electricity generated during 2004-05. • Facilitates industrial growth by providing power at a reasonable cost. POWERING A GREENER TOMORROW 
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58 YEARS LATER, 
IT'S TIME TO FAN THE SPIRIT OF SWADESHI AGAIN. 
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FUNCTIONAL HEADS’ TOP 10 






2005 
RANK 2004 
RANK 2003 BRAND 
RANK SCHOOL EQUITY 
IIM-A 5.57” 
FMS, Delhi 2.104 
IIM-C 2.1- 
XIM 1.67- 






NR: Not Ranked (last year) 


YOUNG EXECUTIVES’ TOP 10 


2005 


RANK 2004 
RANK 






NR: Not Ranked (last year 


62 BUSINES 


1.917 


A Higher than last year 


RANK SCHOOL 
IIM-A 

XLRI 

FMS, Delhi 
NMIMS 
IIM-B 
IIM-L 
IIM-C 

ЕТ 
SYMBIOSIS 


IIM-K 


A Higher than last year 





2005 


BRAND | RANK 2004 


EQUITY 
2004 


1.03 
0.88 
1.5 

0.34 
3.06 








'Y Lower than last year 


BRAND 
EQUITY 


9.99 
LET 
2.12- 
1.87- 
1.83: 
1.63- 
1.49: 
1.34- 
1.29: 
1.19 


RANK 


BRAND 
EQUITY 
2004 


6.75 
15 

1.12 
0.46 
2.91 
0.94 
2.07 
0.59 
1.52 
0.65 


Lower than last year 


BRAND 
03 BRAND EQUITY 
RANK SCHOOL EQUITY 2004 


1.48- 
1.41- 
1.39- 
1.18 


ка somaya 1.11- 


0.43 
0.65 
1.14 
1.6 

0.43 


IMT 


TISS 


IIM-L 


JBIMS 





should be of interest to the hun- 
dreds of entrepreneurs who have 
founded B-schools hoping that the 
demand for MBAs sweeping across 
the country will translate into some 
coins in their coffer. That would 
seem to be happening. ICFAI Business 
School, Hyderabad, a school of 
recent vintage (it is less than 10 
years old) makes an appearance in 
the rankings. Then, the number of 
B-schools in the top four categories 
(monopoly brands, winning brands, 
distinct brands and undifferentia- 
ted brands) according to recruiters 
has increased from eight last year to 
15 this year. Recruiters, then, are 
beginning to look beyond the IIMs. 
One reason for that could be the 
emergence of attractive options to 
the пмѕ. Another could be the fact 
that multinational firms are 
increasingly hiring people for their 
global operations from Indian 
B-schools. By some estimates, last 
year, some 186 students from the 
six IIMs landed foreign job offers. 
That’s 186 students less for Indian 
firms to hire. Which is where Tier- 
II and Тіег-Ш schools step in to fill 
the demand-supply imbalance. If 
there is one thing India Inc. has 
realised in the 2000s, it is that it can- 
not thrive without MBAs. I 


Suzlon Energy. Asia's largest wind power company”, with 
operations in Australia, China, Europe, India & the United States of America. Y 
Al 
(|| a 
Wind turbine manufacturing facilities in India. Just like the wind we harness our energy from, Suzion's success 
too is powered by global experience. Its unique combination of international expertise and local know-how, of T 
professional acumen and a selfless motive to protect the environment, all working towards making it the world's SUZLON 


+ 6th largest and Asia's largest wind power company today*. А company that, as of 2003, has installed wind turbines 
for wind parks in India and the United States, with a power generating capacity of more than 1000 MWs! POWERING A GREENER TOMORROW 


Technology development centres in Germany & Netherlands. International business headquarters in Denmark. £5 


Some facts about wind energy:* Growing at 28% globally for the last 5 years.* Renewable Energy expected to meet 22% of the European Union's power requirements by 2010 
Suzlon Energy Ltd. Sth Floor, Godrej Millennium, 9, Koregaon Park Road, Pune ~ 41 1 001. India. Tet *91-20-56022000, 56025760. Fax: +91-20-56022100, 26202200. Website: www.surlon.com E-mail infofüsuzlon com 
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Why IIM-A Is 


IIM-A 


It boasts a list of CEOs, thinkers and opinion leaders 
a mile long, is considered one of the world's best 
B-schools, and is a preferred hunting ground for 


multinational recruiters that otherwise hire only from INDIAN 

the Ivy League B-schools. Is it the curriculum? Is it the INSTITUTE OF 
network? Is it the quality of people selected to the MANAGEMENT, 
school? The secret behind IIM-As stranglehold Ahmedabad 


over this, and other rankings. By ARNAB MITRA FOUNDED: 
1961 


FIRST FULL-TIME DIRECTOR: 
Ravi J. Mathai 


SATUS x ы ыы... — jT еу FOUNDER: 

HILIP KOTLER ONCE SAID: “DON’T SELL THE STEAK; SELL THE SIZZLE.” THE Dr Vikram Sarabhai 

Indian Institute of Management, Ahmedabad (M-A) treats this dictum with 

all the seriousness it deserves. Ask five people the question: What makes the Me hla 

IIM-A special? Chances are you'll get only one answer: the case method 

of study. But everyone will qualify that with his own take on the matter. CURRENT CHAIRMAN: 

Narendra K. Ambwani, President & Managing Director, Johnson & Johnson N. R. Narayana Murthy 

India, who passed out of the institute in 1972, is very clear about it. “This method NO. OF GRADUATED BATCHES: 
stresses on translating theory into practice. And there’s a lot to learn from fellow _ RN 





AVERAGE SALARIES 










2004 2005 
DOMESTIC OVERSEAS DOMESTIC OVERSEAS 
IIM-A Rs 6.20 lakh N.C. Rs 7.08 lakh N.C. Rs 7.90 lakh $80,000 
IIM-B Rs 6.11 lakh — $76,500 Rs7.00lakh МА Rs825lakh $72,000 


DOMESTIC OVERSEAS 


IIM-C Rs 6.20 lakh $76,500 Rs7.05 lakh $70,000 Rs8.32 lakh $93,826 





Sitting pretty: IM, Ahmedabad students at 
the 2004 convoca 


( cation ceremony 


THE REALLY VITAL STATS 












2003 2005 
TOP SALARIES OFFERS PER TOP SALARIES 
RUPEE DOLLAR STUDENT 0 RUPEE DOLLAR 
IIM-A  14lakh — 82,000 1% — 12 lakh 96,000 1.66 — 14.5lakh 152000 


ПМ-В 16акл 130.000 
IIM-C 14 lakh 95,000 








36  16lakh 123,500 


— 17 d5lkh 120000 _ 








OFFERS PER 
STUDENT 


1.93 
171 


17 











N.C.: Not computed; N.A.; Not available Source: Coolavenues.com 
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GLOBAL HR MAGNET 


M DHOLAKIA, DIRECTOR OF IIM-A, PRIDES HIMSELF ON THE FACT 

J that his institute produces "truly global managers". And 
recruiters at leading global companies seem to agree with 
his assessment. This year itself, as many as 71 IIM-A grads 
were picked up by foreign companies for their global ops. 

e Bank, Merrill Lynch, Morgan Stanley and others 
are regulars at the campus (see list below). And the roster 
keeps growing every year. Says Vikram Bhalla, Principal, 
Boston Consulting Group, who handles recruitments for the 
group: "The curriculum and training at the institute, and the 
depth and quality of the talent pool ensures that you get 
young managers who are as good as, and often better than, 
those from the best institutes across the world." Bhalla 
adds that since the Ivy League colleges have been around 
much longer, the alumni network and their reach is greater, 

` “but it's just a matter of time before IIM-A gets there", 


students with prior work experi- 
ence." Adds Pankaj Baliga, Vice 
President, Tata Consultancy 
Services, who graduated from ПМ-А 
in 1971: “The course is structured 
in a manner that forces you to 
think. Mere reading and study are 
not enough. You have to come up 
with solutions for given problems. 
And when you discuss everybody 
else's solutions at the end of the 
session, you absorb many different 
thought processes and emerge richer 
from the exercise.” 

Everyone BT spoke to agreed 
on this. “The course comes packa- 
ged with two years of high voltage 
management fundas,” says Vinayak 
Chatterjee, Chairman of Feedback 
Ventures and an alumnus from the 
Class of 1981. “Huge companies 
are bought and sold (or often 
liquidated) in charged case study 
discussions only to be restrategised 
and resurrected in the next session. 
Freshly discovered jargon is 
joyously yelled across from dorm 
to dorm. And eager beavers sweat 
it out together under nerve- 
wracking pressure to get the right 
grades,” he adds. 
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Scouting for the best: A global recruiter at work 
FOREIGN PLACEMENTS 


1 £o 
10 — 23 59 


Source: Coolavenues.com 


NEW FOREIGN RECRUITERS AT IIM-A IN 2005 


* Al Ghanim: Kuwait-based business conglomerate 

* Archeus Capital: New York-based hedge fund 

* Bain & Co.: One of the top global consulting firms 

* Barclays Capital: |-banking arm of Barclays Plc 

* Booz Allen Hamilton: One of the top global consulting firms 


* Deloitte: IT consulting major 


* General Motors Shanghai: One of the top global auto companies 
* Marakon Associates: International consulting major 
* Singapore Airlines: Well-known airline service 


Old favourites Deutsche Bank, Goldman Sachs, HSBC, Lehman Brothers, 
Merrill Lynch, Morgan Stanley, AT Kearney, BCG and McKinsey 


also recruited from IIM-A in 2005 


The cases discussed are all “live” 
ones; that means they deal with 
real problems faced by real com- 
panies. “Our faculty members 
interact regularly with the corporate 
world to develop these case stu- 
dies,” informs Bakul Dholakia, 
Director of the institute. Typically, 
two—and sometimes, three— 
faculty members get together to 
develop these cases. The time taken 
can vary between one and two 


months. “We ensure that our cases 
keep pace with the times and deal 
with contemporary issues. We've 
recently developed cases dealing 
with mergers and acquisitions. We 
developed cases on derivatives and 
futures and options when these 
instruments were first introduced 
in India. Before that, we focussed 
on supply chain management. 
Whenever there is a new develop- 
ment in the real world, we develop 


Your potential, Our passion." 
po pa: 


Microsoft 





orporation. All tights reserved. Microsoft, Windows, the Windows logo, and "Your potential, Our passion” 
trademarks af Microsoft Corporation in the United States and/or other countries 
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FAMOUS ALUMNI 





K.V. KAMATH 
MD & CEO/ ICICI BANK 
CLASS OF 1971 


Pioneered ICICI's 
retail thrust and 
transformed a project 
finance company into 
a retail lending giant 





M.S. BANGA 
CHAIRMAN/ HLL 
CLASS OF 1977 


First MBA to head 
HLL. Spearheaded 


the company’s power 
brands strategy 
in India 


CASE IN POINT 


! IM-A IS NOT JUST THE HARVARD 
of India; it’s the Harvard 

of Asia," says Bakul Dholakia, 
the Director of the institute. 
“Our students analyse over 
300 live cases drawn from 
Indian, Asian, European and 
American industry in the first 
year and over 200 smaller 
cases in the second year. 
Nowhere (he repeats this 
word thrice to emphasise his 
point) else in the world do 
you get this kind of depth 

and breadth. This is what 
allows us to develop 
managers who can fit 

into any culture anywhere 

in the world.” 


a new course to cover it,” he says, 
adding: “Our faculty is the single- 
largest source of teaching mate- 
rial in India.” 

It’s little wonder then that 
ex-students are still in awe of the 
teachers who once taught them 
here. “Anything said about the qua- 
lity of faculty at IIM-A would be an 
understatement. They are ‘Gods’ 
in their chosen field, be it finance, 
HR, organisational behaviour, etc. 
They would often point out things 
the entire class had missed,” says 
P. Balaji, Vice President, Marketing 
& Technical Solutions, Ericsson, 
who graduated from here in 1990. 

Gunit Chadha, Managing 
Director & CEO of Deutsche Bank 
India, who belongs to the Class of 
1984, adds another dimension to 
the discussion. “To build a reputa- 
tion and maintain it consistently 
over decades is not easy,” he says, 
adding, “the autonomy IIM-A enjoys 
is probably one reason for it. 
Besides, the place offers exposure to 
a diverse environment, not just in 
terms of learning but also in terms 
of the people one meets." 


ШУ. Ж Dholakia 





So much so that some former 
students even get passing thoughts 
of returning there. S. Ramasundar, 
Executive Vice President (Finance), 
Ranbaxy, and an alumnus from the 
Class of 1976 is one such. *I would 
love to go back and teach there if 
only to keep myself fresh and men- 
tally agile," he says. 

That, many ex-students admit, 
could be the only way they could 
get back into their alma mater. 
Deutsche Bank's Chadha, for one, is 
certain he wouldn't get admission 
were he to try again today. “IIM-A is 
probably the toughest place in the 
world to get into (apart from the 
IrTs)," he says. Only the very best 
gain admission here. And the cream 
invariably rises to the top. 

That brings us back to the exam- 
ple of the steak, if you'll pardon 
the mixed culinary metaphor. Sums 
up Feedback's Chatterjee: *itM-A 
does a great steak. So do many other 
B-schools. But IIM-A undoubtedly 
does the best sizzle." 

ADDITIONAL REPORTING BY 
E. KUMAR SHARMA, SUPRIYA 
SHRINATE AND PRIYANKA SANGANI 


Suzlon Energy. Harnessing non-polluting 
wind energy to give our children a cleaner, greener tomorrow. 


Today, wind energy is one of the few energy sources to be produced at relatively low risk to nature. With 
zero emissions, and infrastructure that is less disruptive to our environment, the clean, green power of wind 
can go a long way towards arresting the ageing of our planet and giving our children a healthier tomorrow, It 
is this life-saving power of the wind that we seek to harness at Suzlon, Asia's largest wind power company". 


Some facts about wind energy: * Reduces fossil fuel depletion + Non-polluting * 100% renewable + Promises Certified Emission Reduction as 
per the Kyoto Protocol. POWERING A GREENER TOMORROW 





Suzlon Energy Ltd. Sth Floor, Godrej Millennium, 9, Koregaon Park Road, Pune — 41 | 001, India. Tel: +91-20-56022000, 56025760. Fax: +91-20-56022100, 26202200 Website: www.suzion.com E-mail ко зот сот 


GOOD CHEER. PERHAPS THE 
ONLY EMISSIONS WE'RE RESPONSIBLE FOR. 


dentsumarcom, suziony 1222/2005 
























р a 6.75 
| 6.36 
FMS а А, 
2 = The Best By Numbers 
IIM-A is still #1 but its brand equity score 
has dipped considerably. 
IM f m200 3 2004 8200 
їн, реа 
| 1.26 
(000 Symbiosis, Рие ү Across Respondent Categories 
JBIMS, er} Ж IIM-A is the clear #1 across categories. 
Al MBA Students Young 
NMIMS, Mumbai Current MBA MBA Executives Functional 
ug | Wannabes | Recruiters | Heads 
MR, Mumbai un | | 
SPAMR, Mumbai м IMA 5.48 6.42 5.38 4.02 5.55 5.57 
BIMTECH, Nodia 1.05 IMB 2.44 3.8 2.92 1.16 1.83 1.51 


FMS, Dehi 2,09 2.54 2.25 1.38 2.12 2.16 
| IMC 1.95 165 2.78 137 1.49 21 
CFA, erra XLRI, Jamshedpur 4.53 0.97 1.15 2.43 2.17 0.95 
| ; IML 4.5 1.03 1.43 2.17 1.63 1.39 
WEA IF 4.33 21 0.97 16 1.34 0.85 
Nirma Institute of А 
Management, Anmedabad 052 Symbiosis 4.26 0.83 1.87 1.38 1.25 0.94 
IM . MS 4.21 0.75 1.87 1.29 0.89 1.18 
e ММ 4.1 0.81 0.7 1.32 1.87 0.66 


Figures are percentage of respondents across categories 


TISS, Mumbai 


IMT, Ghaziabad 












|` Amity Business School, 


B-Schools That Are Top Of Mind 


The gap between #1 and #2 says it all. Few schools 
are top of mind. 


K. J. Somaiya, Mumbai 
LIBA, Chennai 

MDI, Gurgaon 

ITM, Mumbai 
Welingkar's 

IPM, Mumbai 


ICFAI, Mumbai 


GRAPHICS BY PINAKI PAUL 





IPM, Delhi 0.28 





Figures are brand equity indices out of a maximum of 10 Figures are percentage of respondents for whom the said school is top of mind 


B-schools of Which Respondents are 
Spontaneously Aware 
The IIMs and XLRI are clearly the best-known schools. 


All MBA Students | 
Us wee a aks 


| 

IMA 89 88 93 92 84 90 
IM-8 79 79 78 85 72 81 
мс 75 66 80 683 73 77 
50 67 57 56 
MA 49 47 45 60 51 44 

мк 42 39 40 

XLRI, Jamshedpur 44 30 36 


42 
43 

JBIMS 27 23 19 36 30 30 
FMS, Delhi 26 26 23 24 27 
26 


SPMR 25 18 26 27 


Figures are percentage of respondents who name the school without being aided 


The Consideration Set 
More like a sanity check, it's that obvious. 
EX uL lm 
IMA 85 89 90 88 83 74 
IM-8 81 83 85 76 81 75 
IM-C 75 71 84 79 68 73 
IM-L 72 67 79 77 75 58 
IM 66 66 69 63 69 62 
XLRI, Jamshedpur 66 50 62 76 78 68 
IM-K 60 56 66 65 55 58 
Symbiosis 50 34 46 59 57 62 
ICFAI, Hyderabad 42 29 42 52 41 52 
FMS, Delhi 42 38 35 43 52 43 


Figures are percentage of respondents who would consider joining or hiring from a particular B-school 


B-schools That Respondents Would 
Recommend 


The newer IIMs do not figure in this list. 


46 
8 
8 
9 
3 
1 
2 
6 
5 





Figures are percentage of respondents that would recommend a particular B- school as one where someone 
can enrol or hire from 


The Favourites 


No other school comes close to IIM-A. 





Figures are percentage of respondents that pick a particular B-school as favourite 


The Most important 
Parameters (All) 


Reputation is the factor most respondents 





How The Schools Perform (All) 


IIM-C runs IIM-A close in terms of reputation. 






consider important. IIM-A FMS, Delhi XLRI, Jamshedpur ИЕТ JBIMS 

Faculty 4 мий неу | мв | c її | Symbiosis | NMIMS 

Specialisation Reputation 89 88 76 86 78 83 59 67 72 66 

Infrastructure Specialisation 73 84 72 79 72 70 52 63 67 62 

Quay of Reputation Teaching Methodology 88 86 79 85 77 81 58 69 73 69 

Puce Quality of Placement 89 90 85 86 75 85 51 66 74 68 

ifasmcue 83 85 73 81 73 79 58 65 79 71 

Admission Eligibility 50 41 40 41 33 48 35 34 28 30 

Faculty 90 91 82 88 82 84 57 69 80 75 

Teaching Methodology Success of Placement Success of Placement 90 90 79 88 74 81 56 70 71 65 
All figures in per cent Figures in per cent are proportion of respondents who associate a school with the given parameter 


How The Schools Perform (MBA Students) The Most Important Factors 


IIM-B is #1 among this target segment in terms of reputation. (MBA Students) 


Strangely enough, placement isn't #1. 
eee er o И Eligibility 2 


73 74 55 








92 88 80 60 | 
Specialisation 

Specialisation 76 88 65 80 74 74 52 50 65 51 
Teaching Methodology 83 91 78 85 80 73 64 58 65 57 tc 
Quality of Placement 82 91 68 82 77 83 45 53 72 63 Mayd me 

híusnce 81 91 68 83 72 78 61 60 76 58 14 
 MmisHgeity 67 51 45 50 40 63 45 43 39 32 "©" - 

| Faly 86 93 75 89 82 80 67 55 76 61 
success of Placement 82 91 71 93 78 73 62 58 72 63 


Figures in per cent are proportion of current MBAs who associate a school with the given parameter All figures in per cent 


How The Schools Perform (Wannabe MBAs) 


Rank schools according to success of placement and a new order 
IIM-A, IIM-C, IIM-B, IIM-L, NMIMS, FMS... emerges. 


The Most Important Factors 
(Wannabe MBAs) 


Placement it is; this target segment is clearly 





results-oriented. IIM-A FMS, Delhi XLRI, Jamshedpur ИТ JBIMS 
| | 
| IIM-B | IIM-C | IIM-L | Symbiosis | NMIMS 
Faculty 1 Admission Eligibility l | | 
Reputation 94 82 75 88 74 91 69 67 77 75 
Specialisation Reputation Specialisation 77 79 79 82 72 71 60 61 67 63 
Teaching Methodology 91 87 81 89 79 87 71 65 72 75 
í : 
Infrastructure шшр! Quality of Placement 91 88 91 90 72 80 61 64 78 75 
Infrastructure 85 84 79 83 76 84 66 62 79 75 
дому тоо Admission Eligibility 50 39 50 47 37 55 64 33 28 34 
Faculty 89 86 81 94 80 82 57 54 85 81 
Teaching Methodology — 
Success of Placement 95 88 78 90 72 83 61 78 75 81 
All figures in per cent Figures in per cent are proportion of wannabe MBAs who associate a school with the given parameter 


Numbers in the pie charts may not add up to 100 because of rounding off 


The Most Important Factors How The Schools Pertorm (Recruiters) 
(Recruiters) Recruiters put IIM-B at #1 in terms of success of placement. 


Surprise, recruiters believe success of 
placement is sign of a school's standing. 





















Faculty — - Admission Eligibility i . 
. Reputaion 85 88 80 86 81 81 48 67 
Reputation Specialisation 73 69 74 62 67 38 60 
Kass wem 84 83 81 83 74 76 50 70 
Infrastructure — Success of OMA FEMME aa = » 3 e s M - 
Placement - Infrastructure 81 76 71 78 65 TT: 56 65 
Admission Eligibility 26 18 33 25 42 14 25 
Quality of Placement jou auty 92 89 92 86 82 83. 48 73 З 
Teaching Methodology Success of Placement 92 98 85 82 75 78 50 68 | 
All figures in per cent finis ove potio of rector thal associates a schoo withthe gion parameter | gait 
How The Schools Perform (Young Executives) The Most Important Factors 
No surprises here; IIM-A it is. (Voung Executives) 
IMA FMS, Delhi XLRI, Jamshedpur та JIMS Reputation, they say, to the exclusion of all else. 
| из | Mo | "n | Symbiosis | nm Admission Eligibility 
Reputation 89 87 68 80 78 83 61 75 73 74 ae 
Specialisation 76 86 67 76 77 74 64 75 73 75 „1 
Teaching Methodology 89 72. 84 75 83 61 76 78 75 аш —e 
кин. 85,99 9 а! e WEE: DANT Quality of Placement 2 
. Wiesncue 82 85 71 78 76 76 60 69 83 81 
“Admission Eigiilty 47 50 40 34 38 38 9 40 30 41 
Faulty 89 92 78 85 83 89 70 85 82 80 Teaching Methodology Success of Placement 
Success of Placement 94 86 73 80 74 89 59 78 68 68 
Figures ate proportion of young executives that associates a school with a given parameter All figures in per cent 
The Most Important Factors How The Schools Perform (Functional Heads) 
(Functional Heads) The surprise package here is IIM-L. 


These respondents are, surprise, surprise, 
keen on teaching methodology. 







Admission Eligibility — Reputation 


hay — 13 Mew» 88 89 82 86 85 83 52 65 79 73 
-Success of Specialisation 64 74 81 81 74 61 51 68 61 60- 

nidis Placement aching Methodology 92 80 86 82 78 90 46 77 75 73 
Quality of Placement 96 93 93 88 74 92 53 69 82 80 

EM Verc iicet НӨ e айы ЫЕ Б, ee 

Infrastructure 14 Methodology Infrastructure 84 84 79 80 76 82 51 68 89 78 
 MmisonHgbiy 39 25 50 36 21 38 32 31 18 20 

Quality of Placement ба Vm ‘Faculty 95 92 86 86 89 45 75 85 80 
Success of Placement 87 86 89 89 68 83 50 71 73 60 


NI figures in per cent Figures are proportion of functional heads that associates a school with the given parameter 
Numbers in the pie charts may not add up to 100 because of rounding off 
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India's Best B-Schools: Where They Stand in 2005 
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India’s Best B-schools: Where - Stood in 2004 
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WHAT 


RECRUITERS 








GANESH MURUGIYAN 
entered what was 
e | | then IIT BHU, chances 
are, he wouldn’t have 


seen himself going on to be an investment banker. 
Which is what Murugiyan, in his early 30s, who boasts 
a post-graduate diploma in business management 
(PGDBM) from the Indian Institute of Management, 
Calcutta, is. It is also unlikely that he would have 
ever seen himself becoming a celebrity brand endorser, 
which is what Murugiyan saw himself become when his 
firm went wooing talent at his alma mater. 

The idea came from Vijayalakshmi Srinivasan, 
the head of HR at DSP Merrill Lynch. Her presentation 
was replete with information—the profile of the firm, 
the roles, responsibilities and challenges on offer—but 
it lacked that little bit of intangible magic that separates 
a commodity from a brand. And so, she decided to 
include profiles of some of the school's alumni that 
were on the fast track at the firm (for good measure, 
she also made sure the visiting team had an alumnus, 
Ravi Bala, who had graduated in 2004 from the 
school to act as a point of contact). Which is how 
Murugiyan became a celebrity endorser. 
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Elaborate? Not really, says Pratik Kumar, Corporate 
Vice President, HR, Wipro. "It is not a starry-eyed 
crowd that can be impressed with data," he says, 
referring to the graduating batch at B-schools. *The 
appeal has to be more specific and individualistic." 
Kumar should know. This year, Wipro hired 140 
people from 15 B-schools to fuel its rr- and Ir services- 
fuelled growth engine (the company's revenues grew by 
39.2 per cent in 2004-05; net profit by 63.4 per cent). 
Nita Law, Head, HR, Standard Chartered Bank agrees 
with Kumar. "Interaction with B-schools is no longer 
during the prt alone; the engagement is throughout the 
year and a lot more elaborate.” And Srinivasan should 
know. Her firm may have hired just eight people 
from four campuses (three IIMs and Indian School 
of Business, Hyderabad) but that low number is a 
function of the industry itself. Like consulting firms, 
i-banks hire only a few people from B-school campuses 
(they rarely hire elsewhere) every year; these jobs 
are among the most desired. 

With the Indian economic engine purring along 
nicely, and companies on overdrive (results for a sam- 
ple of 1,528 companies shows that revenues increased 
19.37 per cent in 2004-05, and net profit, 28.74 per 









THE MOST IMPORTANT FACTORS-RECRUITERS 


Recruiters believe success of placement 
is sign of a school’s standing. 


PARAMETER PROPORTION OF WANNABE MBAS THAT 
CONSIDERS THIS MOST IMPORTANT 


The hunt is on: IIM-B students prepare for placement Reputation 17 
; Success of Placement 26 
cent), there is a growing demand for MBAs (the term, Teaching Methodology 9 
loosely used across India Inc., encompasses post gra- 
duates in economics from prestigious schools.such as Quality of Placement 20 
Delhi School of Economics, PGDBMs from the IIMs, Infrastructure 6 
and other such). Specialisation 5 
Yet, visiting the right schools, and that done, hiring Facult 11 
the right students from the school is something, part- y ‚[ к 
science, part-art, over which heads of HR such as Admission Eligibility 6 


Kumar, Law and Srinivasan lose a lot of sleep. For ins- All figures in per cent 

tance, what made Bhaskar Das, Vice President, HR, 

Cognizant Technologies, a rapidly growing American 

IT services firm built around the India advantage, tar- from the schools is now in leadership posit 

get Chennai-based Great Lakes? After all, the other organisations in India, even elsewhere). How 

seven schools the firm hired from were rM Ahmedabad, recent years have seen the emergence of a large nu 

пм Bangalore, пм Calcutta, им Lucknow, Indian ber of B-schools. According to Sanjay ‘ haudhar 

School of Business, XLRI, and Asian School of Chief Operating Officer, IMS, an MBA preparat 

Management, Manila. training institute, in the two years between 2002 : 
2004, some 200 new B-schools wer unded 

The Right Schools And The Right People Recruiters address this challenge by evaluating the 

Some schools—the Ms, Faculty of Management school on the basis of its infrastructure (physical as s 

Studies, Delhi, XLRI, Jamshedpur, and Jamnalal Bajaj as intellectual) or the qu lity of the admission prox 


Institute of Management Studies in Mumbai—pick Cognizant recruited from Great Lakes, says | 
themselves. They boast a vintage of between 35 and 56 because “it helps in experimenting and including fresh 


years (which would mean the first batch to graduate — (schools)". It doesn’t hurt that the school was foundec 
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Bhaskar Das 
Vice President/ HR/ Cognizant Technologies 


Went to eight B-schools, IIM Ahmedabad 

IIM Bangalore, IIM Calcutta, IIM Lucknow, 
Indian School of Business, XLRI, Great Lakes 
(Chennai) and Asian School of Management, 
Manila; made 100 offers, of which 70 were 
accepted; Das will continue to focus aggresively 
on hiring as Cognizant is growing rapidly and 
moving into offering its IT services in more 


areas(read: verticals) 





by Bala V. Balachandran, a professor at Kellogg School 
of Management, and a man recognised all over the 
world for his work on costing and accounting. 

Not every school, however, is founded by an indi- 
vidual of such stature or catalysed by a consulting 
firm (the way McKinsey did Indian School of Business). 
“We hired from Institute of Financial Managment 
and Research (ЕМЕ), Chennai, for the first time this 
year,” says Ramkumar, GM (HR), ICICI Bank. “We went 
there because it is important to get fresh ideas.” Then, 
there are listings of B-schools such as the one this 
magazine puts out. “We just look at the top 15 schools 
іп BT's list and go there,” says a recruiter at one of 
India’s largest IT services firms. 

Schools chosen, recruiters get on to the task of 
picking from the extraordinary display of talent on 
hand. “Most companies,” says Ranjan Das, Professor, 
Strategic & International Management, пм Calcutta, 
“look for well-trained graduates who understand the 
big picture, specialise and can be of value from Day 1.” 
Grades (actually grad point averages) do matter but 
most recruiters believe that the stringent entry norms 
into India's best B-schools (like the IIMs, XLRI and 
FMS) ensures that there is little that separates the 
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toppers from, say, the mid-rankers. Which could 
explain why almost all of them use grades, analytical 
ability and knowledge of the subject as basic filters, 
proceeding to pick candidates on the basis of what suits 
their organisations best. 

Hindustan Lever Limited (HLL), for instance, looks 
for “passion”. “We hire leaders,” says Ajay Kumar, 
Managment Development Manager, HLL. “Their vision, 
delivery and commitment to growth are the most imp- 
ortant criteria for selection.” Asian Paints looks for the 
ability to think “out of the box”. “It is important that 
fresh employees make an impact on the company,” says 
Vivek Patwardhan, Vice President, HR, Asian Paints. 
"They shouldn't just fall in line.” HSBC, according to Joel 


Vijayalakshmi Srinivasan 
Head/ HR/ DSP Merrill Lynch 


Went to ПМ Ahmedabad, IIM Bangalore, 

IIM Calcutta and ISB; hired 6 investment 
bankers from the IIMs and two MBAs for 

sales and marketing functions in the asset 
management side from ISB; Srinivasan believes 
that grades are important; it takes something 

to be in the top 20 per cent of a class, she says 
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Pratik Kumar 
Corporate Vice President/ HR/ Wipro 


Went to the top 15 B-schools and 
recruited close to 140 people; Kumar 
continues to maintain a fair balance of 
fresh graduates and those with prior 
experience; he insists the first are easy 
to mould and latter get on the job sooner 


Farnworth, Head, HR, HSBC India, “explores their extra- 
curricular interest and a proven record of leadership”. And 
Citigroup India, looks for “execution capability and the 
ability to influence”, according to Pradeep Mukherjee, 
Country Human Resources Director, Citigroup India. 

Each company looks for something that it believes 
will make a difference to its prospects. IT services 
firms, for instance, look for MBAs who can combine a 
broad understanding of tr (they need not know how to 
code) with "the right consulting and client facing 
skills", says Cognizant's Das. 

Still, despite everything they do right, recruiters 
may find that the kind of people they want are 
already taken. 





Pradeep Mukerjee 
Country Human Resources Director/ Citigroup India 


Went to over 40 B-schools and recruited close 
to 260 MBAs across Citigroup organisations; 
Mukherjee's department is very busy during 
campus-season; they have to find people for 
the group's multiple businesses in India; like 
Citi, we are told, they rarely sleep 
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What Happens If You Can't 
Get The Right People 


Like Infosys Technologies did in 2003 at Indian 
Institute of Management, Ahmedabad. By the time the 
firm got its turn at the talent available, most had been 
taken. Rather than pick from the remains of the batch, 
the company chose to walk out. That shouldn't surprise 
anyone who knows the dynamics of the campus- 
placement market. 

At most good B-schools, demand outstrips sup- 
ply. These schools, recruiters agree, produce just the 
kind of managers they need. “A pragmatic change in 
syllabus (at most schools) has made it more in sync with 
industry," says Pawan Bhatia, Head, HR, Pepsi India. 
"Corporates are (thus) keen to tap the talent available." 
Some schools try and make things better by imposing 
constraints on students (at IM, Ahmedabad, for ins- 
tance, the maximum number of offers a student can 
receive is two). Still, at the better B-schools, all slots on 
Day 0 (the first day of the placement season) are 
occupied by consulting firms and i-banks. “Students 
perceive the investment banking job as a better utili- 
sation of talent and also value the (opportunities for) 
interaction with their counterparts from international 
business schools (that such jobs promise)," says Bakul 
Dholakia, Director, им, Ahmedabad. 

One fallout of this is the very invention of the 
term Day 0; thought up by им, Ahmedabad in 
1997, this was effectively a way to tell Day 1 com- 
panies that they were no longer the most pre- 
ferred on campus without having to relegate them 
to the Day 2 classification (whether a company is 
Day 0, or Day 1, or 2 is decided by the students). 
Another is that companies in areas other than 
investment banking and consulting have had to 
think out of the box. For instance, HLL and Pepsi 
focus on the phenomenon of the local operations 
increasingly becoming integrated with the global 
one, and the possibility of a global career. When it 
comes to getting the best management talent 
around, there are no full stops. 
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ІВМ eServer xSeries 226 is powered by 
intel” Xeon" Processors. 





ITS PRICE WILL PUT A SMILE ON YOUR FACE. 


ITS PERFORMANCE WILL PUT YOU 
AHEAD OF THE COMPETITION. 


In the world of on demand business you have more and more to do and less and less 
time to do it. Speed then, is of the essence. And nothing helps you become more 
responsive like the IBM eServer xSeries, powered by Intel^ Xeon™ Processor, which 
provides you with the dependability to keep up with the demands of your business. The 
Xtended Design Architecture" maximises industry standards to deliver critical advantage 
to your business. Calibrated Vectored Cooling" overcomes demanding "high heat" 
environments by optimising the flow of cooled air through the system, enabling 
extraordinary density in the system. The IBM eServer xSeries 226 optimises your IT 
infrastructure so you can squeeze the best out of it. The IBM eServer xSeries 226 server. 
It's designed to help you outperform the competition. 


(© server’ 


Call 1600 338022 or visit ibm.com/shop/in 


IBM eServer xSeries 226 
64-bit Intel® Xeon™ Processor 3.0 GH: 
for DP servers 

1MBCache — 

512 MB PC3200 ECC DDR2 

SDRAM DIMM 

80 GB Serial-ATA HDD 

Gigabit Ethernet Card 

З year Comprehensive Warranty 


Rs. 71,000* 





IBM eServer xSeries 226 


64-bit Intel® Xeon" Processor 3.0 GHz 
for DP servers 

1MB Cache 

1GB PC3200 ECC DDR2 

SDRAM DIMM 


Gigabit Ethernet Card — 
3 year Comprehensive Warranty 


Rs. 1,25,000* 





IBM eServer BladeCenter HS20 
64-bit Intel® Xeon™ Processor 3.0 GHz 
for DP servers 

1MB Cache — 

1 GB PC3200 ECC DDR2 

SDRAM DIMM 

Ultra320 SCSI Controller — 

Dual Gigabit Ethernet Controllers 


3 year Comprehensive Warranty 


Rs. 99,000* 











WHAT STUDENTS WANT 


VERY YEAR, RESEACH FIRM ACNIELSEN ORG-MARG ANSWERS 
just this question with its survey titled Campus 
Track, which is administered to the graduating batch 
of B-schools across India. Over the past two years, 


management consulting has established itself as the 
most preferred discipline, and McKinsey & Co. as the 
most preferred company. The surprise: Fast Moving 
Consumer Goods sector is still popular. 


Top 10 Industries Of Choice: Class Of 2002-05 


Class of 2002 Class of 2003 Class of 2004 Class of 2005 
Mgmt. Consulting FMCG Mgmt. Consulting - Mgmt. Consulting 
|... FMCG Mgmt. Consulting FMCG FMCG 
Foreign Banks Foreign Banks Foreign Banks Software/ IT Cons. 
. Financial Institutions Software/ IT Cons. .. Software/IT Cons. _ Foreign Banks 
Software/ IT Cons. - Financial Institutions Financial Institutions Financial Institutions 
_ Insurance — Retailing Retailing Telecom 
Retailing Insurance Insurance Automobile 
Telecom Telecom Telecom a Consumer Durables 
Entertainment/ Media Entertainment/ Media Entertainment/ Media Retailing 
Consumer Durables Consumer Durables Consumer Durables Insurance 
Automobile = Automobile ~ Automobile Entertainment/ Media 


Top 15 Recruiters Of Choice: Class Of 2002-05 


Class of 2002 
BELLIS 
Accenture 
McKinsey & Co. 
P&G 


Lehman Brothers 
Infosys 
Citibank _ 
Goldman Sachs 
BCG 
ICICI Bank - 
Nestle — 
HSBC 
A.T. Kearney 
Duetsche Bank 








ampus Recruiters Index: Leaders Over The Years (across segments) 





Class of 2003 Class of 2004 Class of 2005 
HLL McKinsey & Co. McKinsey & Co. 
Infosys НЫР HLL 
McKinsey & Co. Infosys BCG 
P&G BCG ITC 
Citibank _ Citibank Citibank 
ICICI Bank P&G HSBC 
HSBC TAS P&G 
Nestle HSBC Accenture 
Lehman Brothers Accenture Infosys 
BCG Lehman Brothers Lehman Brothers 
Accenture IBM Goldman Sachs 
Goldman Sachs ITC IBM 
PWC GE Capital Amex 
Coca Cola Wipro Microsoft 
Cadburys Amex ICICI Bank 

















Class of 2002 Class of 2003 Class of 2004 Class of 2005 

Premier B-schools McKinsey HLL McKinsey McKinsey 
Other B-schooljs ? HLL Infosys Infosys McKinsey 
Students in the top 10 percentile - McKinsey McKinsey McKinsey McKinsey 
Students not in the top 10 percentile _ HLL HLL McKinsey McKinsey 
Students with work experience Accenture Infosys McKinsey McKinsey 
Students without work experience _ HLL HLL McKinsey HLL 

Students with engg. background HLL Infosys McKinsey McKinsey 
Students with non-engg. background HLL ICICI McKinsey ITC 

Male students HLL HLL McKinsey McKinsey 
Female students HLL P&G McKinsey ITC 


Source: ACNielsen ORG-MARG 
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BREATHE PURE. 
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Presenting 
India s first fan 
with an lonisen 


Usha lon Air fans have an loniser that 
produces negative ions that attract dust 
particles and make them heavier. This causes 
them to settle on the ground, 
preventing them from being 
inhaled by people. So you 
breath in a pure, healthy 


and dust free environment. 


The undisputed leader in fans. 





BREATHE HEALTHY. | 


Tracking The 


TOPPERS 


The 80s 


Intellectual Capitalist 


+ NAME: Vipul Jain, 47 

e B-SCHOOL: IIM, Ahmedabad 

€ GRADUATING CLASS: 1980 

• HONOUR: Gold Medallist 

€ CAREER TRACK: 

1980-1986: CIO, TAS. Computerised the Taj Hotels 

1986 till now: Founded Kale Consultants with Narendra Kale 


SUCCESS MANTRA: "Follow your instincts, don't fear Chakr ab 
experimenting” arti В.В. 

amasamy Kannan 
B: K WHEN VIPUL JAIN GRADUATED FROM IIM-A, Rao J R К 


information technology wasn’t the rage it is now. p 
Yet, the irr Kanpur engineer opted to sign up with the admanabhan S 


latas as a Chief Information Narain Ravindra 
Officer with the Tata 


Administrative Services (TAS). 05 EI 
His brief: Computerise all the — E 
Taj group hotels. Not sur- = Samr Chandra: 


prisingly, rr hooked Jain for 
good. After just six years with 
the Tatas, the Pune-based Jain 
teamed up with friend 
Narendra Kale to set up Kale 
Consultants. Today, the 
Rs 49.29-crore Kale Con- 
sultants has global clients and 
provides product software and 
high-end BPO services to the 
travel and transport industry. 
“The idea is to create intel- 
lectual capital,” says Jain. 
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UCCESS IS MORE OR LESS GUARANTEED THE MOMENT YOU MAKE IT TO IIM, AHMEDABAD, 

Bangalore or Calcutta. And if you end up topping your class, you are red-hot 

property. A dream employer, a jaw-dropping salary, or a key assignment will be 
yours for the asking. In other words, you are all set for a glorious corporate career. 
But is that how the topper’s story turns out in reality? Where do these brilliant stu- 
dents end up... five, 10, 20 years into their careers? You'd never guess—neither would 
we. Business Today tracked down a dozen such toppers of different vintages from ПМ 
A, B & C to find out how their lives have shaped up after B-school. Take a look: 


A Joyous Retum 
To Joka 


Ф NAME: B.B. Chakrabarti, 55 
* B-SCHOOL: IIM, Calcutta 

+ GRADUATING CLASS: 1980 
+ HONOUR: Gold Medallist 


@ CAREER TRACK: 

1980-1987: Audit executive, Metal 
Box 

1987-1994: GM, Nagarjuna Group 
1994-1999: President, NICCO 
Group's financial arm 

1999 till now: Professor of Finance 
at IIM Calcutta 


SUCCESS MANTRA: "Do what you 
love the most" 


T'S NOT SURPRISING THAT 

B.B. Chakrabarti should refer 
to Maslow's hierarchy of needs 
to explain his move from industry 
to academics. *How much can 
you eat? Not more than two 
rotis," he laughs. Having spent 
nearly two decades in industry, 
Chakrabarti was aching to do 
what he loved the most—which is 
to teach bright young minds. So, 
in 1999, when пм Calcutta needed 
a teacher, Chakrabarti gladly 
returned to his alma mater. “I 
always had an academic leaning; 
people listened to me,” he says. 
Now more than ever. 





For The Love Of Lovedale 


+ NAME: Ramesh Venkateshwaran, 53 
• B-SCHOOL: IIM, Bangalore 

* GRADUATING CLASS: 1980 

+ HONOUR: Gold Medallist 


+ CAREER TRACK: 

1980-1984: Sales Manager, Metal Box 

1994-1990: General Manager, TVS Suzuki 

1990-2005: Founded Almak Management Service, a management consulting 
and training firm 

2005 March to now: Head Master, Lawrence School, Lovedale in Ooty 


SUCCESS MANTRA: "Try to give every job your best" 


AMESH VENKATESHWARAN HAD ALREADY WORKED WITH VOLTAS FOR SIX 
Rio: years and was married too when he came to iiM Bangalore. “In 
those days, people with experience, especially from public sector 
units, were preferred," he recalls. After returning to the corporate world 
for another 10 years, Venkateshwaran worked with Metal Box and Tvs 
Suzuki, before setting up his own management consulting firm. This year, 
when Lovedale came calling, he couldn't say no. Venkateshwaran 
was an old student, and so were his two children. 
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Tryst With Tehelka 


+ NAME: Devina Mehra, 40 

+ B-SCHOOL: IIM, Ahmedabad 

€ GRADUATING CLASS: 1986 

+ HONOUR: Gold Medallist 

+ CAREER TRACK: 1986-1993: Assistant Manager, I-banking; 
Vice President (Credit Division), Citibank 

1993 till now: Set up First Global with husband 


SUCCESS MANTRA: " Identify and seize opportunities at the 
right time" 


qu TURNING POINT IN DEVINA MEHRA'S LIFE CAME WHEN 
the stock markets were opened up to foreign investors 
in the 1990s, and there was a crying need for profes- 
sional brokerages. Ergo, Mehra, who did a BA with Maths 
and Statistics from Lucknow University before joining IIM- 
A, teamed up with her husband Shankar Sharma to set up 
First Global. *Banking was interesting, but I was itching to 
do something more," explains Mehra. But nothing prepared 
her for what was to come. First Global, which employed 
300 people at its peak, was forced to fold up following the 
Tehelka expose. Today, it is back, and even has mem- 
berships on the London Stock Exchange and the NASDAQ. 
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Perpetual Test Taker 


* NAME: Nalinaksha Bhattacharyya, 45 
+ B-SCHOOL: IIM Bangalore 

* GRADUATING CLASS: 1986 

+ HONOUR: Gold Medallist 


* CAREER TRACK: 1986-1989: Manager (Financial Analysis), Nagarjuna 
Group 

1989-1994: Assistant Professor (Teaching & Research), IIM Calcutta 
1995 till now: Assistant Manager (Teaching & Research), University of 
Manitoba 





SUCCESS MANTRA: " Just follow your dreams" 


= жол TROCZPUCUHROCUEOU"e es а eee 


HAT A TOPPER SHOULD LOVE EXAMS SHOULDN'T SURPRISE ANYONE. BUT NALINAKSHA BHATTACHARYYA DOESN'T 

just love it; he’s nuts about it. He has appeared in five different professional examinations, including finance 
and engineering, and bagged seven gold medals (five of them at пм Bangalore). No doubt it was his love of 
academics why Bhattacharyya didn’t stay on in industry. “I discovered a whole new world while at ПМ-В, I 
was greatly influenced by my teachers,” he says. After a short stint at the Nagarjuna Group, Bhattacharyya 
took up a teaching job at им Calcutta, and followed it up with a PhD from the University of British 
Columbia in Canada. These days, he teaches Finance at the University of Manitoba in Canada. 
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We believe in continuous learning 


“To facilitate the development of efficient and effective 
managers through quality education and personal guidance” 


Whether you're aiming higher, or just starting out, IBAT School of Management 
has everything you'll need to accelerate your career. 


Benefits - The IBAT way 


e Quality accreditation by NAAC (UGC) NBA (AICTE) and е Excellent faculty profile. More then 45 full time faculty members 
recognition from UGC, Ministry of HRD, Govt. of India drawntrom the top institutions and universities. 
Completely wireless campus, access to all IT resources through е Contemporary Course curriculum designed to suit professional 
wireless Laptop from any where in the campus. 24 x 7 hours standards. 
library cum reading room and computer laboratory facility e Excellent placement record through campus selection by top 
Wireless Laptop for each student with round the clock broadband national and multinational companies 
internet and intranet accessibility 
Inspiring Campus environment, with aesthetically designed 
hostel equipped with all modern amenities 


IBAT School of Management 


95 Kalinga Institute of Industrial Technology 
$ 


Deemed University 


BHUBANESWAR € BANGALORE e PUNE * DELHI 


IBAT School of Management, KIIT Doomed University, Bhubaneswar - 751 024, Orissa, India Ph: +91-674-2743079, 2741389, 2741998 
Fax: +91-674-2741465, 2741747. Website: www.ibat.ac.in, www.kiit.org 









Small Town Superstar 


€ NAME: Rahul Shukla, 36 

* B-SCHOOL: ІМ, Bangalore 
* GRADUATING CLASS: 1991 
+ HONOUR: Gold Medallist 


* CAREER TRACK: 

1991 April to June: Assistant Manager (Treasury), 
SBI Capital Market. 1991 July till now: Assistant 
Manager (Transaction Banking Group); Director 
(Investment Banking Division), Citigroup, Hong Kong 


SUCCESS MANTRA: "Simple: Work hard" 


HEN RAHUI 

Shukla entered 
the job market as a 
| freshly-minted MBA, 
- merchant banking was 
the buzzword. So he 
signed up with SBI 
Capital Market, but 
worked with them for 
just three months, 
before he got an offer from Citigroup in 
Mumbai. Since then, Shukla has simply 
worked his way up through the ranks. Not 
bad for somebody who comes from a small 
town in southern Bihar called Moubhandar. 
“I don't think it exists on the map,” he jokes. 





Dotcom Survivor 


+ NAME: Puneet Dalmia, 32 
+ B-SCHOOL: IIM, Bangalore 
* GRADUATING CLASS: 1997 
* HONOUR: Gold Medallist 


* CAREER TRACK: 

1997 till now: Joined family-owned Dalmia 
Cement as Vice President (Business 
Development). Started JobsAhead.com in 
1999 with his IIT Delhi friend Alok Mittal 


SUCCESS MANTRA: "Know how to mix risk 
with caution" 
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Playing It Cool 
e NAME: Vijay Aggarwal, 36 
+ B-SCHOOL: ІМ, Ahmedabad 
* GRADUATING CLASS: 1991 
+ HONOUR: Gold Medallist 


* CAREER TRACK: 
1991-1993: Management Trainee to Deputy Manager, SBI 
Capital Market 


1993-1998:Deputy Manager to Group Head, Rajan Raheja Group 


1998 till now: M D, H&R Johnson (of Rajan Raheja Group) 
SUCCESS MANTRA: " Be realistic and value time" 


WV NINDOS 


N THE LAST 20 YEARS, HALF OF THE IIM-A TOPPERS HAVE BEEN 
шж engineers from rr Delhi,” says Vijay Aggarwal. 
He should know. He's both. Like so many others in his 
batch, Aggarwal too opted for a career in merchant banking 
when he finished his MBA from ИМ-А in 1991. But when the 
Rajan Raheja Group made him an offer, Aggarwal switched 
over to the other side of the table. Does he miss equity 
research? “I think I am a better equity researcher now; I 
know more dimensions," says the MD of H&R Johnson. 


. owned Dalmia Cement, where he is the Vice 


I PUNEET DALMIA HAD HIS WAY, HE WOULD 
be working for McKinsey & Co. today. But 
fate, besides professor and mentor 
J. Ramachandran, intervened to change 
Dalmia's course of career. He ended up set- 
ting up a dotcom, JobsAhead.com. *We were 
doing so well initially," recalls Dalmia wist- 
fully. The bust came quickly and Dalmia, 
despite labouring on bravely for a while, 
was forced to sell out to Monster, albeit for 
a cool Rs 40 crore. Thereafter, Dalmia has 
been juggling a variety of hats at his family- - 


President of business development, finance, 
HR and M&A, among others. 
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Think WhyNot 





Over the past five years, Welingkar has been quick to recognize the need to equip students with a different set of 
managerial skills and competencies that will fulfill the demands of the rapidly growing international business world. And 
hence, it is our earnest endeavor to include a high level of international exposure in our curriculum in the form of 
international course content delivered by international faculty and international projects and internships done by 
students. These initiatives are largely carried out with the support of leading multinational companies in countries such 
as USA, Japan, Germany, Malaysia, Kenya, Ghana, Dubai and Romania and our partnerships with the following 
international universities - Temple University, Philadelphia, USA, Hamamatsu University, Japan, CASS Graduate Schoo! 
of International Management, Brussels, Belgium, Otto-Friedrich University, Bamberg, Germany, Newcastle Business 
School, Northumbria University, UK, Jonkoping International Business School, Jonkoping University, Sweden and 
Audencia Nantes, France. 





PGDBM: AICTE approved, a two year full-time highly 
contemporary program having a strong placement 
record. It offers a dual specialization option with a choice 
of 6 specializations. 


PGPeB: A two year full-time management program that 
blends technology with business management and is 
aimed at the fast growing IT and IT enabled services 
industry. The program has an impeccable track record of 
thefastest placements. 


IMBA: A one year tri-nation, accelerated MBA program, 
specializing in International Business, jointly conducted 
with Temple University, USA (4 months in India, 6 months 
in USA and 1 month in Japan). 


МСМ: Atwo year full-time MBA program focusing on the 
Japanese experiential approach to management, jointly 
conducted with Hamamatsu University, Japan 

(1 year in India and 1 year in Japan) 


International Undergraduate Programs: A 4 year 
American Bachelors Degree Program (2 years in India, 2 
years in USA) in alliance with Temple University, USA and 
a 3 year British Bachelors Degree Program (2 years in 
India and 1 year in UK) jointly conducted with Newcastle 
Business School, Northumbria University, UK. 


Prof. Dr. Uday Salunkhe 
Director 





For further details please contact: Welingkar Institute of Management Development and Research, L. Napoo Road 
Matunga (C.Rly), Mumbai - 400 019. Tel: +91-22-24178300 Ext: 739 / 740 or Email: admissions@welingkar.org 
Website: www.welingkar.org 
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Suits Him Just Fine 

* NAME: Vineet Kashyap, 29 

+ B-SCHOOL: ІМ, Bangalore 

* GRADUATING CLASS: 2000 

* HONOUR: Best All Round Gold Medallist 

* CAREER TRACK: 


2000 till now: Joined A.T. Kearney as a business 
analyst 


SUCCESS MANTRA: “Pay attention to detail" 


INEET KASHYAP KNOWS JUST WHO TO THANK 

for his success. “The professors (at им 
Bangalore) with their views and confidence, the 
environment and the course, ready you for any- 
thing in your corporate career,” he says. Of 
course, it helped that he topped his class. That let 
him pick the job he wanted: a business analyst 
with A.T. Kearney. That was five years ago. 
Today, Kashyap is still with the consulting firm, 
but has evolved into looking after project leads 
and management roles. 





Bitten By The Venture Bug 


* NAME: Surendra Kumar Jain, 33 
+ B-SCHOOL: IIM, Ahmedabad 

* GRADUATING CLASS: 2000 

* HONOUR: Gold Medallist 


* CAREER TRACK: 

2000-2001: Started a company with two other batchmates called 
MeraNet.com 

2001-2005: Joined WestBridge Capital Partners as a Senior 
Associate and is now a Venture Director 


SUCCESS MANTRA: " Do your own thing" 


IKE PUNEET DALMIA, SURENDRA KUMAR JAIN TOO LAUNCHED 

(along with two of his batchmates) a dotcom, 
MeraNet.com, after graduating from his B-school. But unlike 
Dalmia, Jain didn't come from a business family. So what drew 
him to entrepreneurship? *We wanted to prove that it was pos- 
sible for middle class people with good education to do their 
own thing," says he. Jain is no more an entrepreneur. But as 
a Venture Director at WestBridge Capital Partners, a pri- 
vate equity firm, he helps others launch businesses. 





DEEPAK G. PAWAR 
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The Numbers 
Man 


* NAME: Narendra Ostawal, 28 
* B-SCHOOL: ІМ, Bangalore 

* GRADUATING CLASS: 2002 

* HONOUR: Gold Medallist 


* CAREER TRACK: 
2002 till now: Junior associate to 
Associate, McKinsey 


SUCCESS MANTRA: " Be consistent" 


OR A LOT OF STARRY-EYED 

B-school grads, a job with 
McKinsey is the ultimate thing. 
It was Narendra Ostawal's dream 
too—except that he didn't have 
too much trouble snagging a job at 
the fabled consulting firm. After 
all, Ostawal was not just a top- 
per at IIM Bangalore, but he had 
also topped his CA exams. *He 
did well in all the six semesters so 
we expected him to top," recalls 
Saiish Kenkre, Ostawal's classmate 
from IIM-B, and who works with 
IBM as a Business Manager. 
(McKinsey did not allow Ostawal 
to be either quoted or pho- 
tographed for this story.) As a 
young chartered accountant, 
Ostawal had worked with 
PriceWaterhouseCoopers before 
joining пм-в. Ostawal chose con- 
sulting and McKinsey in particular 
because, “only in consulting could 
he use both his finance and mana- 
gement skills perfectly", says 
Kenkre. So what makes Ostawal 
tick? *Time management, clarity 
of thought, analytical and plan- 
ning skills," lists out Kenkre. 
Qualities crucial to success, not 
just in the classroom. A lot of 
McKinsey consultants use their 
stint at the firm as a springboard to 
greater things in life. So keeps 
your eyes on the young Ostawal. 
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Fruits Of Focus 


* NAME: Ramganesh lyer, 24 
+ B-SCHOOL: ІІМ, Ahmedabad 
* GRADUATING CLASS: 2004 

* HONOUR: Gold Medallist 


* CAREER TRACK: 
2004 April till now: Joined Boston Consulting Group as a Senior Associate in 
April 2004 


SUCCESS MANTRA: "Three things matter: Hard work, hard work and 
hard work" 


oe IYER 
turned down an 
offer from Lehman 
Brothers in New York, 
where he did his sum- 
mer internship, and 
settled for a job with 
the Boston Consulting 
Group (BCG) in 
Mumbai. Why? “I 
thought consulting 
would be more 
exciting, besides which 
I wanted to stay in 
Mumbai,” reveals Iyer, 
an electrical engineer 
from irr Bombay. Five 
years on, lyer is a sen- 
ior consultant with 
BCG. It's too soon for 
lyer to think in terms 
of specialisation, but 
he feels strategy is his 
forte. Some of his 
most challenging 
assignments so far 
have included creating 
strategies for industrial goods companies. Does being a topper help 
on the job? “It hardly matters after the first year,” says Iyer as a mat- 
ter of fact. His future plans include everything from staying on 
with consulting to foraying into banking. But the big lure, he admits, 
is entrepreneurship. *I have not decided what yet, but that's some- 
thing on my mind." He can take his own sweet time figuring that out. 
He's got six years to go before he turns even 30. It 

REPORTED BY AMANPREET SINGH 
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Names of the toppers were provided by their respective B-schools 





@ CAREER LAUNCHER 
теде обо 


nspiring leadership 


We don't train you to be just an MBA... 


W 


To get to your dreams, you have to go all the way. 
Our approach to MBA Test preparation is based on this reality. 


That is why, at Career Launcher, our job does not stop at guiding 
you to your dream B-school. We concentrate on gearing you 
towards becoming the best in your preparations and ensuring you 
emerge a future leader. 


Our way of imparting education combines professionalism with 
dynamism and approachability, enabling our students to get more 
from our professionally qualified mentors than a normal classroom 
session allows. 


So, if you aspire to be a future leader in management, we can show M B A Test-prep 


you the way. 
Because, we know the way. 


www.careerlauncher.com Pegasus is the trade name for all Career Launcher MBA preparatory programs 


Corporate address: B-52, Okhla Industrial Area 156 New Delhi-110 020, India 
Phone: +91 11 5161 5343 F 
E-mail: enquiries(Q cai 


Website: www.caree 
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MBA IS THE PASSPORT YOU NEED TO GET TO THE RARIFIED TOP ECHELONS OF THE CORPORATE 
world. But the individuals listed below are some of the very few who have made it to the top 
sans the coveted degree. This list (which was more comprehensive, but some big names were 
unavailable as they were holidaying in cooler climes) was compiled by speaking to some of 


India’s top headhunters. Meet the people who’ve broken a different sort of glass ceiling. 


SANJIV GUPTA 
42/ President, Coca-Cola India 


+ EDUCATION: 
B.Tech, IIT Delhi, Class of 1984 


+ CAREER PATH 

1984: Area Sales Manager, 
Hindustan Lever (held several 
positions in HLL, including Brand 
Manager and Marketing Manager) 
1997: Vice President (Marketing), 
Coca-Cola India : 
2002: Deputy President, 
Coca-Cola India 


2003: President, Coca-Cola India 








a pees GUPTA IS AN ODDITY, A NON-MBA IN A 
company teeming with marketing management 
grads. Coke is, after all, one of the premier marketing- 
driven companies on the planet. But then, Gupta 
learnt his marketing at Hindustan Lever, where they 
teach marketing as well as anyone else. And he’s never 
really regretted not having an MBA degree. He feels: 
“Planning, development, execution and understanding 
ground realities are the critical aspects of management, 
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and I strongly feel that experiential learning makes all 
the difference.” Gupta didn’t even miss the degree in 
those crucial first few years after graduation. Would 
he make the same decisions if he were allowed to 
rewind his life 20 years? “I have always been very 
clear about my long-term goals and (if given a 
chance) will still opt for the same choices I made ear- 
lier in my career,” he says confidently. 

KUSHAN MITRA 


ҮЗНЭ NVAIA 


am 


KALPANA MORPARIA 
54/Deputy Managing Director, ICICI Bank 





NIRVIK SINGH 
41/President (South East Asia), 
Grey Global Group 


+ EDUCATION: 
B.Com (Hons) St. Xaviers College, 
Kolkata, Class of 1985 


+ CAREER PATH 
1983: Trainee, Contemporary Tea 


1985: Deputy Manager (Leaf Tea), 
Lipton 
1987: Account Executive, HTA رل‎ 


1989: Branch-in-Charge, 
Kolkata, Trikaya 





2002: President, Grey India 


2005: President (South East Asia), 
Grey Global Group 


+ EDUCATION: 
LLB, Mumbai University, Class of 1974 


+ CAREER PATH 
1975: Senior Assistant (Legal), ICICI 


1988: Deputy Manager (Legal Dept), ICICI 
1990: Manager (Legal Dept), ICICI 

1992: Assistant General Manager, ICICI 
1994: Deputy General Manager, ICICI 
1996: General Manager, ICICI 

1998: Senior General Manager, ICICI 
2001: Executive Director, ICICI 


2004: Deputy Managing Director, ICICI Bank 


HE'S A LAWYER WHO'S HANDLED MULTIPLE RESPONSI 
bilities at ICICI Bank for more than two decades. 
During this time, she's been in charge of ICICI’S legal, 
planning, treasury, corporate communications, HR and 
Special Projects departments. Has she ever missed a 
management degree? “I would love to go back in time 
to acquire one because an MBA widens your horizons,” 
says Morparia, who had to learn her management les 
sons the hard way—by making mistakes. She must be a 
good learner: in 2001, Morparia became Executive 
Director in charge of the bank’s Corporate Centre 

and was promoted to her current position last year 
PRIYANKA SANGANI 


INVASOD HSIWA 


HAT YOU LEARN ON THE STREET IS FAR MORE VALUABLE THAN 

X whatever you learn in classrooms," says Nirvik Singh, President, 
Grey Global Group, South East Asia, who spent the first four years of 
his career working for various tea companies before entering the ad 
world in 1987. It's not just a smart quotable quote; Singh really believes 
in it. “When someone comes to me and asks if he should do an MBA, 





Quem 


I tell him to use the money he has saved up to go back-packing around 
the world for a year. If I have to choose between an MBA and a guy who's 
roamed the world, I'll always hire the latter,” he says. Has he ever felt out 
of place in the cloistered world of MBAs? Singh, who admits that an MBA 
might have made things easier for him early in his career, chuckles. 
“Listen, I went to a boarding school (Lawrence School, Sanawar) that defi- 
nes the word clubby. MBa-institutes don't even come close,” he says. 


KUSHAN MITRA 


SOUMIK KAR 





MURALI SUNDARAM 
43/ Vice President (Industrial 
Marketing), Goodlass Nerolac 


* EDUCATION: 
BSc in Mathematics, University 
of Chennai, Class of 1981 


* CAREER PATH 
1982: Sales Executive, 
Anabond Group 


SWAMI 





1989: General Manager (Sales), 
Anabond Silicones 





J 


MUNESH KHANNA 1991: Vice President, (Marketing), 


42/ Managing Director, NM Rothschild & Sons (India) Anabond Essex India 

+ EDUCATION 2000: Vice President (Industrial 

B.Com (Hons), DAV College, Amritsar, Class of 1983; ICAI 1985 Marketing), Goodlass Nerolac 

+ CAREER PATH 

1985: T. d Audit Service . Arthur Andersen URALI SUNDARAM ADMITS 
Я Sas - i Мх he has been lucky in 

1995: Sabbatical his career. “The reason I got my 


first job in 1982 was because I 
1996: Head (Corporate Finance), Arthur Andersen ma ei ies шанк” те 


2002: MD, NM Rothschild & Sons (India) this one-time sales executive, who 
feels that experiential learning is 
the best substitute for an MBA 


Д" HARTERED ACCOUNTANT BY TRAINING, MUNESH KHANNA ALWAYS degree. “There are times when | 
found merchant banking interesting because it was “more fun” feel I would have handled issues 
than tax and audit services. So when Andersen established a corporate differently,” he says when asked if 
finance arm, he was the natural choice to head it. He made his mark, and he ever missed an MBA degree. 
when the opportunity came, he moved to his current employer. Would “But the B-school advantage lasts 
an MBA have helped? “Not really, because many MBAs are too text- only for the first five-to-six years,” 
book-ish and tend to be a bit arrogant at times,” he says, adding: adds Sundaram. 

“From a fun perspective, though, an MBA would have been nice." El PRIYANKA SANGANI 


KUSHAN MITRA ee TES: EE ee 
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| MBA ASPIRANTS 
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SCMLD is not just a knowledge and йор ti pra but à a transformational grooming centre. 


It challenges you to discover your potential towards outstanding growth. You can emerge EXTRAORDINARY in a crowd 
wherein, being pretentious and artificial are common and ordinary. 


Vision 
"To be a universally respected "Leadership Gurukulam" sculpting principled and inspiring performers 
and business leaders towards spreading prosperity, peace, harmony, hygiene and happiness around. 


For Students 
POST GRADUATE DIPLOMA IN MANAGEMENT 


(Two Year Full Time Autonomous) 





dione satisfaction surveys 


realitios * Organizatonal diagnostic studies 
Specialisations : Marketing, Finance, HRM, Systems and Manufacturing  *Communication-straightfromtheheart ' Pret Research & Consumer studies 
~ s : \ > * Competency Profiling & Development 

& Operations Management. Electives from other specialisations subject to one's + * Team working and team building „НЕМ evstem design & implementation 
ability, capacity & motivation can also be taken additional to the core «Customer Relations Management j th sed pie Asa esa 

i 9р 3 — conn. *Coaching, Counseling and Mentoring design & implementation 

| Eligibility- Academic : Graduates from recognised universities *Enthusing people for peak performance < “Internal Faculty Development" for 

Attitudinal : Passion to succeed in LIFE and career being «Time and stress management training 


| tenacious, genuine, authentic, sincere, disciplined, straight and working hard * Working hard, choosing to enjoy 


*Re-engineering minds - for work 





| enjoyingly & by choice, with no shortcuts. 

Selection Process, Batch 2006-08 : All India merit, excellence 

| Stage 1: Two rounds of GD. Stage -Il : The short listed go through a written test, «Mgt. by truth-for business excellence 

| few psychometric aptitude tests, an essay and a personal interview. Details willbe „ fron i eise arce 
advertised on in Times of Indía, Indian Express, дурд & mae ng to doing to For xc groups sponsored by 
other leading newspapers and on www.scmid.org performing & achieving e organisations- 1'/, days weekend basis 

* Managing change and organisational with study materials supplied and 

| renewal assignments/projects at work place 

| * Six Sigma- process & statistics Programs delivered at organisational 

| *Supply Chain Management lote And 


* Marketing, Sales, HR, Finance, 
Manufacturing & Operations etc. for 





*Member - National HRD Committee, Confederation of Indian industry, working non specialists 
‘Consultant - HR Systems Design, Training & Corporate Placement Services and * Transactional Analysis & Interpersonal 
Camaraderie. 


Summit - Nov., 2002 * Rotary award for "Outstanding contribution in the field of education’ - 
Aug., 2001 and Rotary vocational award for "Inculcation of leadership and values in young 
PUN - October, 1997 


Pioneering, Unique and Unconventional, a journey 
through SCMLD can take you to places provided 
_ you are honest & sincere to your ‘SELF’ 


THE B! ESTIN NA АС, ADEMIC INPUTS 


{ 
| 
| Recipient “The Best Teacher in Management" award, at Indusind Bank India Leadership 
| 
| 
| 


SCN ML LC D UNIQI UE PROCESS 'S BESIDES BEING T 
| le Yoga & Pranayama or Workout and Meditation- daily @ 10 day Vipassana Meditation camp 
| e Outbound Training and Talent Expressions - once a month € Mandatory community work and 
| compulsory library reading hours € CEOs’ and Professionals’ seminars - once a month 
* Workshops by specialists € Continuous evaluation through weekly quizzes, surprise tests, essays 
and field assignments € End term viva-voce by faculty teaching subjects and group viva by panel of 
| industry practitioners € Special training by experts, in Six Sigma, ISO, Transactional Analysis, Team 
Building, Communication, Kaizen, TQM etc. € Special certification programmes - Certified Financial 
| Planner, APIC Certification in Manufacturing, NCFM etc. with additional fees at actuals € Student 
specific field assignments & surveys each trimester € Active involvement in institute management & 
| administration through Self Managing Teams € Cultural and intellectual competitions eLast trimester 
is for social projects & dissertation or industry internship € "Two National Seminars" - one on 
"Management" & the other on "Leadership", every year € Medical, life and accident disability 
insurance for all students € Four sets of uniforms besides track suits & T-Shirts for each student 
e Syllabi updation every 3 months-trimester wise. 

€ SCMLD is dynamic. Keeps innovating pro-actively for students to learn, learn, learn and evolve. It 
| strives to change attitudes, shift paradigms and re-engineer minds towards leadership. Focus is оп 


learning by exploration & experiential realisation € Drill driven processes to liberate one from 
negative habits and to inculcate positive habits to be a competent and inspirational performer leading 
by example @ Excuses and accusations not allowed. 


‘Sadhana’ 


Excellence ... 


Add ress 92 A ahale PIO 





tno; 
е scmid. orc 





An integrated 3 day copyrighted 





worksnop O 


for Middle, Senior and Top 
Management Professionals 


Foundation & Trimester |, II, III 


(14th July 2004 - 30th April 2005 
No. of expert faculty taught subjects 
No. of faculty conducted work 





Guest speakers from business/ir 
Industry panel members 
Academic & intellectual inputs 410 hrs 
Personalityleadership 4 
Tests and evaluatior 45 hrs 


for viva voce 


grooming 


Total development - physical, mental 
emotional, intellectual, spiritual and 
social - for an outstanding career and a 
healthy & happy life. Not just for a job 
That is SCMLD - no frills, no fancies, no 
hype and no coverups-but a seríous 
endeavour towards human development 
for a better & prosperous society and 
community around. 


a journey eternal through truth & excellence everyday... 
„а M sadhana towards ; discovering the "True self’ " in action, for greater actions... 





University 


TOPPER 








ACULTY OF MANAGEMENT 

Studies (FMS) is just ano- 

ther Delhi University 

department. It’s located 

in the North Campus (as 
the name denotes, it’s in North 
Delhi), which you can reach after a 
few kilometres of tortuous drive 
from the heart of the city (read 
Connaught Place). You can easily 
miss the red-coloured, three-storied 
building (among several identical 
ones), standing in a narrow strip 
of land not larger than 2.5 acres 
(пм Ahmedabad, the gold standard 
of B-schools, has a 63-acre cam- 
pus), unless you are armed with a 
good city map. The FMS premises 
have just enough space to park a 
dozen cars—mostly reserved for 
the faculty members—an unkempt 
garden and an unimpressive 
entrance, all of which reflect a 
department of a fund-starved 
university that has many other 
things to take care of. 

Never mind; FMs has made his- 
tory of sorts this year. It has moved 
up three positions in the Business 
Today-ACNielsen ORG-MARG rank- 
ings to become the third best 
B-school in the country (FMS was 
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ranked sixth in 2004 and eighth in 
2003). In the process, it has pushed 
им, Calcutta (ranked third last year), 
XLRI, Jamshedpur (fourth last year) 
and Symbiosis (fifth last year) to 
lower ranks. FMS has also moved 
up a few grades in the brand equity 
index scale, up to 2.09 from last 
year’s 1.35. In the process, it has 
become a distinct brand from an 
undifferentiated one. The transfor- 
mation, as you may have guessed, is 
worth a pot of gold. 

FMS has always been known 
as a good management school. 
Interestingly, it has been the only 
B-school from a university that has 
managed to be among the Top 10 
in any survey worth its name. 
However, #3 is something else. 
For a university department, that’s 
a significant achievement. For ins- 
tance, FMS enjoys limited powers 
unlike the Ms, which are auto- 
nomous institutes and could fight a 
war with the Union HRD ministry on 
the fee hike issue (who won or lost 
is a different matter). Thus, if FMs 
wants to introduce a new course, it 
has to get clearances from two uni- 
versity bodies—the academic coun- 
cil and the executive council. This 





can easily take a year; one course 
that is waiting for such an approval 
is net-based Marketing. 

There are more oddities: like 
a tuition fee of less than Rs 10,000 
a year (the IIMs charge over 
Rs 1,00,000); a hostel that the 
school shares with the Delhi School 
of Economics, and other such. Still, 
says V.K. Bhalla, Dean, FMs, the 
grant from the university, and the 
tuition fee keep the school *ade- 
quately funded". 

So what has changed at FMs? 
“A lot,” says Kaushik Burman, who 
passed out of FMS this year and was 
a student placement secretary when 
he was studying there. “For one, we 
have seen a total change in cur- 
riculum in the last four years. 
Second, there has been a lot of 
action on developing international 
corporate relations (with the help of 
alumni),” adds Burman, who will be 
joining Nestle as a management 
trainee in June. For curriculum 
development, FMS has taken assis- 
tance from international B-schools 
like INSEAD of France (Prashant 
Malaviya, an FMS alumnus and a 
professor of marketing at INSEAD, 
was helpful), University of 


FACULTY OF 
MANAGEMENT 
STUDIES (DELHI 
UNIVERSITY) 


+ ESTABLISHED: 1954 


+ COURSES OFFERED: 

MBA (Full-time, 90 seats, part- 
time, 140 seats), MBA-MS 
(Management of Services, 
full-time, 40 seats), MBA-HCA 
(Healthcare Administration, 
only part-time, 15 seats) 

and doctoral programmes 
(seats not fixed) 


+ FACULTY: 

23 full-time professors and 
visiting executives from HLL, 
Colgate-Palmolive, Nestle, DSP 
Merrill Lynch, Evalueserve 


+ STUDENT-FACULTY RATIO: 3:1 


+ SALARY OFFERED THIS YEAR: 
Average (Rs 8.1 lakh); highest 
domestic (Rs 13 lakh); highest 
international (Rs 20 lakh) 


* MAJOR RECRUITERS: 

DSP Merrill Lynch, Citibank, 
Olam International, Coke, 
Pepsi, Nestle, Avigo 
Corporation, Deutsche Bank 


California, Berkley, and also from the 
high temple of business education, 
the Harvard Business School (FMS is 
likely to finalise a deal with HBs for a 
joint business research centre in India 
by the end of the year). The second is 
the development of a healthy acade- 
mia-industry interface. “We have 
started video-conferencing with at 
least one distinguished alumnus every 
month,” says Burman. 

That’s a change, says D.S. Brar, 
former CEO of Ranbaxy Laboratories 
and probably the most well known 
FMS alumnus (he was the topper of 
the 1974 batch). “We were quite short 
on industry interactions and also 
infrastructure. I believe that is changing 
now.” Well, sort of. Though the buil- 
ding or campus does not look 
impressive, the institute has a decent IT 
infrastructure. Last year, FMS went 
Wi-Fi, enabling 24/7 wireless inter- 
net access anywhere within the cam- 
pus. All the classrooms are “smart- 
networked”, where the teachers need 
to just walk in, log in, access their 
respective folders for PowerPoint slides 
and use the overhead projectors. But 
that’s yet to impress recruiters like 
Pawan Bhatia, Head (HR) of Pepsi 
India, who visited the campus this 
year for placement interviews. “FMS 





does not rank as high as the other 
top-notch B-schools in facilities,” he 
says. “Teachers” rooms were converted 
for interview purposes.” 

Bhatia, who picked up one recru t 
from FMS, however, has only good 
words to say about the students. “FMS 
guys can hit the ground running, the 
settle in quickly and are willing to 
stretch that extra bit." “They have a 
very balanced profile," adds Rajat 
Mehta, Director (HR), Max New York 
Life, referring to the fact that students 
from other schools tend to be a trifle 
more uni-dimensional. For instance, 
those from IIM-A prefer jobs with a 
high strategy-management compo- 
nent and those from IIM-C that involve 
numerical skills. 

That could explain why the average 
salary for the Class of 2005 at FMS 
was, at Rs 8.1 lakh, higher than the 
corresponding figures at all but three 
Ms (Bangalore, Calcutta and Indore), 
and much higher than last year's 
Rs 7.01 lakh. The highest domestic 
salary offered was Rs 13 lakh (from 
HSBC), while the international offer 
was 1.6 lakh dirhams (Rs 20 lakh) 
from Avigo Corporation, a Dubai- 
based private equity firm. That's not a 
bad rate of return on a tuition fee of 
Rs 10,000 a year. FMS, anyone? Efl 
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HOW WE RANKED 


ІНЕ B-SCHOOLS 








EGULAR READERS OF THE 
т Today-Acwielsen 

Best B-schools in India 
survey would know that the 
magazine has been ranking 
B-schools in India for eight years MBA Aspirants 
(2003 and 2004), this year's sur- 
vey has been conducted in part- 


The Survey Universe 








aspirants and HR managers were 
taken forward to the second 
phase. A sub-objective of the first 
phase was also to understand 
the parameters that a student 
considers important for including 


ration set. These parameters were 
further built into the second 


now. Like the previous two years С a B-school in his or her conside- 


nership with ACNielsen ORG- 
MARG, using their proprietary 
Winning Brands model. The sur- 
vey was conducted in two phases. 
In the first phase, we shortlisted the 30 B-schools 
that were to be ranked. How did we do that? By 
asking respondents—at this stage, there were just two 
categories: MBA wannabes and HR heads (recruiters)— 
to name the B-schools they would consider applying to 
(in the case of aspirants) or recruiting from (recruiters). 
The top 30 schools that were considered by MBA 


Functional Heads 





Classification Of Attributes 


phase to understand the drivers 
of consideration and perception 
for each B-school on each of 
these parameters. 





Target Audience 

MBA aspirants: Students planning to take the CAT 
(Common Admission Test) and other MBA entrance 
tests. A mix of students with graduate or post- 
graduate degree in a professional or general course 
was ensured, 


REPUTATION PLACEMENT QUALITY OF PLACEMENT 
Average salary best in the industry 


e High-ranking institute 

e Thorough knowledge of subject 

e Toughest admission exam 

e Achievements of alumni 

e Institute has international recognition 
e Tie-up with foreign institute 


FACULTY 


* High-quality research paper 


e 100 per cent placement 
e Multiple placement options 


е Placement abroad and in MNCs 


TEACHING METHODOLOGY _ 


* Student faculty ratio 1:1 


* Visiting professors—industry captains ® Excellent teaching methodology 


* Well-trained faculty 


INFRASTRUCTURE — 


© High-speed internet connectivity 


* Very good counselling 
* Good industry exposure 


© Excellent infrastructure, library & computers SPECIALIST UNITS 


* Enables financial aid 
* Institute at convenient location 
* High-standard hostel & mess facility 
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* Known for marketing programme 
* Known for mass media programme 
* Known for finance programme 


е Prefer students with work experience 
e Admission to engineers only 


س 


KULDEEP 


Equity Drivers 









Association 4 7% P3 TEA” CI AO 2% 
Association 5 
Association 3 
8% 
32% 
Association 2 Consideration 
10% 
Association 1 24° 
1 7% 24% 
Winning Brands Approach 
KNOWLEDGE 
Awareness created Brand equity Price premium, 
by marketing loyalty & 
efforts + Usage commitment 
Quality perceptions 
& associations 


Brand equity is what consumers think about a brand and how that ultimately affects 
their purchase decisions 





How Healthy Is My Brand? 


What Consumers Know Bas es What Consumers Do 


BRAND EQUITY 


pe 


Brand Brand Brand Premium 
Awareness Associations Loyalty Price 


Brand equity is defined as the differential effect that knowledge about the brand 
has on consumer response to the marketing of that brand 


HR heads of organisations: Human resource managers 
of organisations that have been recruiting from 
B-schools for the past three years at least (a mix of 
managers from companies with revenues less than 
Rs 500 crore and more than Rs 500 crore was ensu- 
red). The survey, both in phases one and two, was car- 
ried out across Ahmedabad, Bangalore, Chennai, 
Delhi, Hyderabad, Kolkata, Lucknow and Mumbai. A 
total of 449 respondents were interviewed. All the 
respondents were interviewed face-to-face. 


Phase 11 


The objective of the second phase of the survey was 





= $ » 
The BT-ACNielsen ORG-MARG B-school survey team: 


(L-R) Sachin Angane, V. Pattabhiraman and Seethaa 
Sethuraman 


to rank the 30 shortlisted B-schools, using 
ACNielsen's brand equity measurement tool, the 
Winning Brands model. At this stage, the uni- 
verse of respondents was increased to include 
three more categories: Current MBAs, Young 
Executives and Functional Heads. 

Associations for each school were obtained on 
various parameters. These attributes were further 


classified into eight factors (See Classification of 


Attributes). The Winning Brands brand equity mea- 
surement model is focussed on understanding the 
key drivers (perceptions regarding the tangible and 
the intangible aspects) of decision-making used by the 
target audience. Taking into consideration parame- 
ters such as favourite school, recommended school 
and the price premium commanded by a brand, 
the model calculates the Brand Equity Index (BE!) for 
each of the 30 B-schools. The BEIs were, then, used 
to rank the B-schools. 

In a competitive market, “winning brands” have a 
BEI of between 3 and 4. Monopoly brands (that is, the 
cream of the crop) have BEI scores between 4 and 6 or 
higher. Excellent or distinct brands have scores between 
2 and 3. Those schools that score below 2 have a lot 
of catching up to do. 
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Where 
CEOs COME FROM 














COMPANY 










































Reliance Industries Stanford University 5 i? Vet, rs 

TCS NA. _ Masters in Computer Science 

Infosys Technologies NA. OR ы, мс е ш Фа 
Wipro NA. Graduate degree in General Engineering — — f 
HLL Mumbai University voe seruus Ce Ае сн АЫ aS ^r 
Bharti Tele-Ventures NA. BCom  «—— 

ITC ibe NA. Dee he 

ICICI Bank ІМ Ahmedabad LAT EH Pa bn 
Ranbaxy Labs NA. A. LL cua 
Tata Motors NA. PhD Aerodynamics — 

HOC — .—  DeepakParekh —— NA. TEAS Oe ts JA EL ae 
Tata Steel XLRI, Jamshedpur TEE A. 
Maruti Udyog NA. HU VEN НАА HAAA 
Reliance Energy Wharton School, University of Pennsylvania 2 Яп 
Larsen & Toubro NA. AME md La TR АРДЫ 
HDFC Bank yPwi — 5 NA. ЫА az 

Satyam Computer Services 19 Ohio University res dd 

Hindalco Industries 56 NA. BE 

Grasim Industries NA. BE _ pec OP Ea 
Hero Honda Motors NA BE KR ane 3 
HCL Technologies Shiv Nadar — NA. DEC a RTC WTE ONG 
Bajaj Auto NA. Masters in Manufacturing Sys. Engineering _ 
Cipla NA. _ PhD Organic Chemisty — _ 
Sun Pharma wi NA. t e SOR METRI BR E 

Dr. Reddy's Laboratories G.W. Ргаѕай 5 NA Masters in Industrial Management — ——— 
Tata Power Firdose A. Vandrevala ; XLRI, Jamshedpur PSR TAUA te See 
Zee Telefilms Subhash Chandra 5 па. а те Ends ind 
Nestle India Martial Rolland Indiana University ROPA ОБА, 9 
Gujarat Ambuja Cements NS. Sekhsaria NA. | SR VRE ЖКА Me. 
Biocon NA. Masters Degree in Brewing — — —1— 
Mahindra & Mahindra HBS, Boston, Massachusetts K ph lok 
VSNL NA. BE Do AUREOS 
Glaxo Pharma aram 50 NA. CA = Б 
Associated Cement Cos ML Narula 04 NA. 
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COMPANY 


Motor Industries 

Indian Petrochem Corp. 
i-flex 

Sterlite 

Hindustan Zinc 

Patni Computer Systems 
Ultratech Cement Co. 
Siemens 

Wockhardt 

ABB 

Cadila Healthcare 

UTI Bank 

Nicholas Piramal 

Asian Paints 

Lupin 

Bharat Forge 

Tata Teleservices 
Ashok Leyland 

Great Eastern Shipping 
Tata Chemicals 
Moser Baer 

Nirma 

Kotak Mahindra Bank 
Cummins India 

Tata Tea 

Castrol India 
Jaiprakash Associates 
Dabur 

HCL Infosystems 
Matrix Lab 

Mphasis BFL 

Gillette 

Aurobindo Pharma 


n.a.: Not Available 


NANDAN NILEKANI 
INFOSYS 
The co-founder 


of Infosys is, as one 


would expect, 
a pure techie 


CEO 


А. Hieronimus — — 


Mukesh Ambani — 
Rajesh Hukku 7 
Anil Agarwal ] 
C.D. Arha - 

Narendra Patni 
Saurabh Misra 57 
J. Schubert 5 
Habil Khorakiwala 63 
Ravi Uppal / 
Pankaj Patel 52 
P.J. Nayak | 
Ajay Piramal 

Ashwin Dani 8 
DeshbandhuGupta 67 
Baba Kalyani 
Firdose A. Vandrevala 54 
R. Seshasayee 

K.M. Sheth 

Prasad Menon 

Deepak Puri 

К.К. Patel 5l 
Uday Kotak — 
Anant Talaulicar — 44 
Percy Siganporia 53 
Naveen Kshatriya 56 - 
J.P. Gaur 75 
Sunil Duggal 
AjaiChowdhry 54 
N.Prasad 4 
Jerry Rao _ 52 
Zubair Ahmed. 

P.V.R. Reddy 


SCHOOL/ UNIVERSITY 


NA. 
Stanford University 


JBIMS 


XLRI 


IIM Calcutta 
NA. 

IMT Ghaziabad 
ІМ Ahmedabad 
N.A. 

N.A. 


SUNIL MITTAL 
BHARTI 


The bicycle-parts- 
manufacturer turned 
telecom pasha has 


a bachelors degree 


in commerce 


IF NOT AN MBA, QUALIFICATIONS 





PhD in Business Administration 


"E. 

BCom 

MA in History 

BA 

Bachelors in Engineering 
MS (Pharma) 


MPharm 
PhD in Economics 


MSc, Polymer Science 
Masters in Chemistry 
MS 


CA 

BCom 

Ám 

Mechanical Engineering 
BSc 


BE 
Diploma in Engineering 


BE 
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JERRY RAO 
MPHASIS 


He may be a tech CEO, but 
=——— he was СЕО of Citibank’s 
Indian arm. Rao has a 
PGDBM from IIM-A 


JAGDISH KHATTAR 


MARUTI 
The IAS-officer 
turned motown CEO 
has a degree in law 














COMPANY SCHOOL/ UNIVERSITY IF NOT AN MBA, QUALIFICATIONS 
Colgate Palmolive Graeme Dalziel — n.a. КЧ MIB TECUM ac I o NE 
TVS Motor Venu Srinivasan Purdue University Мо ТТЫ pL o T 
Aventis Pharma Alexandre de Carvalho 4: N.A. Graduate in Business Administration 
_ from HEC School of Mgmt, Paris ris 

Hughes/ Flextronics Arun Kumar NA. BE & Masters in. Compr Science. 
Software Systems | Күл cat 1 le 2G Pa 500 
Reliance Capital D.N. Chaturvedi N.A. UK ^ WESEL 0.720 
Indian Hotels Raymond Bickson N.A. . Degree in ! Hotel | Management - 
Divi's Labs Murali K. Divi NA. _ Мс Pharma Chemistry —— 
J&K Bank M.Y. Khan - N.A. Bd AE о 
Jindal Steel & Power Navin Jindal University of Texas NE ROT rto A ni 
United Phosphorus R.D. Shroff NA. E x ee SE HAN P. 
Britannia Industries Vinita Bali - JBIMS SEA ICT Sue ped LIS. 
Polaris Software Lab _ Arun Jain _ N.A. ant e ES 
Jubilant Organosys S.S. Bhartia NA. BOn/IWA — 0 
P&G S. Khosla ІМ Calcutta aliu EE xoi Enters hi 
Indian Rayon & Ind. Sanjeev Ава IIM Calcutta EREN Aes S AMT А. d 
Novartis Ranjit Shahani JBIMS Deomm A. ur Meum GRA 
Arvind Mills Sanjay Lalbhai JBIMS SE tu Pest M 
East India Hotels P.R.S. Oberoi n.a RA ul ou M T i 
Pfizer Kewal Handa N.A. .. СА апа CS n ER ЖО. | 
Jindal Vijaynagar Steel Sajjan Jindal N.A. BE e АЎ, (> eed ЧАШ 
Punjab Tractors Yash Mahajan — N.A. CAR Ee tat aes 
Raymond Gautam Singhania NA. . Bcom. Aut ae 
Micro Inks Yunus Bilakhia N.A. E OM Ч ТА 
Adani Exports Rajesh Adani N.A. BRAG ИЗ Ваа 
Monsanto India Felipe Osorio N.A. Degree in Business 

_ Administration and Political Warfare — 
Indusind Bank Bhaskar Ghose IIM Calcutta A Ne ae ed 
Century Textiles В.К. Dalmia - N.A Enn NA UPC А 
Godrej Consumer Products Adi Godrej Sloan School of Management, MT — — — s ape 
Ballarpur Industries Gautam Thapar NA. E ay Head 5 rd Ted NO 
GlaxoSmithKline Nicholas Massey NA. MA in Political Science/Philosophy/ 
Consumer Healthcare с Economics Se NM ro 
Sterling Biotech Nitin Sandesara NA. Wr 7 ogee 
Essar Steel Prashant Ruia NA. BCom Ew 
e-Serve International © Rahul Singh Mumbai University 


n.a.: Not Available N.A.: Not Applicable 





COMPILED BY SUPRIYA SHRINATE 


XLRI Jamshedpur. 


... your personal space to grow into business leaders 


of tomorrow. 





XLRI is one of the top four B-Schools in the country. 
So what makes us successful and different? 


An off the beaten track location, a unique balance of academics, real life experi 
amidst a supportive community environment. A number of student - led initiat 

and off the campus to provide you with opportunities for leadership, intellectu: 
stimulation and social interaction. Add to it our highly personalised i 


environment, the excellence and diversity of our faculty and students, the pas: 
alumni for the school and what it stands for and t 
leadership 


The truth is XLRI is not just another B-School. It is an experience that gives you tl 
confidence to take on the challenges of life 


XAT - 2006 to be held on January 8th, 2006. 


& * XLRI Jamshedpur 


School of Management 






www.xlri.ac.in 





B-School 


AC T PILE 


An alphabetical directory of the schools that made 
it through phase I of the BT-ACNielsen ORG-MARG study. 
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Alliance Business Academy, 3» 
Bangalore 

SPECIALISATION: Marketing, Finance, 
Human Resources and Systems 


ADMISSION PROCEDURE: CAT, MAT, 
XAT, ATMA, CET and K-MAT 

SIZE OF THE CLASS: 120 (50 per cent 
selected by the institute and 50 per 
cent allotted by the university) 


STUDENT FACULTY RATIO: 8:1 


AVERAGE ANNUAL SALARY: Rs 4.95 lakh 
domestic; $42,000 international 


BIGGEST RECRUITER: TVS Electronics 
STAR RECRUITER: Berg Wealth 


STUDENT PROFILE: Male:Female 
(67:33); Engineer:Non-engineer 
(1:4); With work-experience:Fresher 
(1:4) 

STAR ALUMNI: Amit Acharya, Senior 
Software Consultant, Wipro 
Technologies; Alan John George, 
Senior Business Development 
Executive, IKEA, UAE; Ruthu Hegde, 
Head (Recruitment), NESS 
Technologies 


QUOTE: ALAN JOHN GEORGE, SENIOR 
BUSINESS DEVELOPMENT EXECUTIVE, IKEA 


"| have indeed crossed a milestone 
in my academic and professional 
life. | am now part of an interna- 
tional organisation working in an 
international environment. None of 
these would have been possible if | 
were not a graduate of Alliance" 


DEEPAK G. PAWAR 
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HSIL 
2004-0 


High-fashion statements in sanitaryware , 


5 


Designs and styles characteristic of Hindware. i 
| | | ndwa ге 


Available in many an unusual, stunning colour, 
Setting new trends and making them sought after. SIMPLY OBSESSIVE 
* KITCHEN SINKS 


BATH TUBS * WHIRLPOOLS * SHOWER ENCLOSURES =» SHOWER PANELS * BATH FITTINGS 
m tg 


, 14001 OHSAS 18001 certified company.) | 
WARE & INDUSTRIES LIMITED New Delhi: ‘et (oun) 25854656, 25854657, 25750027, 25819142. Fax: (+91-11) 25785278. 
Mumbai: Tel: (+91-22) 22044766, 22022247, 22829301. 


ta: Tel: (491-3 22487406, 22487407. Fax: (+91-33) 22487045. ‚ E-mail: 
ail: mumbeiQhindware co in dap ones (+91-40) -40) 27848416, 27848417, 27848419. Fax: (+91-40) 27848418. E-mail: marketing hyd@hindware:co.in 
їп Chennai: Tel: (591-44). 28220912. E-mail: chennal@hindware.co,in Pune: те; (491-20) 4019340. 
in Website: www hindwarebathroorms.com 
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Amity Business School (ABS), 
Noida 


sPECIALISATION: Marketing and Sales, 
Finance, Human Resources, 
International Business, Information 
Systems, Operations, Insurance and 
Risk Management, Entrepreneurship 
and Leadership 

ADMISSION PROCEDURE: MAT, GMAT, 
XAT score, group discussion and 
interview 

SIZE OF THE CLASS: 150 

STUDENT FACULTY RATIO: 3:1 

AVERAGE ANNUAL SALARY: Rs 3.43 lakh 
domestic; $24,000 international 
BIGGEST RECRUITERS: India Bulls, 
Evalueserve, HDFC Bank 

STAR RECRUITERS: Zee Network, TVS, TCS 
STUDENT PROFILE: Male: Female (3:2); 
Engineer:Non-engineer (1:5); With 
work-experience:Fresher (2:3) 

STAR ALUMNI: Dilpreet Sahi, Vice 
President, ABN AMRO Bank; Nirupma 
Jyoti Sivakumar, Corporate Accounts 
Manager, Microsoft 

QUOTE: NIRUPMA JYOTI SIVAKUMAR, 
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CORPORATE ACCOUNTS MANAGER, 
MICROSOFT 

"ABS provides an environment of 
continuous learning and an overall 
development at the campus. The right 
blend of challenges, competition and 
exposure to the business world pro- 
vides just the right nurturing for the 
budding manager before he/she 
enters the corporate world" 


Badruka College PG Centre, 
Hyderabad 

SPECIALISATION: Finance, Human 
Resources, Marketing and Systems 
ADMISSION PROCEDURE: Integrated 
Common Entrance Test (ICET) and 
counselling by Osmania University 
SIZE OF THE CLASS: 60 

STUDENT FACULTY RATIO: 15:1 
AVERAGE ANNUAL SALARY: Rs 3.5 lakh 
domestic, N.A. international 
BIGGEST RECRUITERS: ICICI, Bank of 
America, Hindustan Pencils, Satyam 
Computer Systems 


STAR RECRUITER: India Bulls Securities 


STUDENT PROFILE: Male:Female (7:3); 
Engineer:Non-engineer (1:4); With 
work-experience:Fresher (1:9) 

STAR ALUMNUS: P. Balasubramaniyam, 
Vice President, India Bulls Financial 
Securities 


QUOTE: P BALASUBRAMANIYAM, VICE 
PRESIDENT, INDIA BULLS FINANCE 
SECURITIES 


"Badruka is one of the best institutes 
for academic excellence. It is one of 
the few institutes in South India to 
provide students with excellent talent 
for the future of the country" 


Bharathidasan Institute of 
Management (BIM), 
Tiruchirappalli 

SPECIALISATION: Marketing, Finance, 
Operations, Systems and Human 
Resources 


ADMISSION PROCEDURE: XAT, group 
discussion and interview 


SIZE OF THE CLASS: 120 
STUDENT FACULTY RATIO: 6:1 


AVERAGE ANNUAL SALARY: Rs 4.46 lakh 
domestic; N.A. international 


BIGGEST RECRUITERS: TCS, HCL 
Technologies, Ramco Systems, 
Infosys Technologies 

STAR RECRUITERS: Power Finance 
Corporation, Calsoft, Infosys, Ramco 
Systems 


STUDENT PROFILE: Male:Female (7:3); 
Engineer:Non-engineer (4:1); With 
work-experience:Fresher (5:2) 

STAR ALUMNI: V. Raja Shanmugam, 
Vice President, MindTree Consulting; 
T.R. Ramachandran, Business 
Manager (Cards), Citibank; 

R. Siddharthan, Regional Head, TCS, 
Atlanta; Narasimhan Tupil, Country 
e-business Manager, Compaq; 

K. Ramakrishnan, CEO, Spark Capital 
Advisors India 

QUOTE: T.R. RAMACHANDRAN, BUSINESS 
MANAGER (CARDS), CITIBANK 


“What has stood me in good stead 
throughout my career is BIM's focus 
on values and ethics-based manage- 
ment processes and models. The insti- 
tute taught us to place equal empha- 
sis on 'doing things right' and 'doing 
the right things" 





MERLIN GERIN. THE ONLY GUIDE YOU NEED FOR OPTIMAL ELECTRICAL SOLUTIONS. 
From the very start, Merlin Gerin has been a pioneer in the world of electrical distribution, Its range of innovative 


end-to-end solutions in low and medium voltage applications have continuously improved the safety and comfort 


for all consumers. No wonder, it's a guide and a benchmark for all electrical distribution professionals. 


a brand of 


e <j Merlin Gerin 
Electric 


Schneider Electric India Pvt. Ltd., 
Corporate Office: A-29, Mohan Co-operative Industrial Estate, Mathura Road, New Delhi-110044. 
Phone: 011-51590000. Helpdesk: in-helpdesk@in.schneider-electric.com 
For more information, visit us at www.schneider-electric.co.in 
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Birla Institute of Management 
Technology (BIMTECH), 
Greater Noida 


SPECIALISATION: Marketing, Finance, 
Human Resources, Operations, 
Information Technology, Strategy, 
Rural Business Management and 
International Business 

ADMISSION PROCEDURE: CAT or 

MAT score, group discussion 

and interview 

SIZE OF THE CLASS: 120 

STUDENT FACULTY RATIO: 8:1 


AVERAGE ANNUAL SALARY: Rs 3 lakh 
domestic; $17,000 international 


BIGGEST RECRUITER: ICICI Bank 

STAR RECRUITER: Western Union Money 
Transfer, France 

STUDENT PROFILE: Male:Female (13:7); 
Engineer:Non-engineer (8:17); With 
work-experience:Fresher (1:4) 

STAR ALUMNUS: Alok Gupta, Managing 
Director, Samtech Infonet 


QUOTE: ALOK GUPTA, MANAGING 
DIRECTOR, SAMTECH INFONET 

"| am fortunate to be an alumnus of 
an institute which has always focus- 
sed on producing leaders and entre- 
preneurs rather than churning out 
managers only. This is a place where 
you will find a perfect blend of tradi- 
tion and modernity. The success of 
the BIMTECH alumni community, 
spread across the world, is a testi- 
mony to the great values inherited by 
them from their alma mater" 
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Chaitanya Bharathi 
Institute of Technology, 
Hyderabad 

SPECIALISATION: Finance, Human 
Resources and Marketing 


ADMISSION PROCEDURE: ICET 
SIZE OF THE CLASS: 60 
STUDENT FACULTY RATIO: 15:1 


AVERAGE ANNUAL SALARY: 
Rs 2.4 lakh domestic; N.A. 
international 


BIGGEST RECRUITER: ICICI 
STAR RECRUITER: Infosys 


STUDENT PROFILE: Male:Female (2:1); 
Engineer:Non-engineer (3:57); With 


work-experience:Fresher (1:4) 
STAR ALUMNI: N.A. 
quote: N.A. 


Christ College Institute of 


Management, Bangalore 


SPECIALISATION: Marketing, Finance, 


Human Resources and Systems 


ADMISSION PROCEDURE: MAT score 


SIZE OF THE CLASS: 60 
STUDENT FACULTY RATIO: 5:1 


AVERAGE ANNUAL SALARY: Rs 3.5 lakh 


domestic; N.A. international 


BIGGEST RECRUITER: ICICI Bank 

STAR RECRUITER: Hexaware 

STUDENT PROFILE: Male:Female (3:2); 
Engineer:Non-engineer (1:3); With 
work-experience:Fresher (2:5) 

STAR ALUMNUS: Vinod Pais, Marketing 
Executive, HP, Singapore 

QUOTE: N.A. 


9 PA Et 


Department of Management 
Studies, ПТ Delhi 
SPECIALISATION: Marketing, 
Information Technology, Human 
Resources, Strategy, Operations, 
Finance, Public Sector and 
Consultancy 

ADMISSION PROCEDURE: JMET, group 
discussion and interview 

SIZE OF THE CLASS: 60 

STUDENT FACULTY RATIO: 1:4 

AVERAGE ANNUAL SALARY: Rs 6.4 lakh 
domestic; N.A. international 
BIGGEST RECRUITERS: IBM, Infosys 
STAR RECRUITERS: IBM, Citibank, Bank 
of America 


STUDENT PROFILE: Male:Female (47:13); 
Engineer:Non-engineer (9:1); With 
work-experience:Fresher (17:8) 

STAR ALUMNI: P.K. Agarwal, Director 
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Vavá 


76% FASTER 
BECAUSE WERE 
00% COMMITTED 
TO BUILDING 
BUSINESS SYSTEMS. 


NOT CUTE MP3 PLAYERS, PRINTERS, AND CAMERAS. 


SUN FIRE™ SERVERS WITH AMD OPTERON™ PROCESSORS. 
UP TO 76% FASTER’ THAN THE COMPETITION 


Sun delivers extreme performance at an unbeatable price. Choose the 2-way Sun Fire™ V20z server 
or the 4-way Sun Fire V40z server, and you'll get the advanced power and flexibility of the AMD 
Opteron™ 800 or 200 series processor, plus the ability to run your choice of operating systems, 
including Solaris™ OS and Red Hat Linux, in either 32-bit or 64-bit mode. Add world-class Sun 
service and support, and you have the competition-crushing server solution your business demands. 
Learn more at sun.com/amd 


Шы а - 
те SO 


Get trained on Sun technologies now - register at 
http://www.sesfocus.com/javalearning/in/ 
or send an email to anuja.jacob@sun.com 


Applying Thought 
SALES OFFICE: SUN MICROSYSTEMS INDIA PVT. LTD. 6TH FLOOR, PRESTIGE OBELISK, 3 KASTURBA ROAD, BANGALORE 560 001, INDIA. TEL: (91) 80 5693 0600, FAX: (91) 80 5693 0655, 
REGD. OFFICE: 6TH FLOOR, DIVYASHREE CHAMBERS, OFF LANGFORD ROAD, BANGALORE 560 027, INDIA, TEL: (91) 80 2229 8989, FAX: (91) 80 2223 1794 


©2005 SUN MICROSYSTEMS, INC. ALL RIGHTS RESERVED. SUN, SUN MICROSYSTEMS, THE SUN LOGO, JAVA. THE JAVA LOGO AND THE NETWORK I$ THE COMPUTER TAGLINE ARE TRADEMA) 
MICROSYSTEMS, INC. IN THÉ UNITED STATES AND OTHER COUNTRIES. AMD, THE AMD ARROW LOGO, AMD OPTERON AND COMBINATIONS THEREOF, ARE TRADEMARKS OF ADVANCED 


The comparison presented is based on the BM eServer xSeries 365 (4x 3.0 GHz Intel Xeon MP) result of 2616 conforming connections and Sun Fire VAOz server (4« AMD Opteto rer 
12/08/04. SPEC and the benchmark name SPEC web99_SSL ace registered trademarks of the Standard Performance Evaluanon Corporation. For the latest SPECweb99 SSL benchmark rex R Www spec org 








(Personnel) Engineers India; Parag 
Sharma, Manager, CRISIL; Ankur 
Dhingra, Assistant Vice President 
(Insurance), GE Capital; Vinit Mathur, 
Manager (Strategic Alliances), ICICI 
Bank, UK 

QUOTE: VINIT MATHUR, MANAGER 
(STRATEGIC ALLIANCES), ICICI BANK, UK 
"The department has come a long way 
in a very short span of time, keeping in 
view that the first MBA batch passed 
out in 1999, The institute has mana- 
ged to bring the course at par with the 
premier B-schools through an effective 
integration of programme content, fac- 
ulty and successful placements. It 
offers an effective mix of management 
and technology" 


Department of Industrial 
d Management 
Engineering, IIT Kanpur 
SPECIALISATION: Infrastructure, 
Manufacturing, Finance, Marketing 
and Human Resources 

ADMISSION PROCEDURE: JMET, group 
discussion and interview 

SIZE OF THE CLASS: 38 

STUDENT FACULTY RATIO: 2:1 (including 
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visiting faculty) 

AVERAGE ANNUAL SALARY: Rs 5.2 lakh 
domestic; N.A. international 

BIGGEST RECRUITERS: Citibank, GE Cap 
STAR RECRUITERS: Citibank, GE Cap 
STUDENT PROFILE: Male:Female (20:3); 
Engineer:Non-engineer: All engineers; 
With work-experience:Fresher (1:1) 
STAR ALUMNI: М.А. 

quote: N.A. 


Department of Management 
Studies, National Institute of 
Technology, Tiruchirappalli 


SPECIALISATION: Management 
ADMISSION PROCEDURE: ATMA 

SIZE OF THE CLASS: 60 

STUDENT FACULTY RATIO: 6:1 

AVERAGE ANNUAL SALARY: Rs 3.68 lakh 
domestic; N.A. international 
BIGGEST RECRUITER: TCS 

STAR RECRUITER: GE Capital 

STUDENT PROFILE: Male:Female (6:1); 
Engineer:Non-engineer (6:7); With 
work-experience:Fresher (1:4) 

STAR ALUMNI: George Jacob, 

Senior Project Consultant, 





Federal Bank of San Francisco, San 
Francisco; Ravi Kumar, General 
Manager, SEBI 


QUOTE: N.A. 
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Faculty of Management 
Studies, Delhi 
SPECIALISATION: Marketing, Finance, 
Systems and Human Resources 
ADMISSION PROCEDURE: FMS entrance 
test 

SIZE OF THE CLASS: 99 

STUDENT FACULTY RATIO: 3:1 

AVERAGE ANNUAL SALARY: Rs 8.1 lakh 
domestic; $50,000 international 
BIGGEST RECRUITERS: GE, Citigroup 
STAR RECRUITERS: L.N. Mittal Group, 
Citibank (Dubai), Tata Strategic 
Management Group 

STUDENT PROFILE: Male:Female (2:1); 
Engineer:Non-engineer (3:2); With 
work-experience:Fresher (2:3) 

STAR ALUMNI: Neelam Dhawan, 
Managing Director, Microsoft; Raghav 
Behl, Managing Director, CNBC India; 
Vishal Pandit, CEO, GE Money; Ajay 
Shukla, Publishing Director, Readers 
Digest; Rahul Malhotra, Country 
Marketing Manager, P&G 

QUOTE: N.A. 


Goa Institute of Management, 
Goa 

SPECIALISATION: Marketing, Finance, 
Systems, General Management and 
Human Resources 


ADMISSION PROCEDURE: XLRI admission 
test, group discussion and interview 
SIZE OF THE CLASS: 120 

STUDENT FACULTY RATIO: 10:1 

AVERAGE ANNUAL SALARY: Rs 3.71 lakh 
domestic; N.A. international 

BIGGEST RECRUITERS: Satyam Computer 
Systems, Wipro 

STAR RECRUITER: Satyam Computer 
STUDENT PROFILE: Male:Female (69:35); 
Engineer:Non-engineer (25:27); With 
work-experience:Fresher (15:11) 

STAR ALUMNUS: Bryan D'Aguiar, Vice 
President (Research), Batlivala & 
Karani Securities India 





HAVE A GUT FEEL FOR THE ACQUISITION 
| COSTS OF LINUX VS. WINDOWS? 
| HERE'S A DETAILED ANALYSIS. 





Source: BearingPoint, 2004 


Enterprise Business Scenario 


Г] Windows Server 2003 Full Support (24x7): 10% of servers are Enterprise Edition, 90% Standard Edition 
[ШШ Red Hat Full support 247): 100% of servers are AS Premium 

E Red Hat Limited Support: 10% of servers are AS Premium (24x7), 90% ES Standard (12x5 

Novell's SUSE Linux (24x7): 10% of servers are Enterprise Server, 90% Standard Server 











$2,000,000 





Cumulative Costs (US$) 


$1,000,000 





A recent study of licensing and support costs conducted by BearingPoint, 
a leading independent consulting firm, found that these acquisition 
costs for Windows Server™ 2003 are comparable to Red Hat Enterprise 
Linux or Novell's SUSE Linux Enterprise Server "despite the common 
perception that Linux is free or very inexpensive." However, if you 
require full 24x7 phone support on all servers, licensing and support for 
Windows Server 2003 can cost up to 73% less than Red Hat Enterprise 
Linux* over five years. 
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samissioned by Microsoft. © 2005 Microsoft Corporation. All rights reserved. Microsoft, Windows, the Windows logo, Windows Server, and Windows Server System are either registered trademarks 
"ademarks of Microsoft Corporation in the United States and/or other countries. The names of actual companies and products mentioned herein may be the trademarks of their respective owners 
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QUOTE: BRYAN D'AGUIAR, VICE PRESIDENT 
(RESEARCH), BATLIVALA & KARANI 
SECURITIES INDIA 


"The biggest testimony to GIM's 
rapid progress is the impressive list of 
companies choosing to participate in 
placements year after year. The list 
reflects an acknowledgment of the 
institute as a top-cadre B-school and 
(despite its relative youth) affirms the 
quality of its management 
programme, and the people it 
shapes into the managers and 
leaders of tomorrow" 
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ICFAI Business School, 
Gurgaon 

SPECIALISATION: Marketing, Finance, 
Information Technology and Systems, 
Human Resources, Accounting and 
Control, Insurance, Investments, 
Banking, Entrepreneurship, and 
International Business 

ADMISSION PROCEDURE: National-level 
admission test (IBSAT), micro- 
presentation, interview 

SIZE OF THE CLASS: 340 

STUDENT FACULTY RATIO: 8:1 


AVERAGE ANNUAL SALARY: Rs 3.28 lakh 
domestic; $28,600 international 


BIGGEST RECRUITERS: HDFC Bank, TCS, 
Tata Technologies, Maruti Udyog, 

Citi Financials 

STAR RECRUITERS: McKinsey Knowledge 
Centre, National Bank of Fujihara 


STUDENT PROFILE: Male:Female (2:1); 
Engineer:Non-engineer (1:4); With 
work-experience:Fresher (1:5) 

STAR ALUMNI: Jaswinder Singh Taneja, 
Assistant Vice President, Bank of 
Punjab; Abhijit Sharan, Project 
Manager, Hewitt Associates; 
Abhishek Chaturvedi, Assistant 
Manager, Birla Finance 


quote: N.A. 


ICFAI Business School, 
Hyderabad 

SPECIALISATION: Finance, Marketing, 
Information Technology and 
Systems, Human Resources, 
Operations, Accounting and 
Control, Insurance, Investments, 
Banking, Entrepreneurship, and 
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International Business 


ADMISSION PROCEDURE: National-level 
admission test (IBSAT), micro- 
presentation, interview 


SIZE OF THE CLASS: 600 


STUDENT FACULTY RATIO: 8:1 


AVERAGE ANNUAL SALARY: Rs 3.9 lakh 
domestic; $21,600 international 
BIGGEST RECRUITERS: TCS, J.P. Morgan 
Chase, e-Serve International, Bajaj 
Allianz, Samsung India 

STAR RECRUITERS: Accenture, McKinsey 
Knowledge Centre 

STUDENT PROFILE: Male:Female (3:1), 
Engineer:Non-engineer (2:5); Work 
Experience:Fresher (1:2) 

FAMOUS ALUMNI: Arjun Natrajan, 
Principal Consultant, SAP AG, 
Germany; Vishal Goel, Assistant Vice 
President, Ernst & Young; Vanitha 
Datla, Director (Finance), Anjani 
Portland Cement Ltd; Vijay Kumar 
Bulusu, Programme Manager, Wipro 





Technologies, New York 


QUOTE: VANITHA DATLA, DIRECTOR 
(FINANCE), ANJANI PORTLAND CEMENT 


“The course curriculum at ICFAI 
Business School (IBS) trains us in 
applying fundamental theoretical 
tools and analytical skills to decision- 
making in everyday business 
solutions. Graduating from the portals 
of IBS places us at a better advantage 
in deploying our acquired skill sets in 
a multi-disciplinary context” 


ICFAI Business School, 
Mumbai 

SPECIALISATION: Finance, Marketing, 
Information Technology and Systems, 
Human Resources, Operations, 
Accounting and Control, Insurance, 
Investments, Banking 
Entrepreneurship and International 
Business 


ADMISSION PROCEDURE: National level 
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The opportunity before business schools today is to create o new cadre 
of management professionals who can understand the new dynamics of 
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m TRES ges з гч corporate governance. It is with this view the ICFAI Business School, 
offers the two year full-time MBA Program with different areas of 
specialization. Within a few years, IBS has grown to an impressive size 
and achieved wide-spread recognition from industry, academic circles and 
professional bodies. In recent surveys of B-Schools, IBS has been ranked 
among the top B-Schools in India. IBS alumni, numbering over 5500 
are currently pursuing fast-track careers with over 750 blue-chip 


organizations in India and abroad 


The MBA Program of IBS is designed to provide contemporar 





and skills, both functional and integrative, in the field « 


with emphasis on leadership, entrepreneurship, ethics and governance 


IBS Admission Test: 
December 18, 2005 (Sunday) all over India 
For details please contact 
Campus Programs Admissions Department 
ICFAI, 45, Nagarjuna Hills, Punjagutta - : - 
Hyderabad - 500082. Tel : 040-23435328-30 www.ibsindia.org 
Fax:040-23435347/48. Email:cpadhq@ictai.org 
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entrance test (IBSAT), micro- 
presentation and interview 

SIZE OF THE CLASS: 165 

STUDENT FACULTY RATIO: 6:1 

AVERAGE ANNUAL SALARY: Rs 3.9 lakh 
domestic; N.A. international 
BIGGEST RECRUITERS: TCS, e-Serve, 
HDFC Bank, J.P. Morgan Chase, 
Vedanta 


STAR RECRUITERS: KPMG, Polaris, Essar 
Group 


STUDENT PROFILE: Male:Female (3:1); 
Engineer:Non-engineer (5:12); Work- 
experience:Fresher (5:11) 

STAR ALUMNI: Navroz Mahudawala, 
Vice President, Ernst & Young; Manoj 
Menon, Partner, Frost & Sullivan, 
Singapore; Deepak Pangasa, Assistant 
Vice President, ICICI Venture, Real 
Estate Fund 

QUOTE: NAVROZ MAHUDAWALA, VICE 
PRESIDENT, ERNST & YOUNG 

"The two years that | spent at ICFAI 
Mumbai were extremely enriching. 
The contemporary knowledge 
imparted gave us the additional edge 
compared to a lot of our peers. The 
course content is comparable to the 
best B-schools in finance" 
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IGNOU, New Delhi 
SPECIALISATION: Human Resources, 
Finance, Operations and Marketing 


ADMISSION PROCEDURE: All India Open 
Test (OPENMAT) 


SIZE OF THE CLASS: №.А. 


STUDENT FACULTY RATIO: 60:1 at 350 
study centres countrywide 


AVERAGE ANNUAL SALARY: Rs 6 lakh 
domestic; $34,000 international 
BIGGEST RECRUITER: N.A. 


STAR RECRUITER: N.A. 

STUDENT PROFILE: Male:Female (18:7); 
Engineer:Non-engineer (N.A.); With 
work-experience:Fresher (18:7) 

STAR ALUMNI: N.A. 

QUOTE: N.A. 


Indian Institute of Foreign 
Trade (IIFT), New Delhi 


SPECIALISATION: International Business, 
Marketing, Finance and Information 
Technology 


ADMISSION PROCEDURE: All India level 
entrance examination 


SIZE OF THE CLASS: 120 
STUDENT FACULTY RATIO: 10:1 
AVERAGE ANNUAL SALARY: Rs 5.37 lakh 
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domestic; $77,000 international 
BIGGEST RECRUITER: Infosys Technologies 


STAR RECRUITERS: Olam International, 
ITC 


STUDENT PROFILE: Male:Female (4:1); 
Engineer:Non-engineer (2:1); With 
work-experience:Fresher (1:3) 

STAR ALUMNI: V. Shashikanth, CEO, 
UB Group; Sanjeev Asthana, 
Business Head (Grains & Oil Seeds), 
Cargill India 

QUOTE: V. SHASHIKANTH, CEO, UB GROUP 
"The extent of interaction between 
students and the faculty at ПЕТ pro- 
vided me with the perfect ‘rounding 
off’ by adding commercial knowledge 
to my technical background. IIFT has 
given me a calling card, which is 
instantly recognised in the interna- 
tional circuit" 


Indian Institute of Planning & 
Management (IIPM), Mumbai 


SPECIALISATION: Marketing and 
Information Technology compulsory, 
Human Resources and Finance 
optional 

ADMISSION PROCEDURE: E-PAT, group 
discussion and interview 


SIZE OF THE CLASS: 60 
STUDENT FACULTY RATIO: 5:1 


AVERAGE ANNUAL SALARY: Rs 3.8 lakh 
domestic; $30,000 international 
BIGGEST RECRUITER: ICICI 

STAR RECRUITERS: IBM and Value First 
STUDENT PROFILE: Male:Female (7:3); 
Engineer:Non-engineer (7:13); With 
work-experience:Fresher (1:6) 

STAR ALUMNUS: Elias Samuel, 
Management Trainee, BNP Paribas 
QUOTE: ELIAS SAMUEL, MANAGEMENT 
TRAINEE, BNP PARIBAS 

“IIPM's extensive focus оп econo- 
mics helped me develop sharp 
acumen for investments and in 
predicting corporate performance, 
which is key to my success as a 
corporate investment advisor. ПРМ 
gave me the much required global 
understanding and outlook” 


Indian Institute of Planning & 
Management (IIPM), Delhi 
SPECIALISATION: Marketing and 
Information Technology compulsory, 
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Performance that transcends time. 





A. PRABHAKAR RAO 





Human Resources and Finance 
optional 

ADMISSION PROCEDURE: E-PAT, group 
discussion and interview 


SIZE OF THE CLASS: 60 
STUDENT FACULTY RATIO: 5:1 


AVERAGE ANNUAL SALARY: Rs 3.8 lakh 
domestic; $30,000 international 
BIGGEST RECRUITER: ICICI 

STAR RECRUITERS: IBM and Value First 
STUDENT PROFILE: Male:Female (7:3); 
Engineer:Non-engineer (7:13); With 
work-experience:Fresher (1:6) 

STAR ALUMNUS: Ramagopal Rao, 
Managing Director, Fuji Xerox 

Hong Kong 

QUOTE: RAMAGOPAL RAO, MANAGING 
DIRECTOR, FUJI XEROX HONG KONG 

“The knowledge, confidence and 
drive that we as ex-IIPM students 
possess gives us a certain high and 
stems from the friendly, innovative, 
educative and democratic learning 
environment that we were a part of. 
During my time at the institute, | 
always felt a sense of 'you are the 
future leaders, and there's no better 
time to start than now' being instilled 
in me. No wonder, | could face the 
challenges of my working environ- 
ment efficiently and effectively" 


Indian Institute of Social 
Welfare & Business 
Management, Kolkata 
SPECIALISATION: Human resources, 
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Finance, Systems and Marketing 
ADMISSION PROCEDURE: CAT, group 
discussion and interview 

SIZE OF THE CLASS: 64 

STUDENT FACULTY RATIO:7:1 

AVERAGE ANNUAL SALARY: Rs. 2.7 lakh 
domestic; N.A. international 

BIGGEST RECRUITER: ICICI 

STAR RECRUITER: TCS 

STUDENT PROFILE: Male:Female (97:28) 
Engineer:Non-engineer: (11:14) With 
work-experience:Fresher (39:86) 
STAR ALUMNI: A.D. Chatterjee, 

Vice President (Corporate & 
Marketing), Coates of India; 

Ashok Mukherjee, Chief Manager 
(HR), TCS; Bhaskar Das, Director, 
Times of India; L.N. Mittal, Chairman, 
Ispat Group 

QUOTE: N.A. 


€ Indian School of Business 


(ISB), Hyderabad 


SPECIALISATION: Marketing, Finance, 
Leadership and Change Management 


ADMISSION PROCEDURE: GMAT, GRE, 
CAT, TOFEL score for overseas 
students 

SIZE OF THE CLASS: 349 

STUDENT FACULTY RATIO: 4:1 

AVERAGE ANNUAL SALARY: Rs 10 lakh 
domestic; $100,000 international 
BIGGEST RECRUITER: N.A. 

STAR RECRUITER: N.A. 

STUDENT PROFILE: Male:Female 
(283:66); Engineer:Non-engineer 
(N.A.); Work-experience:Freshers: All 
experienced 

STAR ALUMNI: N.A. 

quote: N.A. 


Institute of Management 
Technology (IMT), Ghaziabad 
SPECIALISATION: Finance, Marketing, 
Human Resources, Operations, 
Systems and General Management 
ADMISSION PROCEDURE: CAT 

SIZE OF THE CLASS: 127 

STUDENT FACULTY RATIO: 8:1 

AVERAGE ANNUAL SALARY: Rs 5.92 lakh 
domestic; $100,000 international 
BIGGEST RECRUITER: Citibank 

STAR RECRUITERS: Marico Industries, 
Mumbai 

STUDENT PROFILE: Male:Female (87:40) 
Engineer:Non-engineer (64:63) Work 
Experience:Fresher (32:95) 

STAR ALUMNI: Rajeev Karwal, 
Managing Director & CEO, 
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Electrolux India; Subhinder Singh 
Prem, Managing Director, Reebok 
India; Prasoon Joshi, Regional 
Creative Director (South East Asia), 
McCann Erickson 


QUOTE: RAJEEV KARWAL, MANAGING 
DIRECTOR & CEO, ELECTROLUX INDIA 


“IMT grilled me to strive hard to 
realise my true potential and prepared 
me to be the best in my chosen 
profession. It also taught me the 
value of patience, perseverance and 
hard work, to which there are no 
alternatives in life” 


Institute of Technology & 
Management (ITM), Mumbai 


SPECIALISATION: Marketing, Finance, 
Human Resources, Information 
Technology and Services Operations 


ADMISSION PROCEDURE: CAT, group 
discussion and interview 


SIZE OF THE CLASS: 120 (two batches of 60 
each) 


STUDENT FACULTY RATIO: 8:1 

AVERAGE ANNUAL SALARY: Rs 3.6 lakh 
domestic; N.A. international 

BIGGEST RECRUITERS: Larsen & Toubro, 
Mahindra & Mahindra, Wipro, 
Ranbaxy 

STAR RECRUITERS: Caterpillar 
Commercial, HDFC Bank 


STUDENT PROFILE: Male:Female (14:11); 
Engineer:Non-engineer (39:61); With 
work-experience:Fresher (9:11) 

STAR ALUMNI: Naresh Sharma, Deputy 
General Manager (Marketing), Shaw 
Wallace Distilleries; Gaurav Dhawan, 
Assistant Vice President (Sales), 
Sahara TV 


QUOTE: NARESH SHARMA, DGM 
(MARKETING), SHAW WALLACE 
DISTILLERIES 

“Like so many others, | joined ITM 
Business School without a clear idea 
of where | was headed in my career. 
The two years | spent at ITM made 
me realise what my strengths and 
weaknesses were and defined my 
capabilities. It's à combination of the 
aggressive culture, the excellent 
faculty and the inspiration to 
overcome our flaws and make the 
most out of ourselves... that's 

what ITM stands for” 
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International Management 
Institute (IMI), New Delhi 
SPECIALISATION: Marketing, Finance, 
Operations, Information Technology, 
Organisational Behaviour and Human 
Resources, Economic Policy and 
Strategic Management 

ADMISSION PROCEDURE: CAT, group 
discussion and interview 

SIZE OF THE CLASS: 120 students across 
two sections 

STUDENT FACULTY RATIO: 6:1 








AVERAGE ANNUAL SALARY: Rs 5.2 lakh 
domestic; $40,350 international 
BIGGEST RECRUITER: Citi Group 

STAR RECRUITERS: Ranbaxy, Oracle, 
McKinsey Knowledge Centre, ITC 
STUDENT PROFILE: Male:Female (7:3) 
Engineer:Non-engineer (37:63) With 
work-experience:Fresher (27:73) 
STAR ALUMNI: B.S. Shantharaju, 
Managing Director, Gujarat Gas; 
Rajesh Nair, Global Head, McKinsey 
Information & Research, London 
QUOTE: RAJESH NAIR, GLOBAL HEAD, 
MCKINSEY INFORMATION & RESEARCH 
"IMI's greatest strength lies in its 
ability to blend strong courses in eco- 
nomics and international business” 
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Jamnalal Bajaj Institute of 


Management Studies (JBIMS), 
Mumbai 

sPECIALISATION: Marketing, Finance, IT, 
Systems and Production 


YVUH3JIN NVAIA 


panur tepu) HYD u1oo'euijuojreB'M^W 0} uo бој иоцешоји! әзош 
Aq PROWEN F painjoejnueyy 104 “Aajonposd Buisesj3ui pue иоцпцоа Buronpai jo shem aanoeye pue pejsnu бшрмоул jan} ÁAjpuan-]ueujuoJiAue ue SI 3NYdOMd ME 
INVdOud 1802 uonesunodeA uo SABS 
мә pue aejj-inudins si ‘sjery рб uey} зәџеәјо $] 3| jen) е se eBesn spuy AjeDue| и әзәцм seujsnpul Jeuo Киеш pue sjeu(] JeaH S$990Jd 
Wi ‘Asnpul Rew ‘ѕиәло Suig ‘иоцезәбшән 'seoeuun 





4 pue вш ‘SHUR бипшед 'BuisseooJg PIAN “бицеән ssid 10} 3NYdOHd ысу 


әр JO Û 01 y, 


pour (epui) YD 


= | x | ОТТА 


à, SSINISNG 
TM 





ADMISSION PROCEDURE: CAT, group 
discussion and interview 

SIZE OF THE CLASS: 60 

STUDENT FACULTY RATIO: 1:1 (including 
visiting faculty) 

AVERAGE ANNUAL SALARY: Rs 7 lakh 
domestic; $54,500 international 
BIGGEST RECRUITER: McKinsey 

STAR RECRUITERS: Deutche Bank, Bank 
of America 

STUDENT PROFILE: Male:Female 
(106:15); Engineer:Non-engineer 
(17:3); With work-experience:Fresher 
(14:1) 

STAR ALUMNI: Ajay Piramal, Chairman, 
Nicholas Piramal; Uday Kotak, Vice 
Chairman and Managing Director, 
Kotak Mahindra Group 

QUOTE: AJAY PIRAMAL, CHAIRMAN, 
NICHOLAS PIRAMAL 

“JBIMS is a centre of excellence, 
developing managerial perspective 
potential into resourceful, enriched 
i| o A 
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and stimulating minds, апа develop- 
ing knowledge skills and attitudes for 
development and industrial growth” 
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К.]. Somaiya Institute of 
Management Studies and 
Research, Mumbai 
SPECIALISATION: Marketing, Finance, 
Operations, Human Resources, 
Systems 

ADMISSION PROCEDURE: CAT, group 
discussion and interview, written 
communication test 

SIZE OF THE CLASS: 120 

STUDENT FACULTY RATIO: 14:1 
AVERAGE ANNUAL SALARY: Rs 4.5 lakh 
domestic; N.A. international 
BIGGEST RECRUITER: ICICI Bank 
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STAR RECRUITER: J.P. Morgan Chase 
STUDENT PROFILE: Male:Female (7:3); 
Engineer:Non-engineer (2:3); With 
work-experience:Fresher (7:13) 

STAR ALUMNI: Anuj Bhargava, Director, 
Tata Consultancy Services; Anand 
Ramaswamy, Assistant Vice 
President, ICICI Bank; Ahuja Sharad 
Manohar, Assistant Vice President, 
Kotak Securities; Varun Chugh, 
Assistant Vice President, ABN AMRO 
Bank; Manuj Agarwal, Vice President 
(Sales & Marketing), Percept D'Mark 
QUOTE: ANAND RAMASWAMY, ASSISTANT 
VICE PRESIDENT, ICICI BANK 

"Providing quality education through 
its state-of-the-art academic and 
physical infrastructure and industry- 
experienced faculty, SIMSR provides a 
forum for every deserving student to 
rise up to his best. With its open-door 
policy, informal culture and formal 
and informal feedback systems, it 
tries to fulfil academic aspirations and 
offer a ‘total experience’ to the 
students; hence, it shall always 

be a B-school with a difference" 


> 


Loyola Institute of Business 
Administration (LIBA) Loyola 
College, Chennai 

SPECIALISATION: Marketing, Finance, 
Systems, Human Resources, 
International Business and General 
Management 

ADMISSION PROCEDURE: XAT, group 
discussion and interview 


SIZE OF THE CLASS: 60 
STUDENT FACULTY RATIO: 4:1 


AVERAGE ANNUAL SALARY: Rs 4.2 lakh 
domestic; N.A. international 
BIGGEST RECRUITER: Kotak Group 
STAR RECRUITER: Citi Group 

STUDENT PROFILE: Male:Female (11:9); 
Engineer:Non-engineer (23:37); 
With work-experience: 

Fresher (9:51) 

STAR ALUMNI: Anuradha Parakhat, 
Director, Cll; Peter Raj Kapoor, 
Head (Asian Operations), American 
Express; H. Srikrishnan, Executive 
Director, Yes Bank 

QUOTE: ANURADHA PARAKHAT, 
DIRECTOR, CII 

“The interaction with experienced 
faculty and the heterogeneous 
batchmates at LIBA has brought 
about a paradigm shift in effective 
thinking for today's business 
environment” 


Q 





Management Development 
Institute (MDI), Gurgaon 


SPECIALISATION: Marketing, Finance, 
Information Technology, Operations 
and Human Resources 


ADMISSION PROCEDURE: CAT, group 
discussion and interview 


SIZE OF THE CLASS: 121 
STUDENT FACULTY RATIO: 6:1 


AVERAGE ANNUAL SALARY: Rs 8.32 lakh 
domestic; N.A. international 
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to nurturing talent, 





Noida Campus 






Strong faculty & industry interface, 
and Stimulating learning environment 

































gstb. 2004) have emerged as the leading business schools in northern and eastern part of the 
ге promoted by Mr. Sharad Jaipuria, a leading industrialist. Committed to its Mission fo equip 


Experienced Faculty: 


33 full time experienced management professors & industry 
specialists supported by 50 visiting / guest faculty 
members constitute the rich pool of faculty of the institutes led 
by Prof. S. Chakraborty and Dr. J.D. Singh at Lucknow and 
Noida respectively 


Courses Offered 


Î JIM Lucknow 
rated 32™ of top 50 


1. PGDBA (admn.thru CAT) 
2. Three year PGDBA (part time) f [А 


3. One ҮеагР G Di in 
Journalism & Com. 


4. One Year P G Diploma in 






Innovative Pedagogy: 


The pedagogy mix lays emphasis on industry intemship, live project 
studies, business games / simulations, case studies, interactions 
with experts, seminars, presentation, role-plays and debates besides 
industry visits. 


Insurance & Risk Mgmt. 
Stimulating Learning Environment: 
JIM Noida Learning is a fun at Jaipuria management institutes. The institutes 
1.MBA are housed in well laid out and aesthetically designed buildings 
P comprising of modern & air conditioned lecture theatres with 
2.BBA multi-media presentation devices, well stocked fully air-conditioned 
3. EMBA - One y libraries, 24x7 internet connectivity, most advanced computer labs 


P G Diploma in г 90 besides large green parks and lawns 


Mgt & Business Admn. 


nomena ee 


_5. One Year P G Diploma in 
vetri Diese ca: 


Hostel & Recreation Facilities: 


Both the campuses have decently furnished separate hostels for 
girls and boys. A large number of outdoor and indoor sports 
(inclusive a swimming pool at Lucknow) facilitates students to 
remain fit and fine 


Excellent Placements: 


A select few such organizations include with Dr. Reddy's 
Laboratories, ICICI Bank, NIIT, ICICI Prudential, Bajaj 
Allianz, ABN Ambro, Eli Lily, Times of India, Pepsi, IDBI 

Bank, HDFC Bank, Citi Corp, Asian Age, HLL, Arthur 
Andersen, and Novartis 





Obtain or download the brochure & 
lication form free of cost from our 
websites 


۹ 
or * Scholarships and Awards 


4 à Handsome scholarships, fee awards / waivers (part 


\ 1 or full) and prizes are offered to the top of the line 
brilliant students throughout the program, The 


institutes assist candidates in getting educational 
loans from Banks. 


...дгоотіпо professionals 





Institute of Management 


Lucknow Campus: \ Noida Campus: 

Vineet Khand, Gomti Nagar, Lucknow-226010 U .Р) A-32A, Sector — 62, Noida-201 301 (U.P) 

Ph. фу 2394296-7, 446, 2398096, 9415086837 Ph. (0120) 2403379-81,2403850-55, 98111 52 765 
2394295 E-mail : jimlko Q jiml. ac.in Fax : (0120) 2403378 E-mail : admissions @jimnoida.ac.in 


Website www.jiml.ac.in Website: www.jimnoida.ac.in 
UNIT 83 





BIGGEST RECRUITERS: TCS, IBM, HDFC 
STAR RECRUITERS: Deutsche Bank, 
Cadbury, Nestle, ITC, BNP Paribas, 
American Express 

STUDENT PROFILE: Male:Female (91:30); 
Engineer:Non-engineer (80:41); With 
work-experience:Fresher (51:70) 

STAR ALUMNI: Sanjay Verma, Managing 
Director, Cushman & Wakefield; 
Eshan Joshi, Assistant Vice President, 
Infosys; Arvind Sharma, Associate 
Consultant (Consulting Group), IBM 
Global Services; N.N. Subramanian, 
Director, Maveric Systems; Gaurav 
Gupta, Executive Assistant to the CEO 
& Managing Director, Ranbaxy 

QUOTE: SANJAY VERMA, MANAGING 
DIRECTOR, CUSHMAN & WAKEFIELD 

"MDI is a great institution. It has 
created change masters out of us who 
are going to build institutions of the 
future. The confidence built in us at 
the campus is unmatchable; it will 
take us places" 


Ф 


National Institute of 
Industrial Engineering 
(NITIE), Mumbai 
SPECIALISATION: Industrial 
Management, Industrial Engineering 
(IE), Industrial Safety and 
Environmental Management 
ADMISSION PROCEDURE: CAT, group 
discussion and interview. For IE, 
GATE score is used instead of CAT 





SIZE OF THE CLASS: 101 


UMESH GOSWAMI 
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STUDENT FACULTY RATIO: 5:1 


AVERAGE ANNUAL SALARY: Rs 7.21 lakh 
domestic; $43,000 international 


BIGGEST RECRUITERS: IBM Consulting, 
Barclays Capital, ICICI Bank, P&G, 
and Citibank 


STAR RECRUITER: Barclays Capital 


STUDENT PROFILE: Male:Female (4:1); 
Engineer:Non-engineer: All engineers; 
With work-experience:Fresher (61:50) 


STAR ALUMNI: Ganesh Natarajan, 
Deputy Chairman and Managing 
Director, Zensar Technologies; 
Akhilesh Tuteja, Director (Information 
Risk Management), KPMG; Apurva 
Gupta, Country Capital Purchasing 
Manager, P&G, Thailand; Diwakar 
Singhal, Vice President (New 
Ventures), GE Cap; Raja Mukherjee, 
Senior Consultant (SAP), Intelligroup 
Singapore 

QUOTE: AKHILESH TUTEJA, DIRECTOR 
(INFORMATION RISK MANAGEMENT), KPMG 
"NITIE has always been a great place 
in my view—fine faculty, great 
students, and an excellent approach 
to business education. My view of the 
challenges starts from that basic 
premise. The extreme selectivity 
inherent to the small class size of 
NITIE has helped me to get highly 
interactive sessions" 


Nirma University Institute of 
Management, Ahmedabad 
SPECIALISATION: Marketing, 

Finance, Human Resources, and 


IVAVHU HS3TIVHS 


Information Technology 


ADMISSION PROCEDURE: CAT, group 
discussion and interview 


SIZE OF THE CLASS: 120 
STUDENT FACULTY RATIO: 12:1 


AVERAGE ANNUAL SALARY: Rs 4.12 lakh 
domestic; $25,000 international 


BIGGEST RECRUITER: TCS 
STAR RECRUITER: Ashok Leyland 


STUDENT PROFILE: Male:Female (2:1); 
Engineer:Non-engineer (5:6); With 
work-experience:Fresher (7:4) 

STAR ALUMNI: Sachinder Bhinder, 
Operations Head, Kotak Mahindra 
Bank; Subhasis Sen, Citigold 
Relationship Manager, Citibank; 
Jitesh Batra, Head (Business 
Development), ICICI Lombard General 
Insurance; Piyush Goyal, Manager 
(Affiliate Sales & Network 
Development-All India), NDTV 
QUOTE: SACHINDER BHINDER, OPERATIONS 
HEAD, KOTAK MAHINDRA BANK 


"| am what | am today because 
of my institute. It not only 

gave me academic inputs, but 
also developed my personality 
and helped build a strong 
character" 


9 


Osmania University 
Department of Business 
Management, Hyderabad 
SPECIALISATION: Finance, 
Marketing, Human Resources and 
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Information Systems 

ADMISSION PROCEDURE: ICET 

SIZE OF THE CLASS: 80 

STUDENT FACULTY RATIO: 10:1 

AVERAGE ANNUAL SALARY: Rs 2.5 lakh 
domestic; N.A. international 

BIGGEST RECRUITERS: ICICI Bank, Andhra 
Bank, Kotak Securities, CMC 

STAR RECRUITER: Andhra Bank 
STUDENT PROFILE: Male:Female (3:2); 
Engineer:Non-engineer (1:5); All 
Freshers 

STAR ALUMNI: Krishnaphani Kesiraju, 
Head (Finance), Corporate Planning 
Group, Nagarjuna Fertilizers and 
Chemicals; U. Balaji, Senior Vice 
President, Satyam Computer 

QUOTE: KRISHNAPHANI KESIRAJU, HEAD 
(FINANCE), CORPORATE PLANNING GROUP, 
NAGARJUNA FERTILIZERS AND CHEMICALS 


"Over the years, the Department of 
Business Management, Osmania 
University, has kept pace with 
changing market dynamics. Its 
initiatives such as introducing the 
MBA-Technology course, organising 
workshops in collaboration with insti- 
tutions such as Cll and FAPCCI, and 
increasing the student intake stand 
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testimony to this. What is needed, 
however, is national visibility, espe- 
cially among faculty. This would 
enhance the institute's ranking" 


9 


Peoples Education Society of 
Management, Bangalore 
SPECIALISATION: Marketing, Human 
Resources, Finance and Systems 


ADMISSION PROCEDURE: MAT, KMAT, 
VTU, group discussion and interview 


SIZE OF THE CLASS: 90 
STUDENT FACULTY RATIO: 13:1 


AVERAGE ANNUAL SALARY: Rs 2.25 lakh 
domestic; N.A. international 

BIGGEST RECRUITER: Spectrum 

STAR RECRUITERS: Symphony 

Services, DSL, Caritor-India, 

Coca Cola India 

STUDENT PROFILE: Male:Female (2:1); 
Engineer:Non-engineer (1:8); With 
work-experience:Fresher (1:9) 

STAR ALUMNI: Karan M., Assistant 
Manager, Naukri.com; Senthil Kumar, 
Media Specialist, IBM; Amitha Harsha, 
Sales Executive, Coca-Cola; Venugopal 
J., Assistant Manager (HR) Infinite 


Computer Solutions; Naveen Raju, 
Senior Associate (Business 
Development), NASSCOM 


QUOTE: SENTHIL KUMAR, MEDIA SPECIALIST, IBM 
"PES laid a strong and secure founda- 
tion for my future. The emphasis on 
doing things by the book also helped" 


$9 

S.P Jain Institute of 
Management & Research, 
Mumbai 

SPECIALISATION: Finance, Marketing, 
Manufacturing and Information 
Management 

ADMISSION PROCEDURE: CAT and 
interview 

SIZE OF THE CLASS: 148 

STUDENT FACULTY RATIO: 6:1 

AVERAGE ANNUAL SALARY: N.A. domestic; 
$45,000 international 

BIGGEST RECRUITER: IBM 

STAR RECRUITER: Hindustan Lever 
STUDENT PROFILE: Male:Female (4:1); 
Engineer:Non-engineer (2:1); With 
work-experience:Fresher (5:1) 

STAR ALUMNI: Pradeep Kar, CEO, 
Microland; Akhil Chaturvedi, Director, 
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the benefits of urbanization. Centr 
s constantly enriching the lives c 
ugh 3153 branches across India. 
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Visit us at http:/Avww.centralbankofindia.co.in 
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Acme Clothing (Provogue); 

D. Thyagarajan, Director, CRISIL; 
Sujata Chogle, Chief Manager (HR), 
Bharat Petroleum Corporation 

QUOTE: SUJATA CHOGLE, CHIEF MANAGER 
(HR), BHARAT PETROLEUM CORPORATION 
“The institute believed in quality and 
best-in-class education. The excellent 
faculty kept us aware of the contempo- 
rary things happening around us and 
hence the transition to industry was a 
smooth process. The emphasis on 
cross-functional exposure also helped” 


Sydenham Institute of 
Management Studies and 
Research and 
Entrepreneurship Education 
(SIMSREE), Mumbai 
SPECIALISATION: Marketing, Finance, 
Human Resources, Systems and 
Operations 

ADMISSION PROCEDURE: CET, group 
discussion and interview 

SIZE OF THE CLASS: 120 

STUDENT FACULTY RATIO: 6:1 

AVERAGE ANNUAL SALARY: Rs 4.5 lakh 
domestic; N.A. international 
BIGGEST RECRUITERS: ICICI Bank, Citibank 
STAR RECRUITER: McKinsey Knowledge 
Centre 

STUDENT PROFILE: Male:Female (3:2); 
Engineer:Non-engineer (3:2); With 
work-experience:Fresher (2:3) 

STAR ALUMNI: Neeraj Roy, CEO, 
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Hungama.com; Ashish Bhasin, 
Director, Lintas; Vasant Sanzgiri, Senior 
Vice President & Head (HR), Prudential 
ICICI; Samit Bhatta, Country Manager, 
De Beers India; Aliasgar Janjali, Vice 
President, DSP Merrill Lynch 

QUOTE: SAMIT BHATTA, COUNTRY MANAGER, 
DE BEERS INDIA 

"The tremendous enthusiasm and 
initiatives in SIMSREE is so stimulating 
that in two years one gets solid 
on-ground knowledge and experience. 
Students imbibe strong team-manage- 
ment values along with a creative 
streak in everything that they do, and 
that is what makes corporate leaders" 


Symbiosis Centre for 
Management and Human 
Resource Development 
(SCMHRD), Pune 
sPECIALISATION: Marketing, Finance, 
Human Resources and Operations 
ADMISSION PROCEDURE: Entrance test, 
group discussion and interview 

SIZE OF THE CLASS: 60 

STUDENT FACULTY RATIO: 10:1 

AVERAGE ANNUAL SALARY: Rs 7 lakh 
domestic; N.A. international 
BIGGEST RECRUITER: ITC 

STAR RECRUITERS: Accenture 
STUDENT PROFILE: Male:Female (1:1); 
Engineer:Non-engineer (11:9); With 
work-experience:Fresher (11:9) ) 
STAR ALUMNUS: Praveen Raghavan, 








Chief Consultant, Accenture 
QUOTE: N.A. 


Symbiosis Institute of Business 
Management (SIBM), Pune 
SPECIALISATION: Marketing, Finance, 
Operations, Human Resources and 
Marketing Communications 

ADMISSION PROCEDURE: Written test, 
group discussion and interview 

SIZE OF THE CLASS: 60 

STUDENT FACULTY RATIO: 19:1 


AVERAGE ANNUAL SALARY: Rs 5.6 lakh 
domestic; N.A. international 


BIGGEST RECRUITERS: Citibank, HDFC Bank 
STAR RECRUITERS: GlaxoSmithKline, ITC 


STUDENT PROFILE: Male:Female (57:43); 
Engineer:Non-engineer (57:43); With 
work-experience:Fresher (9:11) 

STAR ALUMNI: Jagdish Kini, ED (South), 
Bharti Cellular, Pradeep Gidwani, 
Managing Director, Fosters India; 
Akbar Poonawala, Managing Director 
and Head (Global Equity Services), 
Deutsche Bank, New York; Ashutosh 


_ Bishnoi, Executive Director and Chief 


z 


^ 


= Marketing Officer, UTI Mutual Fund; 


Ravi Menon, Director and Co-Head 
(Investment Banking), HSBC Securities 
QUOTE: PRADEEP GIDWANI, MANAGING 
DIRECTOR, FOSTERS INDIA 


® INTERNATIONAL 
IM\ | MANAGEMENT INSTITUTE 


XIV TWO YEAR FULL-TIME POST GRADUATE 
PROGRAMME IN MANAGEMENT (PGP) 2006-2008 


Approved by AICTE & Recognised as equivalent to MBA by AIL 





THE INSTITUTE 

IMI is India's first corporate-sponsored business school. Following vears of collaboration with IMI Geneva (currently IMD 
Lausanne), McGill university, Canada, Manchester Business School, U.K. and with strong support from Indian industry, 
the Institute has grown into one of the most prestigious schools of management today. Placement for the most recently 
graduated batch was completed in 17 hours, with an average salary of Rs. 5.2 Lacs per annum. 


ELIGIBILITY 

A Bachelor's degree in any discipline under 1042-73 system as recognised by AIU. Candidates appearing in the final examinatior 
of the Bachelors degree ARE ALSO ELIGIBLE provided they complete all the formalities for their examinations bel 
June 30, 2006 and furnish proof of having met the minimum eligibility criteria by September 30, 2006 


SELECTION 

Selection will bebasedon: € Applicant's performance inthe CAT* ө Group Discussion € Personal Interview 

(IMI uses CAT for short-listing candidates for its two year full-time Post Graduate Programme in Management. IIMs | 
either the selection process or in the conduct ofthe programme) 


APPLICATION 

IMI brochure and application form can be acquired : € By cash payment of Rs. 300.00 at IMI. e By post (enclosing demand draft for 
Rs. 300.00 drawn in favour of IMI payable at Delhi) e By downloading from www.imi.edu € On-line application throug 
www.imi.edu (On-line availability and mailing of Brochure and Application material will begin from August 01, 2005) 


SUBMISSION 

e By payment of Rs. 800.00 by demand draft drawn in favour of IMI payable at Delhi or by cash at IMI. € Applicants who have 
downloaded the form from www.imi.edu have to enclose a demand draft for Rs. 1 100.00 drawn in favour of IMI payable at Dell 
cashatIMI. e Applicants who apply on-line need to make a payment of Rs.1100.00 by credit card 


* Common Admission Test (CAT) to be conducted by the Indian Institutes of Management on Sunday November 20, 2005 
at various test centers in India. (Please refer to the CAT advertisement in national dailies to appear on July 17, 2005). 


IMPORTANT DATES 





1. Availability of IMI Brochure & Application Form from ; August 01, 2005 

2. Starting Date of Sale of CAT Bulletins - July 18, 2005 

3. Last Date of Sale of CAT Application Form of IIMs at SBI : August 22, 2005 

4. Last Date of Sale of CAT Application Form at IIMs : August 26, 2005 

5. Last Date of Submitting CAT Application at IIMs - September 09, 2005 
6. CAT Examination : November 20, 2005 
7. Last Date of Sale of IMI Brochure & Application Form : December 05, 2005 
8. Last Date of Receipt of Completed IMI Application Form - December 05, 2005 


ADMISSIONS ALSO OPEN FOR 





e Eleven month flexible modular Post Graduate Programme in Leading Change 
e Eleven month flexible modular Post Graduate Programme in Knowledge Management 
e Eleven month full-time Post Graduate Programme in International Management (PGPIM) 


For information package and application form for PGP (2006 - 2008) or for any other programme, contact: 
The Admissions Office 

INTERNATIONAL MANAGEMENT INSTITUTE 

B-10, Qutab Institutional Area, Tara Crescent, New Dethi-110 016 

Tel.: 2652 8277, also 2696 1437, 2696 3519, 2652 9238, Extn.: 3331, Fax : 2686 7539 


E-Mail: info@imi.edu Website: http://www.imi.edu 








“It's about ‘managing by experience’. 
SIBM provided me the platform to 
hone my managerial skills in an 
‘on-the-job’ atmosphere. The experi- 
ence saw me through the myriad paths 
that my career has taken over the 
years. My stint here brought out the 
unconventional streak in me and 
taught me to dare to dream" 


Symbiosis Institute of 
International Business (SIIB), 
Pune 


Symbiosis Institute of 
Management Studies (SIMS), 
Pune 

SPECIALISATION: Marketing/ Operations/ 
Finance/ Systems (two divisions), 
Personnel Management & Human 
Resource Development, International 
Business, Telecom & Information 
Technology 

ADMISSION PROCEDURE: Symbiosis 
National Aptitude Test (SNAP), 

group discussion and two personal 
interviews 

SIZE OF THE CLASS: 60 for each speciali- 
sation and 120 for dual specialisation 
STUDENT FACULTY RATIO: 19:1 

AVERAGE ANNUAL SALARY: Rs 4.08 lakh 
domestic; $48,000 international 
BIGGEST RECRUITER: TCS 

STAR RECRUITER: Wipro 

STUDENT PROFILE: Male:Female (16:9); 
Engineer:Non-engineer (2:5); With 
work-experience:Fresher (1:5) 

STAR ALUMNI: Mohit Seth, Vice President 
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(HR), HSBC; Rana Rajan, Vice 
President, DSP Merrill Lynch Fund 
Manager; Royce D'Costa, Delivery 
Leader (HR), J.P. Morgan Chase; Rahul 
Nandi, Group Manager (Staffing), 
Hewlett-Packard; Lester D'Souza, 
Assistant Vice President, GE Capital 
International Services; Umesh Wason, 
Head (HR), Induslogic; Rajeev Kher, 
Vice Chairman & CEO, Shramik 


quote: N.A. 


Symbiosis Institute of Telecom 
Management (SITM), Pune 
SPECIALISATION: Marketing & Finance, 
Systems & Finance 


ADMISSION PROCEDURE: SNAP, 
group discussion and interview 
(including extempore talk) 


SIZE OF THE CLASS: 96 

STUDENT FACULTY RATIO: 3:1 (including 
visiting faculty) 

AVERAGE ANNUAL SALARY: Rs 3.5 lakh 
domestic; N.A. international 


BIGGEST RECRUITERS: Reliance 
Infocomm, Sify, Mahindra British 
Telecom, Ernst & Young, HCL 
Comnet, Bharti 

STAR RECRUITER: McKinsey 

STUDENT PROFILE: Male:Female (77:19.); 
Engineer:Non-engineer (77:19.); With 
work-experience:Fresher (N.A.) 

STAR ALUMNI; Kundan Das, Senior 
Manager (Mobile Infrastructure) 
Huawei Telecom India; Gagan Goyal, 
Senior Consultant (Design), Cable & 
Wireless; Vishal Jain, Associate 
Consultant (Risk & Business 


Solutions), E&Y; Parmod Haridas, 
Research Analyst (US Govt-Telecom & 
IT), Frost & Sullivan; Mayank Thakkar, 
Product Manager (Mobile Services), 
Rediff India 


QUOTE: N.A. 
¢ 


Sciences, Mumbai 
SPECIALISATION: Personnel Management 
and Industrial Relations 

ADMISSION PROCEDURE: Own centralised 
admission test, group discussion and 
interview 

SIZE OF THE CLASS: 34 

STUDENT FACULTY RATIO: 8:1 

AVERAGE ANNUAL SALARY: Rs 6.5 lakh 
domestic; N.A. international 

BIGGEST RECRUITERS: Infosys, Coca Cola 
India, Tata Motors, ITC, Wipro 

STAR RECRUITERS: Hindustan Lever, Asian 
Paints 

STUDENT PROFILE: Male:Female (9:25); 
Engineer:Non-engineer (1:16); With 
work-experience:Fresher (7:27) 

STAR ALUMNI: Santrupt Misra, Director 
(HR), Aditya Birla Group; Debashish 
Roy, Vice President (HR), Colgate 
Palmolive India; Dilip Ranjekar, 
President, Azim Premji Foundation 


QUOTE: DEBASHISH ROY, VICE PRESIDENT 
(HR) COLGATE PALMOLIVE INDIA 
"Everything that | am today, | owe to 
my alma mater—TISS. To say that TISS 
provided me with academic excellence 
would be stating the obvious. Every 
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‘Creating world class managers is our forte” 


The journey of IME took off in 1996 and created several milestones in a very short span of time, in terms 
of meaningful career and lives of its passouts. Since inception, over 11,500 IMEians have made their 
foray in every professional sphere and made their presence felt and its voyage to become a centre of 
excellence and almameter of management education, continues. 


No wonder, IME is ranked 25'^ amongst India's Best B-Schools by Business Barons (June-2003). 


On another occasion, IME was ranked 29'^ among best Business School in India and 3" in Uttar Pradesh, 
by a study conducted by COSMODE Business Today Survey (4 August, 2002). 
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once in a while | pause and 
acknowledge the influence of the 
institute that guided and shaped 
my life. It made me a self-assured 
person and imbibed in me a spirit 
of being self demanding and a 
desire to make a difference" 


9 


Vinod Gupta School 

of Management, 

IIT Kharagpur 

SPECIALISATION: N.A. 

ADMISSION PROCEDURE: (JMET), group 
discussion and interview 

SIZE OF THE CLASS: 120 

STUDENT FACULTY RATIO: 4:1 


UVM 3NINDn0S 





Country Manager (India and Indian Operations and Retail 
AVERAGE ANNUAL SALARY: Rs 6.12 lakh; subcontinent), Steris Corporation, US ADMISSION PROCEDURE: CAT, group 
МА. international QUOTE: N.A. discussion and interview 
BIGGEST RECRUITER: HCL Technologies SIZE OF THE CLASS: 120 
STAR RECRUITER: Accenture 9 cutn POE AV: 15:1 
STUDENT PROFILE: Male:Female (6:1); : aur 
Engineer:Non-engineer: All Welingkar Institute of AVERAGE ANNUAL SALARY: Rs 3.75 lakh 
engineers; With work- Management, Mumbai domestic; N.A. international 
experience:Fresher (8:5) SPECIALISATION: E-Business, Marketing, BIGGEST RECRUITER: Citigroup 
STAR ALUMNUS: Biswarup Ghosh, Finance, Human Resources, Systems, STAR RECRUITER: Mahindra Special 


4 Services 

y o haere) aeS T : STUDENT PROFILE: Male:Female (69:50); 
Engineer:Non-engineer (1:2); With 
work-experience:Fresher (10:13) 
STAR ALUMNI: Shirish Joshi, Vice 
President (Channels, India & SAARC), 
Cisco Systems (India); Ridham Desai, 
Executive Director, J.M. Morgan 
Stanley Securities; Vikram Gupta, Vice 
President (Global Banking Division- 
Financial Institutions), Deutsche Bank; 
Jiggy George, Director (India & South 
Asia Cartoon Network Enterprises), 
Cartoon Network; Nandini Solanke, 
Assistant Vice President (Western 
India), Hongkong & Shanghai Banking 
Corporation 
QUOTE: SHIRISH JOSHI, VICE PRESIDENT 
(CHANNELS, INDIA & SAARC), CISCO 
SYSTEMS (INDIA) 
"Welingkar is moving from the posi- 
tion of the fastest transforming 
f а ; B-school to one that is taking pioneer- 
| N Е ] ing initiatives, and continuously experi- 
EN $ м | А B menting and innovating. It has a highly 


У М - M customer-centric (student and corpo- 
" m : rate) approach. With its global initia- 
а она Qm tives and the special global outreach 


1 programmes for students, Welingkar is 
creating globally competent citizens" 
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SHAMIK BANERJEE 
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Xavier Institute of 
Management (XIMB), 
Bhubaneswar 


SPECIALISATION: Rural Management, 
Marketing, Finance, Human 
Resources, Information Systems, 
General Management, Operations 
and Economics 


ADMISSION PROCEDURE: XAT, group 
discussion and interview 


SIZE OF THE CLASS: 60 
STUDENT FACULTY RATIO: 10:1 


AVERAGE ANNUAL SALARY: Rs 5.24 lakh 
domestic; $84,000 international 


BIGGEST RECRUITER: Infosys 


STAR RECRUITERS: Infosys, TCS, Kotak 
Mahindra Bank 


STUDENT PROFILE: Male:Female (3:1); 
Engineer:Non-engineer (3:1); With 
work-experience:Fresher (1:3) 

STAR ALUMNI: Ramachandran 
Ananthanarayanan, Vice President (Debt 
Capital Markets), Asia BNP Paribas; 
Argho Sen, Group Vice President, Head 
Processing-Trade Operations, ABN 
AMRO Bank NV, Chennai; Debasmit 
Mohanty, Vice President (Risk 
Management), CitiBank, New York; 
Vivek Prakash, Vice President (Quality, 


Operations & IT-India & South-East 
Asia), GE Commercial Finance 


QUOTE: ARGHO SEN, GROUP VICE PRESIDENT, 
HEAD PROCESSING-TRADE OPERATIONS, ABN 
AMRO BANK NV, CHENNAI 

"XIMB changed my life. It transformed 
me from a programmer to a business 
manager. It taught me to appreciate 
the big picture. Living, working and 
studying with people from all over the 
country was also a wonderful 
experience" 


XLRI, Jamshedpur 


SPECIALISATION: Personnel Management 
& Industrial Relations, Finance, 
Marketing, Human Resources, 
Strategy, Information Technology, 
Economics, Operations Management 
and International Business 
ADMISSION PROCEDURE: XAT and 
interview 

SIZE OF THE CLASS: 180 

STUDENT FACULTY RATIO: 8:1 

AVERAGE ANNUAL SALARY: Rs 7.4 lakh 
domestic; $80,000 international 
BIGGEST RECRUITERS: IBM, GE 

STAR RECRUITERS: Mittal Steel, Boston 
Consulting Group 


STUDENT PROFILE: Male:Female (133:44); 





Engineer:Non-engineer (112:65); 
With work-experience: 

Fresher (58:119) 

STAR ALUMNI: Anup Mody, President, 
The 3C Group LLC, New York; Aloke 
Paskar, Founder-Managing Partner, 
Techspan Inc., New York 

QUOTE: ANUP MODY, PRESIDENT, THE 3C 
GROUP LLC, NEW YORK 

"Besides having a great, personalised 
education process, XLRI possesses 
an academic atmosphere that 
nurtures team orientation and 
bonding from day one, making it a 
fun, friendly and team achievement 
driven institute" Œ 


N.A.: Not Availalable 


NOTE: Fore School of Management 
New Delhi; B.K. School of Business 
Management, Ahmedabad; Indian 
Institute of Management, Ahmedabad 
Indian Institute of Management, 
Bangalore; Indian Institute of 
Management, Calcutta; Indian Institute 
of Management, Indore; Indian Institute 
of Management, Kozhikode; Indian 
Institute of Management, Lucknow, 
Narsee Monjee Institute of Management, 
Mumbai; and Shailesh J. Mehta School, IIT 
Bombay, did not respond 
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IMI 
A Journey Towards Excellence 


India's first corporate sponsored business school, 
IM was established in 1981 in collaboration with 
International Management Institute, Geneva (currently the : 
International Institute for Management Development-IMD, i 
Lausanne). The institute has made remarkable progress in the 
pursuit of its vision of providing internationally oriented ; 
management education that is relevant to global business, i 
academia and the creation of an entrepreneurial mindset. 
IMI's educational programmes are approved by the All India : 
Council for Technical Education and Ministry of Human : 
Resources Development, Government of India. The two year full j 
time PGP is also recognized by the Association of Indian ; 
University (AIU) as equivalent to MBA. 
IMI's unique strength is the excellence of its faculty. The 36 : 
member team at IMI is internationally recognized and its global 
experience is leveraged by conducting research of high caliber, : 
consulting with private sector and the government and delivering 
cutting edge curricula. Over 77 percent of the faculty have a 
doctoral qualification from reputed Universities such as Yale, 
Wharton, Cornell, Virginia, Maryland and the IIMs. The j 
eminence of the faculty and wealth of intellectual capital allows i 
IMI to develop and sustain first mover advantage. This year IMI : 
is introducing two long term post graduate programmes in { 
knowledge management and leading change. Besides, IMI offers i 





} a host of customized as well as general management development 
; programmes. 


A crucial aspect of classroom instruction at IMI India is that it 
benefits from the engagement of the faculty in research, 


¦ consulting and training. Students at IMI have an unparalleled 


experience in the classroom through innovative teaching tools 
leading to their complete transformation. Select students get an 


i opportunity to spend upto one semester in any one of IMIs partner 


institutions in Asia, Australia and Europe. 

IMI alumni, who exceed 3000 and are referred to as the 
Achievers, have done the institute proud by reaching senior 
positions in Industry and Academia. To recognize and honour its 


} alumni, this year IMI instituted the distinguished alumnus 


awards, which will become a regular feature at the institutes' 


; annual convocation. 


IMIs aesthetic campus is strategically located in the heart of 


; South Delhi and is dominated by a central amphitheater. Around 
; this open-air amphitheater are the main academic block, the 
; residence and recreational facilities. The academic complex 


consists of spacious and state of the art lecture halls, the well 
equipped Tata Chemicals Computer Centre, conference rooms, 
the Williamson Magor Library, faculty chambers and 
administrative offices. We invite you to visit the campus and see 
for yourself why IMI is a business school with a difference. 


Advertising Workshop at EMPI's Institute of AdCom 


E PL Advertising Workshop, a regular yearly event 
M in the Institute's calendar saw Mr. Alyque 

Padamsee, Advertising Man of the century and Padmashree 
Awardee came to EMPI along with Mr. Sam Mathews, a Creative 
Consultant and previously head of Lintas North (Creative) and 
met nearly a class of 100 - some of whom were from the Corporate 
World to take them through three days and sleepless nights of what 
one may call as further awakening in advertising. The three days 
of the workshop flew like a feather from hand. One didn't even 
realise this as the busy bee time started and rolled on to an end in 
an extremely short span of time. A busy day with lots of activities 
happening were the regulars of the workshop. It was hard to keep 
track unless one had an extremely sharp memory or à pen and 
paper to note down all the activities forming the curriculum for the 
day. The glimpses of the real world ahead of all the learners started 
rolling in front of them. It was not just telling them what was 
Brandvertising, USP and how to get new ideas but actually making 
them work on these and creating overnight strategic plans for 
Leprosy, launch of new airlines and men's cologne. On the other i 
hand competition between the groups was tough enough to 
encourage each one to give his best. There was no time for ; 
anything but to work, work like insomniacs. Presentations, 
strategies, skits, poster making and much more formed to be the 


Mr. Alyque Padamsee, Father of the Indian Advertising & Brand 
consultant giving his presentation and interacting with students of 
PGDAdCom 2004-06 batch during advertising workshop conducted by 
the AdCom campus. 





ingredients of the spicy workshop. The result: Tired eyes and 


: bodies resulting in taking а day off after the workshop but 
: enriched advertising minds. Alyque’s parting comments "Make a 
: profile of your presentations and show it to the Agencies. Some of 


you have the potential to join an agency even now although you 


: are in the first semester". There were no winners or losers but 


every one had learned their basics and the practical side of the 


; world filled with glamour and gizmo. At the same time all that 
: glitters is not gold and well, gold does not glitter. 
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RYAN INTERNATIONAL SCHOOLS 


(ICSE BOARD) 
proudly announces the opening of ICSE school at No.2, Vedarapura 
Village, Gentiganahalli Road, Yelahanka, Hobli, Behind Armed 


Police Training Centre, Yelahanka, Bangalore - 560 064 
Tel: 080 - 5770 9795 / 96 


Shri T.N. Chaturvedi. 


пе Hon’ble Governor of Karnataka 
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SCMLD 
SADHANA CENTRE FOR MANAGEMENT & LEADERSHIP DEVELOPMENT pune 


the Sadhana Centre for Management : 
S CMLD 9 & Leadership Development, Pune was : 
set up in June 2004. Classes commenced on 14th July 2004, : 
almost the last to start sessions for the batch of 2004-06. : 
However, for the second batch (2005-07), SCMLD was the first : 
to finish its selection process by 6th February 2005. The classes ; 
are on from Ist June 2005. 
SCMLD, with fully furnished hostel facilities, air-conditioned - 
classrooms, 3000 latest reference titles, 4500 text books supplied : 
às personal copies to students, a digital library with access to i 
more than 3000 journals, a fully equipped computer lab and all i 
the modern teaching aids, was set up in a record time of 40 days. ; 
It all happened as a sequel to the abrupt end of the 17 years i 
association Prof. M. S. Pillai had with Symbiosis. He was the : 
architect of the famous Symbiosis Centre for Management and | 
HRD (SCMHRD) from concept to its growth, upto 27th April : 
2004. On this, more than two hundred of his former students, now | 
holding various positions in corporates worldwide, almost forced і 
him to start the new institute. They brought in the finance as well. ; 
This is probably the first time in the world where former students ; 
have facilitated their teacher by setting up a new institute, to carry : 
on the good work he was doing. The number of former students : 





supporting the cause has now increased to more than 1200. 
SCMLD's origin is thus, very unique and unparalleled. 

Naturally, Prof. Pillai and his team have adopted the Gandhian 
Trusteeship model as the foundation on which SCMLD will be 
built over the years. SCMLD is unique in many many other ways. 
The pace in which its goodwill is catching up is proof enough that 


- it is going to emerge as a model in the shortest possible time. It's 


objective itself is to be so. It focuses on changing the seeing of 
people. Unless seeing changes to see the realities existing and 
emerging, no transformation can take place in a society, 
organization, family or even in an individual. Seeing influences 
feeling, feeling influences thinking, thinking influences behavior 
and behavior/action leads to outcome. Therefore, for quality of an 
output or desired outcome, the quality of action must change. For 
quality action, quality thinking is required. For quality thinking, 
quality of feeling is important and for quality feeling, quality of 
seeing (vision) is important. Education must focus primarily on 
these aspects alongside skills development and knowledge 
imparting. SCMLD has many homegrown processes which will 
lead to making such professional and business leaders who will 
emerge as above, leading and inspiring many. 


For SURYADATTA, Racing Ahead is a Routine 


Group of Educational Institutes has : 
Sury adatt lossomed into a bouquet of : 
academic institutions in a variety of disciplines like Information i 
Technology, Mass Communication, Business Management, Bio- : 
Informatics, Biotechnology, Tele Communication, Hotel į 
Management, Travel & Tourism and Interior Designing. 
During the last seven years, Suryadatta has trained more than 7000 ; 
students in the field of management of various disciplines and has ; 
carved a niche for itself in the Corporate World by providing effective ; 
leaders for tomorrow's business challenges. Suryadatta presently has : 
students from more than 30 countries and all the States in India. 
The strikingly modern Suryadatta Campus specially designed to ; 
create a unique ambience is strategically located in the heart of the : 
Pune City, "The IT and the Educational Capital" of India. Each i 
institute is headed by an Executive Director, a renowned specialist ; 
in his / her respective field and the faculty in each discipline is an 
ideal mix of academic excellence and relevant real life corporate : 
experience. i 
Ranked overall as an "A" Category, top 25-B School in India by the i 
AIMA - Business Standard - Indian Management Journal in Sept. j 
04. & By Business India in Oct. 04 Suryadatta has received kudos 
time and again from the Corporate World for turning out extremely 
ethical, focused and value-added products of significant relevance | 
for various functional disciplines of any corporate entity. i 
MBA to CEO concept: Suryadatta believes in moulding the : 
curriculum to include all aspects of modern management, be it 
focused and well-organised industrial tours, seminars and 
workshops on relevant contemporary topics of student importance, i 


international consulting projects on the lines of IMD (Lausanne, 
Switzerland), INSEAD (Paris, France) and through them develop 
competence of global standards and above all conduct of knowledge 
management workshops as a part of their Industry-Interface & 
Social Initiative. 


} Strong Industry Interface Initiative: Suryadatta Academic & 


Governing council has rich variant of industry professionals, 
academicians, and social workers. Also Suryadatta has unique 
concept of mentorship comprising of various middle management 
professionals from various commercial and industrial 


i establishments who are aligned to a group of 5 to 6 students. They 


share their experience, knowledge, guide and update students on the 
current developments in their respective fields. As a part of Industry 
Interface Initiative, Suryadatta also regularly conducts Industry 
visits, seminars conducted by eminent industry professionals. 


i Intellectual Capital of Suryadatta: Is an excellent mix of 76 


(including 8 Ph.D.s) highly qualified, dynamic & competent, 


: academic & corporate personalities with relevant experience of 15 


to 30 yrs. sprinkled with international exposure of considerable 
repute. 


} Consistent Commendable Placement Record: Suryadatta students 
} are placed in many national & transnational companies. 


Technology MBA: Suryadatta has recently launched the first of its 


} kind Technology MBA programme. The extra edge Suryadatta 
: offers Technology MBA specializing in the fast growing, sunrise 
i industry includes Automobiles, Retail Management, Pharma & 
: Biotech, Banking & Finance, Rural Marketing, Services, Insurance 


& Telecom Management. 
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ryadatta - Shaping the global market place 
Racing ahead is a routine, ranking among 


is just a beginning! | 
АПЕТИТУ: word Class Degree from Pune 


University & World Class Education from Suryadatta prepares you for a Global Career! As a result 
Suryadatta Students are Scaling Greater Heights of Success in Prestigious Organisations!! 


ADMISSION NOTICE FOR DUAL QUALIFICATION COURSES 


OF PUNE UNIVERSITY / SURYADATTA FOR A.Y. 2005-06 


INSTITUTE'S EXCLUSIVE COURSES E3PUNE UNIVERSITY / AIMA / TMV 
» CORPORATE MBA With Dual Specialisation Affiliated Masters Degree / PG Diploma Courses 





* MBA in Marketing + International Business 


e Master Degree in Computer Management (MCM) 
* MBA in Marketing + IT / Finance / Mass Communication e Master Degree in Marketing Management (MMM) 
* MBA in Marketing + Hospitality Mgmt. / Travel & Tourism * Master Degree in Personnel Management (MPM) 
* MBA in Marketing + Bio-Informatics / Bio-Tech./ Agri. Buss. * Master Degree in Management Science (MMS) 
* MBA in HRM + IT / Entrepreneurship Development * Masters in Computer Applications (MCA) 
* MBA in International Business + IT (Systems) * PG Diploma in Business Management (PGDBM) 
* MBA in Finance + IT ( Systems) • PG Diploma in Foreign Trade (PGDFT) 
* MBA in Materials (Logistics) + IT ( Systems) * PG Diploma in Management (AICTE Approved) (PGDM) 
* MBA in Mass Communication + HRM / Mktg. / IT • PG Diploma in IT Management (AICTE Approved) (PGDITM) 
^ Unique Programme with an edge over regula E e Master in Business Administration* (MBA) 


[ Technology MBA with Dual Specialisation {° Affiliated to Tilak Maharashtra Veedyapeeth (Deemed University 


MBA IN FUNCTION SPECIALISATIONS: ESSECTOR SPECIALISATIONS: UNIQUE FEATURES OF TECHNOLOGY МВА: eDevelopes Tailor made 





i Я Professional for specific industry requirements eCorporate expectations met 
» MBA in Marketing Р н) & “Biotech with Technology MBA eCreating professional to befit the specific industry needs 
* MBA in Supply Chain Management Telecom eMore emphasis on Innovation & Emerging Technologies eA unique 
* MBA in Operation Technology Banking & Fi management concept at par with the global a requirements e High-tech 
» MBA in Finance Services "ence campus of Technology MBA is especially designed, understanding the need of 


A il students along with curriculum elnnovation projects eCurriculum includes 
* MBA in Human Resource Mgmt. Retail Management latest trends in Management & Emerging Technologies eindustry Analysis 
* MBA in International Business Insurance eResearch Assignments eDiploma in Quality Management System integrated in 


*PGDBA (Emerging Technologies) > Family MBA the syllabuseIntegrated Dual Specilisaion (in Functional area & Industry specific) 


IGHLIGHTS OF CORPORATE MBA / TECHNOLOGY MBA / FAMILY MBA / PGDBA (EMERGING TECHNOLOGIES): ө 36 intensive subjects against 24 in regular 
ІВА ө Hands on industry exposure via 6 projects against 1 project in regular MBA e Integrated Dual Specialisation e PG Dip. in Professional Skills & Business Mgmt. 
'GDPSBM) e Computer proficiency course (MS-CIT) eIntensive industry interaction e British Council Library Membership e Mentor for a group of 5 students eSeries 
‘Career Development Workshops e Weekly Seminars / National Seminars / Guest Lectures e Frequent Industry visits e Yoga & Meditation eDiploma in Foreign 
inguages e Assured Winter& Summer Projects ePreparation for Aptitude Tests e Value Based Education eBluechip placements eManagement Commando Training 
‘ogramme eManagement Quiz eAdventure Camps eRegular Sports Activities eHealth Club Facility eInnovation & Technology Mgmt. Workshops eKnowledge 
anagement Activities e Research Assignments e Intellectual Capital of Suryadatta is an excellent mix of highly qualified, academic & corporate personalities with 
levant exp. of 15 to 30 yrs. Sprinkled with international exposure eOptional: e tudy Tour Abroad e Student exchange prog. with international Universities; 


DUAL QUALIFICATION PROGRAMME: Students enrolled for Corporate MBA / Technology MBA / Family MBA / PGDBA (Emerging Technologies)programme can 
simultaneously enroll for any one of the Master Degree or PG Diploma course of Pune University or AICTE Approved PGDM/PGDITM of AIMA / MBA of TMV & tl 
enrich their resume concurrently. This option will save your considerable time and money (World-class degree from Pune Univ. & World-class education at Suryadatta 


OUR TOP RECRUITERS: Suryadatta students have been placed in blue chip national & transnational corporates like RPG, Saint Gobain, Times, KPIT, J.K., MBO 
Computers, CITI Bank, Force Motors, Hindusthan coca cola, CITI Bank, ICICI Prudential, Winsoft, Tata Tele, Airtel, Philips India, Zensoft, Taj Group, Swarovski, 
Kotak Mahindra, S.P Software Tech., Veritas, Atlas Copco, Tata Chemicals, IDMC Ltd., Karvy, Standard Chartered, ICICI Infotech, Patni Computers, Telco, Mitech, 
HDFC, India Bulls, Metlife Insurance, HLL, Cadbury, Kirloskar Pneumatics, Tata Steel, HSBC, МВТ, Kanbey, Satyam Infoway, Shaw Wallace, etc 

ADMISSION PROCEDURE : BATCH-X (1st August’05) & BATCH-XI (9th February’06) (for Corporate MBA, Technology MBA, Familty MBA, PGDBA 
(Emerging Technologies & Pune University PG courses) :- Graduates/Final Year Students having valid CAT/ MAT/ATMA/CET/ XAT/SNAP score can appear for 
the G.D. & PI. The admission form and the prospectus is available at the institute on payment of Rs. 1000/- by DD drawn in favour of ‘Suryadatta Education 
Foundation’, Pune. GD & Р! are scheduled from 22nd & 23rd June '05 Batch-X and 24th & 25th November’05 for Batch-XI. List of shortlised candidates will be 
displayed on the day of G.D. & PI. Selected candidates will have to Register their seat on the same day by making payment of Rs. 10,000/- per course (part of Total 
Annual Fees) either in cash or by DD in the name of "Suryadatta Education Foundation", payable at Pune. 

CRITERIA OF ADMISSION : 50% Admissions are given under Direct Admission category based on Overall Academic Performance i.e. Graduation Per entage, 
Entrance Test Result, etc. and remaining 50% Admissions are given based on G.D. & РІ. performance, Graduation Percentage and Entrance Test Result 

DIRECT ADMISSION : for Engineering Graduates & other Candidates having min.7096 marks in Graduation or 70% score in CAT/XAT/MAT/ATMA/CET/SNAP 
Eligible candidates should send D.D. of Rs. 1000/- for Prospectus & Admission Form and Registration Fees of Rs. 10,000/- per course (part of Total Annual Fees) by 
cash / DD in the name of “Suryadatta Education Foundation" payable at Pune. Last Date for payment of Registration Fees is 15* July, 05. Last Date of payment of 
balance fees is 31* July’ 05 for Batch-X and 31st December’05 for Batch-XI. For career counselling contact Mrs. Kiran on (020)24336000. 
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Jaipuria Institute of Management, Noida 


Dr. J D Singh, Director, Jaipuria Institute of 


achievements and plans for the future. 


Q. What is the motto behind the Jaipuria Institute of i 


Management? 


Delivering excellence in Management Education. At the same i 
time commitment to our mission, which is to equip students with i 
skills to work in national and multinational organizations. Such : 
that they are able to respond with innovativeness and creativity ; 
: practical inputs. 


to diverse management situations. 


Q. What sets the Institute apart? 


Our USP at Noida is our emphasis on the service sector. : 
Exclusive service sector courses and the focus on service sector : 
in the MBA and BBA curriculum is our strength. Also the : 
pedagogy, faculty, physical infrastructure and the learning ; 
environment contribute in large measure in shaping our students : 


to be business leaders of tomorrow. 


Q. What courses does the Institute offer? 


The institute offers PGDBA (full time and part time) at : 
Lucknow. MBA, BBA and EMBA at Noida. Apart from these, : 


new and innovative courses have been launched. Both the © HDFC Bank, HLL and Novartis. 


: : t : campuses offer the One year P G Diploma Courses in 
Management, Noida talks about the Institute, its : 
: Management. 


Journalism and Mass Communication and Insurance & Risk 


Q. Tell us something about the faculty and teaching pedagogy at 


: the Institute? 


Both the Institute have 33 full time experienced management 
professors & industry specialists. In addition we have about 50 
visiting /guest faculty members. The teaching pedagogy is an 
interesting mix aimed at giving the students both theoretical 


: Q. What kind of infrastructure facilities does JIM offer? 


The Institute offers excellent infrastructural facilities. The 
building is aesthetically designed, is well laid out and has 
modern and air conditioned lecture theatres with multi-media 
presentation devices. The air conditioned libraries are well 
stocked with latest books on management and current journals. 


: О. Where all have the students been placed? 
: The students of our Lucknow campus have been placed in top 


companies in the industry including Dr. Reddy™s Lab, ICICI 
Bank, NIIT, Bajaj Allianz, ICICI Prudential, ABN Amro, Pepsi, 





Institute of Management Education (IME) Ghaziabad 


Education (IME) at 


Th Institute of Management : The institute has few parallels as far as the teaching 
O Ghaziabad, established in 1995, aims at grooming : 


infrastructure goes. 


better business leaders for a rapidly growing Indian marketplace. : 


Being a premier B school in the region, the institute offers a i 
wide range of courses that include a Postgraduate Diploma in - 
Management (PGDM) and in Marketing and Sales Management : 
(PGDMSM) approved by the AICTE and BBA and M.Com | 
programmes affiliated to the CCS University, Meerut. It also has i 


programmes in information technology, which include an MCA 
and Postgraduate Diploma in Computer Application (PGDCA), 


approved by the AICTE and BCA. In the field of education, it : 
offers to the CCS University. Affiliated to the same university : 


and approved by the Bar Council of India, are courses in law - 


LL.B. (3 year) and LL.B. (5 year integrated programme after : 
1042). There are two other programmes also - B.Ed. and B.Lib. : 


- both affiliated to CCS University, Meerut. 


IME also boasts of a well established faculty exchange program. 


While the core faculty is well positioned to provide continuous i 
guidance to the students, visiting faculty, management experts : 


and practicing managers have further enriched the learning 
environment. 


: The well-planned campus on more than seven acres of land 
has a complex for academic and administrative blocks. 
Lecture rooms are spacious and fully furnished so as to 
facilities use of audio-visual equipment. The IT Centre 
includes a multimedia lab. These labs, hi-tech lab, cyber lab, 
and a hardware lab have over 200 workstations under 
: powerful Pentium- based computers. Students can work on 
; platforms like Linux, Windows NT, and Windows 
Millennium. Internet facilities are available through Radio 
Link and ISDN, and accessories like multimedia projectors, 
: CD writers, and web cameras are also available. The Learning 
Resource Centre at IME comprises of three libraries, which 
have over 25,000 books. Besides Indian and foreign journals 
: and periodicals in the areas of general management, 
: marketing. HRD, finance, economics, IT, library Science and 
! education, there is additional reference material in the form of 
encyclopaedias, CDs and online references to books on web 
through Delnet services. There are three hostels within the 
: campus both for boys and girls separately, which can house 
: 300 students. 
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New Delhi 
areer Options 

Advertising 

"Public Relations & Corpo- 

rate Communications -"« : 

Brand Management E qur кана E Я 

Electronic Media мм : | 

Social Communication "SA, 

eon unicatio PG AdCoM : ЕЕС пио! т suh em d 

Photography ees ommunicatio n g n 

Multimedia & Graphic Desi 

Marketing пон e Strategy & Communication C After 1 

e Direct Marketing & e-Business | of аА сон 

Alumni Placements” j | • MS Degree ; 
e UNT Option for Study in France se | 
j ЕМРІ Advan 
e Mudra e Compete for our Academic Board Chairman Mr. Ajit N. Haksar & Advisor Ms. Tara 
* O&MPR Sinha's Excellence Awards. 
. E e BEC (Business English Certification - Cambridge University). 
DO ER HE e GFP (General Fitness for Profession) 
e Hukuhudo Percept e Residentiality in Executive Devpt. House with Internet, Culture Centre & Movie Club. 
e Enterprise Nexus e Executive Fitness Programme (Multi-gym, Swimming, Tennis, Yoga, T.T., Bdmn. etc.) 
e Mc Cann Erickson e Excellent Faculty from industry & Academia. 
@ Mutual Communications e Wide inductive learning horizons in the Capital City. 
° ERN e Pollution free vast green campus. 
: RK Swany BBDO e Strict implementation of anti-ragging & sexual harassment laws. 
e Sun Micro Systems e Earn while you learn scheme & Bank loan facilitation. 
e Triton ) 
e TBWAPR Eligibility 

IB&W 
: Perfect Relations For GSAdCoM : Applicants should be 10+2 of CBSE or equivalent as recognised by 
e Hindustan Latex Ltd. the Association of indian Universities (AIU). Candidates appearing for final examination 
e Linterland of the 10+2 (ог an equivalent examination) can also apply. 
M Pd (I) T.V. (Set india) For PGAdCoM : At least a 3-year Bachelor's degree or equivalent in any discipline 
e CMS recognised by the Association of Indian Universities/ AICTE as eligible for Post Gradu- 
e Good Relations PR ate Studies. Candidates appearing for final examination of the Bachelor's degree (or an 
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* Placement record of the first batch Î equivalent examination) can also apply. 







Business India 
AIMA Survey 
‘A’ Grade Institute* 








Rank for 
Intellectual Capital 
“Survey, 2000) 











"Residential ampia ; 


- CSKM Educational Complex, Sata, | EMPI Professional Tra M s Development - 
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Retirement Planning 








They Lived 


Happily Ever After 


Life after retirement can be blissful or miserable, deanna on how well 
you plan for it. Here’s what you need to do. BY AMANPREET SINGH 


LDERLY MODELS ARE SUD- 
denly the flavour of the 
season. Pick up any 
newspaper or magazine 
or switch on any TV 
channel; chances are you'll find 
grandfatherly and grandmotherly 
figures lounging by poolsides, 
paragliding across exotic beaches 
and generally enjoying lifestyles that 
seem like straight lifts from the lives 
of the rich and famous. All the ads 
are hawking variations of the same 
product: retirement solutions. 
Indians, it seems, are planning for 
retirement like never before. And 
feeding this demand frenzy is a slew 
of financial products—from practi- 
cally every financial institution in the 
` country— "tailored to suit every 
individual's unique needs". These 
ads address a very real fear all of us 
have: of an abrupt descent into 
hardship after retirement. 

And standing between those 
two old-age extremes is one 
eight-letter word: planning. As the 
Americans say, there's no free 
lunch. After all, for post-retirement 
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life to be comfortable, you'll need 
money; and with your regular 
income drying up, you'll have to 
depend on what—and how well— 
you have prepared for it. Most 
people opt for the easy way out: 
they stash away a part of their 
income every month in a bank. In 
an age when practically everything 
(house, car, furniture, electronic 
gadgets and even personal acces- 
sories) can be—and are—bought 
through EMis (equated monthly 
instalments), tucking away a fixed 
amount every month works like 
just another ЕМІ. However, there 
are other options as well. Here's a 
detailed look at some of them. 


Planning For Retirement 

First, you need to know how 
much money you'll need every 
month after retirement. For this, 
sit with your investment planner 
and work out an estimate; issues 
such as your age, salary, lifestyle, 
inflation and expenditure on 
dependents have to be factored 
into this equation. The next step is 


deciding what investments you 
need to make to generate that. 
amount after you retire. 


Most retirement planners advise —— 


you to save 30-35 per cent of your 
annual income. The first priority 
for investments, according to 
Nilesh Shah, President, Kotak Asset 
Management, should be life insu- 
rance. It offers two benefits: it 
ensures that you get an assured 
amount after a given time period; 
and it also ensures that your dep- 
endents are financially covered in 
case of your accidental demise. 
The next investment option is a 
mix of public provident fund (PPF), 
employee provident fund (ЕРЕ), 
post-office schemes, ULIPs (unit- 
linked insurance plans, which have 


‚а combination of equity and 


insurance components) and mutual 
funds or stocks. 
How you allocate your res- 


| ources between debt and equity 


depends entirely on your risk appe- 
tite. Investments in equities give 
average annual returns of about 15 


per cent, but. тану inge downside 


ns 





Vertex India, Gurgaon 


f FAMILY: Wife Monisha, 29, HR Consultant 
{ with Aviva Life Insurance; 
son Joshua, 5, student; daughter Myra, 2 


ANNUAL FAMILY INCOME: Rs 15.5 lakh 





RITESH SHARMA RETIREMENT PLANS EXECUTED: 
risks. Debt instruments are safer | Û Has a retirement policy from LIC worth 
but give only 7-9 per cent annual Rs 20 lakh 
returns. It’s your call, and you |2 Hasa life insurance policy from LIC worth 
have to weigh the pros and cons Rs 25 lakh 
carefully before deciding. The | 3 Bought property measuring 1,375 sq. ft 

j thumb rule says younger people worth Rs 28 lakh at Sushant Lok, a 
can afford to lean towards equity, residential apartment complex in Gurgaon 
simply because they have more (д Plans to start a soft skills-training 
time to recover in case an invest- institute after retirement 


ment goes horribly wrong. 


John James, 30, Senior Training Manager, 
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Navigating The 
IPO Maze 


Women are increasingly joining 
the workforce and, consequently, 
adding to the family income. Says 
Kapil Mehta, Vice President 
(Strategic Intiatives and Business 
Development) at Max New York 
Life: “I see the intent (in planning 
for retirement) in women. They 
are also more aggressive while 
saving, but need to be more savvy.” 
Women have more or less the same 
savings options as their male coun- 
terparts, give or take some. For 
instance, life insurance is cheaper 
for women than men (because 
women on average live longer and 
need to pay less premia), but pen- 
sion plans are more expensive for 
them (because companies have to 
pay out money over a longer period 
of time). So, a working couple can 
optimise returns if the wife invests 
in insurance and the husband in 
pension plans. 

Investing in property (second 
house or commercial property) is 
arguably the best option, though. 
Real estate, typically, gives 15-20 
per cent annualised returns over a 
10-15 year horizon. The rental 
income can be used to pay off the 
EMIs (if you’ve taken a loan to buy 
the property), during the term of the 
loan and provide additional cash 
flows thereafter. Alternatively, you 
can sell the property after a few 
years and invest the lump sum you 
receive elsewhere. But even here, 
Mehta of Max New York Life 
offers a word of caution. “People 
should be very careful about where 
they invest, because property 
prices in several areas are artifi- 
cially inflated and, therefore, 
bound to fall," he warns. 

Now, let us analyse the retire- 
ment plans of three individuals 
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PAWAR 


DEEPAK G 


who belong to different age 
groups, and determine what they 
need to do. These can then serve 
as benchmarks for your own 
retirement plans. 


Age-group Analysis 

It’s never too early to start plan- 
ning for retirement; experts say 
the best time to start is in your late 
20s or early 30s, when most peo- 
ple have settled down in their 
careers. John James, 30, belongs 
to this category. James, a senior 
training manager with BPO firm 
Vertex India in Gurgaon, lives 
with his wife Monisha, 29, an HR 
consultant with Aviva Life 
Insurance, son Joshua, 5, and 
daughter Myra, 2. His annual 
family income is Rs 15.5 lakh, 
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and his investments include a 
Rs 20-lakh retirement policy, and 
a Rs 25-lakh life insurance policy, 
both from Life Insurance 
Corporation (LIC). He has also 
bought a Rs 28-lakh property in 
Gurgaon, which is likely to give 
him handsome returns in future. 

V. Rajagopalan, Chief Actuary, 
ICICI Prudential Life Insurance, 
feels that given James' lifestyle 
and a 5 per cent rate of inflation, 
he will need at least Rs 1 lakh 
per month after retirement in 
2030. To achieve this, James 
needs to save 25-30 per cent of his 
income every month for the next 
25 years. The insurance policies 
are not hefty enough, feels 
Rajagopalan; they should be 
ramped up by another Rs 80-90 








Nitin.K. Asthana, 43, Manager 
| (Industry Affairs), ITC, Bangalore 
| FAMILY: Wife Seema, 42, housewife; 
| sons Shavang, 16, and 
| Sharang, 13, students 


| ANNUAL FAMILY INCOME: Rs 12 lakh 
| (from salary and family property), 
| plus Rs 5 lakh in perks 


| RETIREMENT PLANS: 


| 1. Invested in stocks now worth 
|. Rs22 lakh 


2. Has a life insurance policy from 
LIC worth Rs 5 lakh 


3. Has Rs 17 lakh in EPF and PPF 


| 4. Bought a plot of land in Bangalore 
worth Rs 12 lakh 





lakh. James also needs to increase 
his risk appetite and invest in 
stocks or ULIPs. And finally, he 
should review his financial status 
every three years. 
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The next age group we con- 
sider is 40-49, when you need to 
increase the tempo of your retire- 
ment planning. Some of your ear- 
lier investments should be maturing 
by this time. You can use this to 
pay for your children’s education, 
for any big ticket items you might 
want to purchase, or you can 
re-invest this amount. At this stage 
in life, health insurance is also a 
must. Nitin Asthana, 43, Manager 
(Industry Affairs) at ITC in 
Bangalore, fits the bill. Asthana— 
who lives with his wife Seema, 42, 
a housewife, and teenage sons 
Shavang and Sharang, and has an 
annual family income of Rs 12 
lakh (plus Rs 5 lakh in perks)— 
appears more inclined towards 
equity than James, and has invested 
in stocks that are now worth a 
neat Rs 22 lakh. He also has an 
insurance policy from LIC worth 
Rs 5 lakh, and has accumulated 
Rs 17 lakh in ЕРЕ and rrr. Further, 
he’s bought a plot of land in 


Bangalore that’s now worth 
Rs 12 lakh. 

Asthana, according to 
icict’s Rajagopalan, will 
require around Rs 70,000 per 
month after retirement in 2017. 
For this, he needs to save 30-35 
per cent of his income, increase 
insurance investments to Rs 25 
lakh, and scale down his expo- 
sure to equity now when the going 
is good. He also needs to choose a 
balanced ULIP with appropriate life 
cover, go in for health insurance, 
and review his financial status 
every two years. 

The third age group we'll con- 
sider is the 50s. When you’re in 
your 50s, all the planning should 
have been done already. Some 
really big-ticket expenses, such 
as children's marriage, or their 
education abroad, may be around 
the corner. Here, we'll analyse 
the investment profile of Ravi 
Grover, 53, Vice President (Sales), 
Eveready Industries, who's based 


2. 
3. Invested in stocks now worth Rs 5 lakh 
4. Has a lifetime pension plan from ICICI 


in Kolkata. Grover has an annual 
family income of Rs 16 lakh plus 
perks, and his family consists of 
wife Vrinda, 52, a housewife, and 
son Dhruv, who's pursuing a PhD 
from the University of Southern 
California. Grover's invest- 
ments—a life insurance policy 
from LIC worth Rs 1.5 lakh (an 
amount he has already received), 
stocks worth Rs 5 lakh, and Rs 10 
lakh accumulated in ppF—look 


Ravi Grover, 53, Vice President (Sales), 
Eveready Industries, Kolkata 


FAMILY: Wife Vrinda, 52, housewife; 
son Dhruv, 25, pursuing a PhD from the 
University of Southern California . 


ANNUAL FAMILY INCOME: Rs 16 lakh plus perks 
RETIREMENT PLANS: 
1. 


Has already received Rs 1.5 lakh from a life 
insurance policy from LIC 


Has Rs 10 lakh in PPF 


Prudential, which will bring in Rs 1,067 
every month after retirement 


5. Bought a plot in Gurgaon worth Rs 35 lakh 





inadequate. The only plus is a 
plot he’s bought in Gurgaon that’s 
now worth Rs 35 lakh; its value is 
likely to escalate further by the 
time he retires. Rajagopalan reck- 
ons Grover will require around 
Rs 40,000 per month after reti- 
rement, assuming he does so at 
58. To tide over the shortfall he’s 
likely to face, Grover has to invest 
around 60 per cent of his savings 
in ULIPs that have high debt con- 
tent, invest in post-office schemes, 
government bonds, and go in for 
medical insurance with a critical 
illness rider. 

These examples should help 
you get a fix on what you need to 
do to ensure a comfortable retired 
life. Remember, starting early is 
the key. If you haven’t done that 
already, you can’t afford to delay 
any further. 


к 





m. ene 


Now tax saving can 
add to your income. 





Not take away from it. 


Post Budget 2005, investments (up to Rs. 1 lakh) in mutual fund equity-linked savings schemes (ELSS) 
like PrulCICI Tax Plan are now eligible for tax benefits*. That means, you no longer need to sacrifice 
growth potential to save tax. 

In today's falling interest rate scenario, Pru ICICI Tax Plan seeks to offer a unique “growth” dimension 
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| SMS |'INVEST' to 8558 | 
CALL |1600 22 2273 


* Subject to approval of Finance Bill 2005 and necessary notification by Central Government. 
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Navigating The ! 


[PO Maza 


Investing in the primary market is not as easy as it looks. Here’s a guide to 
investing in IPOs the right way. By PRIYANKA SANGANI 


САК 2004 SAW A BOOM IN INITIAL PUBLIC 

offerings (IPOs); India Inc. raised Rs 13,121.47 

crore. That's Rs 2,000 crore more than the 
Rs 11,101.23 crore raised during the previous 
seven years (1997-2003). The boom has spilt over 
to this year; companies have mobilised Rs 3,458.95 
through iros (till May 24). “The return on IPOs has 
been phenomenal in the last few years. As a result, 
many secondary market investors have turned to the 
primary market," explains Prithvi Haldea, Managing 
Director, Prime Database, a Delhi-based agency 
that tracks such offerings. 

This is where the twist comes into the tale. Of 
the 11 companies that hit the market in 2005 (see 
Not Too Good), four (Jai Prakash Hydro-Power, 
3i Infotech, Shringar Cinemas and Allsec 
Technologies) actually listed at below their issue 
prices. Some others, like Indoco Remedies, urv 
Software Communications and, surprise, 
Shoppers' Stop, which listed at decent premi- 
ums, have not been able to sustain their initial run. 
Is the boom in IPOs petering out? Haldea remains 
upbeat. “It will be wrong to say that the Iro 
market is running out of steam just because a 
handful of scrips are doing badly," he says. 

He may be right, but even a handful of com- 
panies doing badly can have a domino effect on 
investor sentiment. Backing newly listed com- 
panies can be a tricky affair even at the best of 
times. The market can be a very unforgiving 
place and often punches holes into the valua- 
tions of the best of companies—sometimes on the 
basis of unsubstantiated rumours—so one can 
never be sure whether a bet on a newly-listed 
entity will pay off or not. 

How do you then guard against being taken 
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NOT TOO GOOD 


Out of 11 companies that listed on the BSE in 2005, four saw listing prices go below their issue prices. 
COMPANY 


ISSUE DATE 





Jet Airways (India) March 14, 2005 


ISSUE PRICE 


LISTING PRICE* 


CURRENT PRICE** 





1,100.00 1,305.00 1,334.00 





March 31, 2005 
3i Infotech April 22, 2005 
Shringar Cinemas April 29, 2005 


India Infoline May 17, 2005 


72.00 112.05 149.50 


All figures in Rs except issue date; * Closing price on the day of listing; ** As on May 24, 2005 


for a ride? Here's a quick guide to IPO investing that 


. you may want to check out before reaching out for 


. the next IPO form. It’s not foolproof, mind you; so do 


your research carefully before taking the plunge. 


IPO Investment Checklist 

Company fundamentals: There's a general thumb rule 
most experts follow. They watch their step (even 
more) carefully when they come across an IPO from a 


a Mumbai-based brokerage firm: *Before investing in 
an IPO, you should spend some time studying the mer- 
its of the company and its prospects. You can then 
decide whether the valuation is justified." For this, 
you have to look beyond just the actual price. *What 


' appears cheap may not actually be cheap,” says Sandeep 


Shenoy, a strategist with Pioneer Intermediaries, adding: 
“A lot of people buy stocks because they are priced low 
(in absolute terms), but they need to put in some effort 
to check whether it's worth that price or not." 

Sectoral analysis: Small companies in sectors that are 
doing well often come out with IPOs to cash in on 
the general boom in their industry. In such situa- 
tions, comparing the offer price with stocks of 
leading companies in that sector helps. For ins- 
tance, the auto-components sector is doing well 
now. Bharat Forge, a leader in the sector, has been 
through two auto recessions and has survived, 
indeed, thrived. But a new auto-components com- 
pany with an offer price close to Bharat Forge's cur- 
rent trading price may not have the capacity to 


sustain itself through a trough. 

History of promoter: You can safely buy stocks of a 
company such as TCS, which is backed by the Tata 
Group, one of the most respected business houses in 
India. But if the promoter is not well known, and 
you're not sure of the company's prospects, then 
check if he has stakes in other listed companies. If he 
does, find out how they are performing. 

Merchant banker: If a company (or its promoter) is 
not well known, find out more about the merchant 
banker that's handling the tro. If the merchant 
banker has a track record of managing issues that do 
well after listing, then it's a plus. But this, by itself, 
does not make the investment worthwhile. Merchant 
bankers merely ensure that all the listing and other 
norms are being adhered to. What happens to the 
company—and your money—thereafter is an issue 
between you, the company and its promoter. So, we 
come back to our first commandment: be careful. 
Risk factors: You also need to pay attention to the risk 
factors mentioned in the Red Herring Prospectus. 
While it is all right to ignore general risk factors 
(investment in equity is risky and so on), pay special 
attention to company-specific risk factors (such as 
court cases pending against it). 

Investing in IPOs can be a high risk-high return 
game compared to secondary market investments. In the 
secondary market, you buy stocks from other investors 
like you and not from an insider (the promoter). If you 
lack the wherewithal to analyse companies coming 
out with IPOs, you're better off avoiding them. Just stick 
to the secondary market. Efl 
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special IMPACT Feature 


nternational education is one of the most dynamic sectors 

which has not just assisted in the increase of knowledge but 

also been a catalyst to social and economic progress. 
According to ‘Global Student Mobility 2025', a research 
based forecast by IDP Education Australia, the global 
demand for international higher education is set to increase 
from a figure of 1.8 million in 2000 to over 7 million in 
2025. It also says that students from Asia, particularly China 
and India will be the key drivers of growth. These projections 
are based on sustainable economic growth, prosperity, 
favourable savings, population growth and an increased 
investment in education in these countries. 
Current statistics indicate that the number of Indian students 
going abroad for studies has increased almost three times in 
the last couple of years and the trend for obtaining foreign 
education is on the rise. Indian students are expected to 
dominate the international student's community, constituting 
a major share of the total demand. Demand for higher edu- 
cation is set to grow and Asia would remain the hottest des- 
tination for international education institutes, with India being 
the key driver for growth in this sector according to the 


Australia based Center for International Economics. 














һе propensity of students to gain foreign education would 
remain high. It has thus become very important for various 
international universities or colleges to tap the Asian region 
for prospective students. 


lobalisation has lead to a big demand in Qualified work 

force equipped to deal with the challenges and problems 

of the international market. In an endeavour to attain 
international exposure, high quality education and gainful 
employment opportunities choosing the right combination of 
course, college and country is probably one of the most 
important decisions any student who wants to study abroad 
will ever have to face. So one should take care to search and 
sieve all the information on offer and get answers to the all 
the questions. Most of the institutions have websites, which 
give a student the basic insight into what one can expect at 
that university. It is important to check the accreditation 
status of the institution to ensure the degree that one gets 
is recognized world-wide. There are regional and national 
accrediting associations to grant this status. Graduate stu- 
dents should check the programmes for 
professional accreditation, which is granted by the special- 
ized professional accrediting bodies. 











“Shaping your destiny” 
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a AUSTRALIA 
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. >, =% ......... your top choice for International Education 


EDUCATION 
AUSTRALIA 
Whyis Australia popular with Indian students? 
- High Quality of Education - Wide Variety of Courses 
- Affordable Cost of Education & Living - Simple Admission Procedures 
- Excellent graduate outcomes - A Happy & Healthy Lifestyle 


* Great opportunities to work and live in Australia 
Studying in Australia is a unique opportunity to gain extra qualifications for your career, to establish 


networks & to enhance personal & — m Today, there are many choices for you to 
consider: 9 


* Where should I study? " Үз $ ij Which courseis the best for me? 
* Where will | stay? c | ; * How do! apply? 
*Whataboutmy Visa? | ` | мов; TM much willit cost? 

| 


As an independent adviser wilh locations in more than 80 counties and owned by 
all Australian Universities, | 


IDP EDUCATION AUSTRALIA can help you in: 


- Choosing the right course | wi your visa documents (Authorised to 
- Applying to the educationalinstitution process Elec Visas with Credit Card facilities) 


of your choice ...«Availin jer services 
| Atho Gravel © change, Insurance, Accommodation) 
: (ALL OUR SERVICES ARE ABSOLUTELY FREE) 


A 
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IELTS International English Did you know that "IELTS is jointly managed 
Language Testing System by: University of Cambridge, ESOL 
English for international opportunity Examinations, British Council and 


; IDP:IELTS Australia 
www.IELTSIndia.com و‎ 


To choose your preferred course PONE US NOW: 
-Uma Hyderabad House, 3rd Floor nmm 


Tel Tel 91 40 cbe кок Сш 


€ at D Churchgate, Opp. Churchgate, 
St. Mark's Road, 1 India Railway Station, Mumbai 400020 India 
Tel.: 91 80 51233751/52/53/54/55/58 Fax: 91 80 51233757 Tel: 91 22 22026505/09 Fax: 91 22 22026501 
E-mail: idp.com E-mail: info@mumbsal.idp.com 
sr die e ТЫ a Sector 9 C, NEW DELHI - Suite Nos.: 513-515, 5th Floor, International Trade Tower, 


Mary Gran тарат 1600 Nehru Place, New Delhi - 110019 India 
Tei: 91 172 2741772, сод 2741516, 2741088, 2746094 Fax: 91 1722741510 ` Tel: 91 11 26213504, 26213667, 26467535, 26429767, 26215973 
E-mail: infof)chandigarh.idp. 


Fax: 91 11 26440627, 26481262 
CHENNAI - 1 Dd New # 7 McNichols Road, Chennai 600031 India E-mail: „сот 
Tel: 91 44 52179388, 52179389, 52179390, 52179391 Fax: 91 44 52179392 www.idp.com 
E-mail: info@chennai Lidp.com 
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Qualifications from international institutes are recognized 
globally both for further studies and employment. The desti- 
nation country is chosen after the student matches her needs 
and requirements to that being offered by the host country. 
While finances are an important deciding factor, easy loans 
and scholarships have mitigated its importance somewhat. 
The standard of the university or college, the course or 
degree on offer, the electives that can be taken, on and off 
campus jobs also play a deciding role. 

Indian students have farmed out all over the globe to study 
destinations that have developed over the years. Students 
from India are often welcomed and wooed by foreign univer- 
sities for courses abroad with facilities for high quality educa- 
tion in a welcoming environment with scholarships and a 
reasonable fee structure. 


oney is perhaps the most worrying thing to any student 

desiring to study abroad. Both education and living 

{costs are expenses that the family must budget ahead 
of time. A student is required to prove that he has sufficient 
funds to cover il i ing expenses, insurance expenses as well 
as university tuition Bnd fees. The statement of finances has 
to be submitted twice, once to obtain admission (hence to be 
sent to college) and once to the consulate when applying for 
the student visa. 
The cost of education varies from college to college. To get 
a clear picture of the total cost involved, it is necessary to do 
a detailed and careful analysis of the selected school by going 
through its website or brochures. It is not only important to 
know the total cost of education (including tuition and living) 
but it is also important to explore various avenues of funding 
available. 


iving on-campus is most productive as students save on 

travel time and cost of travel. Besides when you study till 

[late at the library, going back to your room is only a few 
minutes walk. 
Living in cities and urban areas is more expensive than living 
in small towns and rural areas because of the higher costs of 
living. Not only is the rent high but also other related living 
expense like food, clothing and entertainment are affected by 
the state taxes which differ from state to state. The cost of 
renting an apartment varies considerably depending on the 
part of country and the local demand and supply situation. 
The university's housing office or financial aid office provides 
à student with an estimate of the annual cost of renting an 
off-campus apartment. 








2 What's in an MBA for me? 


In the age of knowledge economies, constant professional and per- 
sonal development can be the only index of growth. What can you do 
to further this index? Study for an MBA? MBAs are still reckoned as 
the ultimate in professional development. Better still if it were earned 
from a ‘foreign’ institution. 

And what all would you look for in an international MBA? A degree 
programme from a reputed institution, global recognition, economical 
fee and flexible payment options. Would you like to study for an over- 
seas MBA in India? If so, the foreign university must have a local part- 
ner of repute and sound job prospects both in India and abroad. 

Let's address the distance and e-Learning options working profession- 
als now have to earn that Management qualification alongside a full- 
time career, 

Distance learning programmes have been around for some time now. 
Typically, the institution sends printed study material and assignments 
at the beginning of each term and final examinations are held at desig- 
nated centres. Some institutions include PCPs or personal contact pro- 
grammes as part of the course. 

With the increasing use of the internet some institutions started mov- 
ing their courses ‘online’, Most of these were short term soft skills pro- 
grammes targeted at personnel development at work and the concept 
was soon termed e-Learning. Universities, particularly those in the US 
and the UK, used their time tested skills at delivering programmes at a 
distance and moved them online. 

But most universities still delivered their courseware in printed ‘lecture 
notes' or study guides and provided textbooks. Soon printed materials 
were replaced with CD ROMs and PDF documents on the Web. 
Newer features are being added everyday. A typical online programme 
now provides study material, textbooks, audio and video support mate- 
rial, a specially designed web platform to assist you with your study, 
audio video conferences with faculty at the parent institution, voice 
chat over the internet and PCPs at designated local centres with local- 
ly appointed tutors. Some of them also fly their full time faculty mem- 
bers to local centres. The University of Luton's MBA through support- 
ed e-Learning, which is now being provided by the British Council, 
boasts of all these facilities. 

There remain, in some quarters, doubts over the quality of education 
imparted, recognition of institutions - both of the parent and local 
partner institution, qualifications earned and employability. These fears 
are certainly justified, especially when we've had examples of universi- 
ties being de-recognised and fly-by-night universities operating out of 
houses. Research is always recommended. 

Institutions/universities of repute generally award identical degree 
parchments in their home country as well as overseas. This is only 
befitting in that one studies the same course guided and assessed by 
the same faculty, albeit at a distance. 

To know more about the MBA through supported e-Learning being 
offered at the British Council, please log on to: 

www. britishcouncil.org/onlinecourses 


he visa is a document that grants permission to travel 
to other countries, and it also defines your status in that 
country. Once a student gets admitted to a college or 


university and gets the confirmation letter, he needs to get 
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IDP Education Australia 
...a decade of education services in India 


16,500 International Programs 
41 World Class Australian Universities 
1,000 World renowned Education Institutions 


IDP Education Australia has over the past ten years had the privilege 
of guiding students and making each one of them an integral part 
of the success story of Australian Education - today our students are 
young achievers and have carved a professional niche for themselves 
in India , Australia and in other parts of the world. 
Australia today, is a popular choice 
and is considered equal, if not better 
than traditional destinations like UK 
and the US. "IDP Education Australia 
owned and represented by all 
Australian Universities, offers world 
class specialized education in campus- 
es that are incredibly culturally 
diverse, offering Indian students a 
truly international experience. As a 
^" country, Australia is a safe, secure and 
Henry A S Ledlie an affordable place to study in", Says 
Mr. Henry A.S. Ledlie , Director - 
India, IDP Education Australia. In addition to the high quality of edu- 
cation it's the affordable cost of education, the wide variety of cours- 
es and the simple admission procedures which add to Australia's 
popularity. 
ADMISSIONS take place twice in a year - in July and in February 
with a few Universities offering courses commencing in May and 
between September to November. Students need to apply at least 
5-6 months prior to the course commencement. For all study pro- 
grams it is mandatory for candidates to have an IELTS Score. 
IDP Education Australia assists in processing VISAs and is also 
authorized by the Australian High Commission to lodge the 
ELECTRONIC VISAS. IDP's vast experience and capacity to provide 
innovative solutions has brought to students additional free services, 
which include assistance in making travel arrangements, availing for- 
eign exchange, insurance & health cover , assistance with Bank Loans 
and accommodation in Australia. 
IDP-IELTS Australia administers the IELTS Examination throughout 
India and boasts of pioneering innovative services and standards to 
make IELTS a preferred Test Internationally which is accepted by 
Educational Institutes & Universities, Nursing Councils & Medical 
Associations, Immigration Authorities and, now even over 600 
Universities in the USA accept the IELTS Score as a requirement for 
admission. 





the student visa. 


The student needs to apply for a visa at the embassy or 
consulate, using the admission documents that he gets 
from the college, university or sponsoring agency for 
the purpose. Student visas are non-immigrant and tempo- 
rary in nature. 

Visas take anything between a week to a month to be issued 
and reach the recipient. Certain countries require students 








special IMPACT Feature 


to undergo a medical examination after the visa interview. 
Students should factor in time for this also. 
Prospective applicants should follow certain basic guidelines: 

Apply several weeks ahead of the date of travel as appoint- 
ments may take time to materialise 

Complete the visa application form accurately 

For the visa interview, students should carry the Visa 
Application form, Passport, Acceptance letter, Scholarship 
letter if any and all academic and financial papers and photo- 
graphs along with all original documents to support their case 

Students should also carry proof of sufficient funds for 
tuition and living expenses for one year and any proof of 
scholarship or financial aid if available 

Be honest and upfront with the Visa Officer 


ndertaking an MBA course is a large commitment both 

in terms of time (full-time programmes run for one or 

two years) and money. 
The main reasons quoted by students for choosing to embark 
upon this route of study are for an increase in salary, to open 
new career opportunities, to further a career and to extend 
personal networks. A good quality course will allow for all of 
these by developing participants' personal skills at the same 
time as extending their knowledge base in the general man- 
agement disciplines in the context of global business. MBA 
programs are an educational course, and as such challenge 
students assumptions and attitudes. Furthermore, knowledge 
accrued on the course is. highly transferable to the world of 
work. The courses which achieve this most effectively bring 
together top quality faculty with students from a variety of 
backgrounds who possess a wealth of experience and ambi- 
tion This combination produces the best possible education- 
al experience which broadens horizons and equips the indi- 
vidual to embrace challenge and change in the future. 
Student culture is also an important consideration. Students 
will learn as much from their fellow students as from faculty 
members, because classmates will represent a wide variety of 
work and cultural backgrounds. Participation in student-run 
organizations, community programs, and international field 
trips can greatly enhance the experience. 
Along with the programme, students should develop skills 
that would stand them in good stead in future. B-school 
students are expected to have basic quantitative skills. 
Reading up on economics, accounting and finance and devel- 
oping familiarity with basic computer skills - Excel, 
Powerpoint and Word will make things easier. 
The influences during an MBA include those of peers, facul- 
ty, in-class and alumni. To make the best use of these experi- 
ences, students should keep a few ‘mantras’ in mind to fully 
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` Visit these websites for a virtual tour of premier MBA institutions in Canada. 
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Website: www.studycanada.ca/india 








YES to IELTS for US education institutions 


IELTS (International English Language Testing System) is getting a loud YES from more than 500 respected institutions in the United 
States of America (USA) with premier universities now utilising IELTS scores for admissions and for scholarships. 


Ivy League and Prestigious School Acceptance 

The role call of universities accepting IELTS includes Ivy League institutions like Brown, Princeton universities, the Graduate School 
of Arts and Sciences (GSAS) of Columbia University and some of the University's other faculties such as the Graduate School of 
International and Public Affairs and the Teachers College. 

At Yale Divinity School IELTS is being used exclusively for non-native speaker applicants to demonstrate their language ability, "The 
IELTS test offers our Admissions Committee and our international applicants a reliable, objective and accessible instrument for judg- 
ing language proficiency. We are happy to include it as part of our admissions requirements," says Associate Dean of Yale Divinity 
School, Anna Ramirez. 

Top-ranked Duke University accepts applications for undergraduate and graduate courses starting on their website. According to 
them, "The IELTS is the preferred English proficiency test." 

Georgetown recognises IELTS for graduate courses only, while the University of Virginia recognises IELTS for both undergraduate 
and graduate admissions. Business and professional schools including the Harvard School of Business, the Harvard School of Public 
Health and Cornell University's Johnson School of Management also welcome students with IELTS test results. 

Henry AS Ledlie, Director of IDP Education Australia: IELTS Australia - India said, "We are seeing a global shift towards IELTS which 
has gained respect as one of the world's most reliable tests. One of the key elements is the consistency of results across more than 
300 Test Centres globally." 

“Another reason why institutions like IELTS is the online verification system which allows organisations who accept IELTS to validate 
an IELTS test report form online immediately,” said Mark Walker, First Secretary (Education Services), British Council. 


Strength in Partnership 

IELTS is jointly managed by University of Cambridge ESOL Examinations (Cambridge ESOL), British Council and IDP Education 
Australia: IELTS Australia and therefore, the IELTS Test conducted by both the British Council and IDP Education Australia: IELTS 
Australia is identical in all aspects of testing. 

For a full list of organisations in the USA that accept IELTS scores or for more information about IELTS log on to wwwielts.org 


make use of the MBA! These include: 

Networking, developing relationships and making friends 
9 Sharing experiences and cultures 
®Peer study group and discussion forums which are invalu- 
able in helping one accept diametrically opposite viewpoints 

Spending quality time with Professors in and after classes 
®Developing the enviable alumni network which can be 
tapped 
9 Learning to prioritise, manage time better and give up less 
important activities 

Practising and developing communication skills and partic- 
ipating in class discussions as weightage is given to case stud- 
ies, discussions and team based assignments. 


Henry A S Ledlie 
s the WTO completes ten years of existence and the 
Internet moves into Internet 2 and the convergence 
between different media and technologies lead to a 
flattening of the earth in the expression of Thomas Friedman, 
it is an appropriate moment to reflect upon some 
major concerns and future directions — for International 








Higher Education. 

If we go by version 3 of the Globalization propounded by 
Friedman, there may be a number of disruptive events in 
the rather placid sea of Higher Education. One of them is 
the emergence of individuals and relatively small research 
groups around them, in different parts of the globe in con- 
trast to large pool of creators of knowledge located within 
the same Geographical Campus and brand as is prevalent 
now. Appropriate links between individuals as well as 
Institutions would release an energy that would provide for 
an accelerated growth in creation and dissemination of 
knowledge. 

While researchers and scientists have always been given 
visas readily for knowledge exchange in seminars and con- 
ferences, delaying a decision on mode 4 GATS visas for 
local delivery of educational services by trans-national edu- 
cators would prove quite detrimental to progress. 

Globally there is firm data to show that the number of seek- 
ers of higher education is exploding, and with the rapid rate 
of knowledge obsolescence, the requirements for 
life-long and continuing education is also growing. They 
can be adequately responded to only by re-engineering 
current teaching - learning processes in addition to the 


































IE LTS International English 
Language Testing System 
English for international opportunity 


Your English is good enough. How can you prove it? IELTS. 





IELTS is a comprehensive test of your English proficiency. IELTS measures your ability to communicate 
using all four language skills — Reading, Listening, Writing and Speaking – language skills 
international employers, education institutions and professional associations are demanding. 


You can take IELTS with the British Council in these locations on these dates in June and July: 

18 June* Ahmedabad, Chennai, Delhi, Hyderabad, Thiruvananthapuram 

23 June* Chandigarh 

25 June Ahmedabad, Bangalore, Chandigarh, Chennai, Cochin, Coimbatore, Delhi, Hyderabad, 
Jaipur, Ludhiana, Kolkata, Mumbai, Patna, Pune, Surat 

9 July Ahmedabad, Bangalore, Baroda, Bhopal, Chandigarh, Chennai, Cochin, Delhi, 
Hyderabad, Jalandhar, Kolkata, Mumbai, Pune, Thiruvananthapuram 

16 July* Ahmedabad, Chennai, Hyderabad, Thiruvananthapuram 

23 July Ahmedabad, Bangalore, Chandigarh, Chennai, Cochin, Coimbatore, Delhi, 
Hyderabad, Kolkata, Lucknow, Ludhiana, Mumbai, Pune, Surat 

28 July* Delhi 


go further 





e Register on-line at www.britishcouncil.org.in/ielts 
e Recognised by over 500 institutions in the US 


British Council, New Delhi British Council, Kolkata 

17 Kasturba Gandhi Marg L&T Chambers, 1st Floor 

New Delhi 110 001 16 Camac Street, Kolkata 700 017 
Tel: 011 5219 9000 Tel: 033 2282 5370 


E-mail: delhi.ielts@in.britishcouncil.org E-mail: ielts.kolkata@in. britishcouncil.org 









British Council, Chennai British Council, Mumbai 
737 Anna Salai Mittal Tower 'C' Wing, 2nd Floor 
Chennai 800 002 Nariman point, Mumbai 400 021 

Tel: 044 5205 0600 Tel: 022 2282 3560 

E-mail: ielts.chennai@in.britishcouncil.org E-mail: ielts. mumbai@in.britishcouncil.org 
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* Academic module only 
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special ИПРАСТ Feature 


MBA in Canada 


What better place to study business than in the number 
one country for doing business? In a recent report by the 
Economist Intelligence Unit, Canada was chosen as the 
best country in the world in which to do business for the 
next five years (2003-2007). Canada moved up three 
spots from the 1998-2002 study, scoring high marks in a 
range of ten categories. 

Canada also offers a wealth of academic opportunities for 
learning about business. Business schools in Canada 
develop future leaders by focusing on analytical, organiza- 
tional and management skills. Business is a broad disci- 
pline, and students can choose from many specializations, 
including finance, marketing, information systems, human resources, entrepreneurship, 
economics, operations management, organizational theory, labour management rela- 
tions, communications, e-business and more. 

With so many choices, it can be difficult to decide where to study, but this diversity 
means students are more likely to find a business program that truly suits their needs. 
After exploring the many available programs in Canada, students can shortlist schools 
based on factors such as areas of specialization, tuition fees, facilities, class size, meth- 
ods of instruction, availability of internships or co-op programs, student support, career 
support services, and location. Management education in Canada is changing so rapid- 
ly that each year more program and options are being made available to students. The 
importance of an international perspective has carried over into the realm of manage- 
ment education, where global trends have affected the structure and content of many 


graduate business programs. 





Maria Mathai 


How to apply for an MBA program in Canada? 


Admission into a Canadian graduate management programs is highly competitive. 
Canadian Universities usually receive applications from more people than they can accept 
and so the admission process is critical. To gain acceptance applicants must do more 
than meet the minimum requirements, they must be able to demonstrate why should the 
institution consider them over other students for admission. Admission requirements 
vary significantly depending on whether the program is targeted to experienced profes- 
sionals or individuals at the very beginning of their career paths. 

Admission requirements- Generally the evaluation of potential candidates for an MBA 
program is based on academic records, GMAT scores, past work experience and a series 
of information-gathering resources including: official academic transcripts/mark sheets, 
personal essays or statements, resumes, letters of reference and sometimes telephonic 
interviews. 

Usually admission officers are looking for integral skills such as motivation, maturity and 
leadership skills, past accomplishments or experiences at work or in campus and com- 
munity activities and academic excellence. 

An MBA degree is usually for 2 years duration and it costs anywhere between 
C$10,000-C$30,000/year. Living costs are at an average of C$ 1 0,000/year. If you are 
looking for an MBA program in Canada you can contact the Canadian Education Centre, 
India www.studycanada.ca/india (under the auspices of the Canadian High Commission). 
Whichever institution you choose, studying business in Canada will help you develop the 
skills to deal with the ever-changing business world, while living in one of the world's 
most exciting and vibrant business environments. (Maria Mathai, Canadian Education 
Centre, India.) 


administrative processes. 

Education will have to learn from the 
hospitality services industry and strive to 
provide a 'wow' experience, not necessari- 
ly for long periods of academic study 
leading to degrees, but as learning sachets 
or small precise packages to meet the 
immediate needs of learners, which they 
can find of immediate use and application. 
New environments in which learners and 
creators of knowledge can interact will 
have to be designed. Clearly the standard 
class-room where hundreds of students 
only see the backs of their fellow-students 
during lecture time, does not provide the 
multi-cultural peer to peer interaction that 
would happen in class-rooms designed to 
promote such interaction. Maybe it is time 
to think of a new kind of educational multi- 
plex in which a number of teaching 
Institutions from across the world could 
share common physical infra-structure for 
residence and interaction in a variety of 
settings that promote universal thinking 
and living, with a modern hi-tech infra- 
structure complete with studios, earth 
stations etc to link them with their coun- 
terparts in other parts of the globe. 
A mesh kind of network between individ- 
uals and Institutions may actually be more 
effective than monolithic self-standing 
organizations. 

The obvious objection to the above 
proposition is the concern about quality, 
accreditation and standards, but these 
have to be responded to in an innovative 
way as well. There is need to put in place 
on an urgent basis an international quali- 
fication framework for undergraduate, 
post graduate, and research degrees which 
would allow the creation of educational 
programs which could lead to the desired 
outcomes. learners could mix and match 
their preferences of subject, 
professor, institutions and locations to 
have a tertiary education experience that 
would give them the right perspective, the 
desired knowledge and a peer network 
that they can cherish and build upon. 
(Author is Director - India, IDP Education Australia) 
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MBA Courses Checklist 


very individual will have their own personal circum- 

stances and requirements, but as an initial guide, this 

simple checklist of points to consider may assist when 
embarking on choosing institutions and MBA courses: 


9s the institution accredited by a national or international 
body? 

®How many full-time faculty does the institution employ, 
and is it large enough to sustain a varied programme? 
$How many teaching hours does the programme include? 
9 What is the size of the course? 

€ What is the learning environment - is it competitive or 
collaborative? 

9s teaching and learning technology incorporated into the 
programme? 

9 What is the cost of the programme? 

9 What is the reputation of the MBA with recruiters. Do 
multi-national companies and consultancies recruit at the 
institution? 

9 How extensive is the network of alumni or past students, 








and do they actively support the programme? 
$ Docs it match the students professional and personal goals? 


Some of the information can be found in guides to MBAs 
and business schools. For details on individual institutions, 
consult their course brochures. At the same time, one 
could also talk to friends and colleagues who have com- 
pleted an MBA for their impressions. 

Remember, an MBA is more than a brand name - it is an 


experience of a lifetime! 








Р ` Success comes to those NUS Business School 2005 Executive Education Programs 
Ке the foresight to upgrade 
before the competition catches up 
® Stanford-NUS Executive Program in m Corporate Social Responsibility 
International Management 26-28 Oct 2005 (English) 





7-11 Nov 2005 (English) 
17-21 Oct 2005 (Chinese) 


31 Jul-19 Aug 2005 (English) 


а Business Analysis & Decision Making 


m General Management Program 9-11 Nov 2005 (English) 
11-22 Jul 2005, 10-21 Oct 2005 (English) 
17-28 Oct 2005 (Chinese) а Sun Tzu: Business Warfare 


27-29 Jui 2005 (English) 


m NUS-SID Governance Program 
28-30 Sep 2005 (English) 


ш Senior Management Program - 
Internationalization Strategies 
24-28 Oct 2005 (Chinese) 


Management Strategies 
whore | 1 17-26 Oct 2005 (Chinese 
^ ) 
3 E Strategic Management 
e лган; y rere ded 14-18 Nov 2005 (English) 
analytical tools which are essential in tackling today's management m Strategic Services Marketing 
^ cum 21-23 Sep 2005 (English) 
` Combining the best principles of the West and applying them to the А 
Asia-Pacific business environment, these programs also allow you to ee” | mw 
срттр фано i business ideas with Cee of Бирине Sandi. NUS Бийин Bool www execed.nus edu sq 
Tel: 4 6874 1 
ттан a S Fe (00) 6872 0041 ее All program fees are subject to 5% GST 
DM "ie Email: exec_edu@nus edu sg for participants in Singapore 
mi ahead competition. 
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EXPAT JOBS 


Second Coming 


As India Inc. explores new businesses and reaches out for global 
markets, it is turning to expat managers for help. Bv SWATI PRASAD 


UICK, WHAT'S COMMON TO 

the director of the coun- 

try's most-celebrated Spa, 
Ananda in the Himalayas, the chief 
executive of just-launched budget 
airline SpiceJet and a consultant at 
Tata's new retail venture? Nothing 
apparently, but for the fact that all 
three positions are manned by 
expatriates. 

What's new, you may say, for as 
long as one can remember chefs 
at most big hotels and chief execu- 
tives at Indian subsidiaries of a lot 
of multinational companies were 
and continue to be expats? Well, in 
a way you could call it the second 
expat coming. As India Inc. goes 
global, enters new lines of busi- 
nesses, or faces competition from 
global biggies right at its doorstep, 
it is scrambling for talent not avai- 
lable domestically. And that's 
making Indian companies, across 
industries as varied as hospitality, 
retail, telecom, mining, aviation 
and infrastructure turn to expats 
for not just senior but even middle- 
level management positions. 

Take low-cost airlines. Both 
Kingfisher Air and SpiceJet had to 
get their head honchos from over- 
seas, simply because there was no 
one in India who had experience 
managing a low-cost carrier. 
SpiceJet's CEO, Mark Winders, had 
developed the Canadian low-cost 
airline Canjet. And Kingfisher’s 
President and coo, Alex Wilcox, is 
a low-cost airline veteran and was 
part of the senior team that 
launched the us low-cost carrier, 
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Time to smile: Spicejet CEO Mark Winders (centre) flanked by two senior executives 


JetBlue, almost five years ago. 
Nor is Winders an exception 
in his firm, for SpiceJet’s head office 
in Gurgaon is peopled with over 
half-a-dozen expats at senior and 


mid management positions. This 
includes cro Gary Osborne, 
Executive vp (Engineering) Roger 
Page, Cabin In-charge David Platas 
and Chief Engineer Sargey Filatov. 


— Demand for expat managers is only expected to rise 


VINYÓVHS HS31IM 


___as more closed sectors open up to private players 1 








"Expats are the flavour of the 
day," says R. Suresh, Country Mana- 
ger of executive search company Stan- 
ton Chase India. Over the last one 
year, Stanton Chase has head-hunted 
around 10 expats to lead big Indian 
companies. 


Global Ambition, Global Talent 
Expats are being brought in to fill the 
crucial experience gap between Indian 
and global managers. The Aditya Birla 
Group, for instance, brought in Kim 
Freeman, a Canadian expatriate, as 
its COO for overlooking mining ope- 
rations of Hindalco in April this year. 
Freeman comes with 30 years of expe- 
rience from Falkonbridge, a Canada- 
based non-ferrous mining group. The 
group also brought in Barry Marshall, 
a global metal industry veteran from 
Hunter Douglas group of companies, 
as head of risk management and busi- 
ness development. 

Helping the Tata Group in its 
global play is Alan Rosling, Executive 
Director, Tata Sons and member of 
the Group Corporate Centre. Rosling 
has served as special advisor to former 
British Prime Minister John Major in 
his policy unit, has been the strategy 
development director at United Dis- 
tillers, and chief executive of Piersons, 
a division of Courtaulds Textiles. At 
another Tata company, Tata Tele- 
services, Greg Young was brought on 
board from Telstra Corporation as 
Head, Network and Value Added 
Services in December 2004. 

In the services sector, where the 
demand for expat mangers is greatest, 
it is not just the hospitality industry 
that is hiring expats with a vengeance, 
but even firms in the organised retail 
and telecom businesses. *There are 
(still) a few skills in the retail industry 
where there is a deficiency of Indian 
talent," says Arvind Singhal, 
Chairman, KSA Technopak India. 
Buying, supply-chain management 
and visual merchandising are a few 


skill sets in organised retail where 
Indian talent is either scarce or inade- 
quate. So, in these areas, many retail 
companies are sourcing functional 
heads, essentially mid-level manage- 
ment positions, from outside the 
country. Star India Bazaar, a hyper- 
market run by Trent (Tata's retail 
company) has an expat consultant 
from French retail major, Carrefour. 


Value For Money 

The best part is that today, hiring an 
expat is no longer an expensive propo- 
sition. "Salaries of Indian executives 
have (also) gone up significantly," 
feels Stanton Chase's Suresh. And 
sometimes, it makes more sense to 
hire an expat, who would cost just a 
shade more than an Indian manager, 
for the international perspective that 
he/she brings to the job. And it seems 
to be working both ways, what with 
expat managers finding shifting base to 
India not just less problematic now, 
but even more rewarding given the 
experience of working in a fast-growing 
emerging market like India. 

Even while industries like spas and 
organised retail work furiously to get 
the skill sets transferred fast to India, 
it looks like this is just the beginning. 
Demand for expat managers is only 
expected to rise, as hitherto closed 
sectors open up for private businesses. 
"Private players who are getting into 
managing airports would require 
expatriates in a big way," says 
Nirupama V.G., Associate Director, 
Team Lease Services, a placement 
firm. A client of Team Lease is wor- 
ried about managing an airport and 
maintaining international standards. In 
India, there is no expertise available in 
running a world-class airport. So much 
so, that this unnamed client of Team 
Lease is also open to sourcing blue-col- 
lar workers, such as security personnel, 
from overseas to reach higher stan- 
dards of operations. Now that would 
truly be reverse-outsourcing! 
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COUNSELLING 


| am a 29-year-old science graduate working for the last 18 
months as a deputy manager in a public sector bank. | 
wish to further my career by pursuing a course in MS 
(Finance) and, eventually get a Chartered Financial Analyst 
(CFA) degree from ICFAI, Hyderabad. Please advise whether 
these options would help me secure my career, or some other 
qualifications are essential. Also, should | change my job? 
As far as changing your job goes, with your back- 
ground and work experience, you should not have a 
problem in getting a job in any of the good private sec- 
tor or multinational banks. A CFA degree or a degree in 
finance will definitely boost your job prospects in the 
banking and financial sectors. You could also opt for an 
MBA programme, specially from one of the top-rung 
B-schools. An MBA degree is in great demand nowadays 
and you could sit for CT this year. You could also check 
out the ICFAI's combined MBA/CFA programme. 


| am a third-year BCom student, awaiting my final results. | 
want to start my own business and have several good busi- 
ness ideas. | am confident that, if implemented, my business 
ideas will be a success. However, coming from a middle-class 
family, | do not have the financial resources to start on my 
own. Should | abandon my dreams and take up a job? 
Always dare to dream but don't become *only a 
dreamer”. If your ideas are good, finances will not be 
hard to get. Venture capitalists will not only back you 
with finances but will also help you in setting up the 
infrastructure. Your ideas should, however, not only be 
good but also practical and commercial. You need 
to have a revenue model or a method by which your 
idea, when put into action, can produce profits. You 
will therefore need to do some homework—first 
shortlist one or two good ideas. Then prepare a pro- 
posal on what resources be will required and how the 
product/service will be marketed. Then approach a ven- 
ture capital firm and discuss the project with them. I 
would also advise you to take up a job after your de- 
gree. Any project takes time to implement and there is 
many a slip between the cup and the lip. By taking up 
a job, you will gain experience and also get get an 
insight into how a company is run. 


HELP 
TARUN! 


| am a 31-year-old electrical engineer, working as a lecturer 
in a private engineering college for over five years. The 
salary is low and the avenues for professional growth are few 
even if | go for further studies. Keeping this in view, | have 
decided to switch careers and move to the insurance field. | 
have registered with the Actuarial Society of India and am 
preparing for my exams. Although it will take about two years 
to make the switch, please advise me what else | can do to 
gain knowledge in this field. 

Since you are already preparing for exams, I would 
advise you to apply for a job in the insurance sector. 
Since you have no prior experience, you will get taken 
in at a junior position. It will, however, help you gain 
a practical understanding of the industry. You could also 
assist an insurance agent and work with him/her on a 
part-time basis. This will work to your advantage as you 
will not have to leave your present job while you are 
preparing for the exams. 


| am an engineering graduate (mechanical) and wish to 
pursue an MBA programme, preferably from one of the 
IIMs. What should my future course of action be? Should | 
appear for CAT this year? If you suggest that | get some 
experience first, what kind of job should | take up? Because 
of family constraints, | could not take up a job after completing 
my B.Tech in April 2004. Could that work against me? 

If you are keen on doing an MBA, I would recom- 
mend that you appear for CaT this year. There is no 
need to wait for a few years since you are not doing 
anything at the moment. In case you are not able to 
get admission this year, then I would suggest you 
take up a job and apply again next year. As to your 
question of whether your doing nothing since April 
2004 will have a negative impact, I would say that it 
could to a minor extent, unless you have a very 
good explanation for it. In any case, it will not 
play a big role in the admission process. Whether you 
take up a job or do post-graduation, both will help 
you in the long run. While a job will give you 
experience, further studies will bring you up-to- 
date in your field of study, especially since you 
have not been doing anything for year now. 


Answers to your career concems are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jhandewalan Extn., New Delhi—1 10055. 
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A Few 
Good Men 


Stock options are back, but should you be lulled? HR for good money and quick career growth? Sure. 


y des DAYS OF IT COMPANIES DOLING OUT GENEROUS 
employee stock options to all comers are clearly 
over. But stock options are nonetheless making some- 
thing of a comeback due to the resurgence in the 
stock market. So, companies such as Infosys and 
Wipro are giving a select group of employees restricted 
stock units at nominal rates. Others like Mphasis 
have offered stock options to meritorious employees 
and still others are experimenting with stock appre- 
ciation rights, where the employee gets the incentive 
of stock appreciation and not the stock itself. The moot 
question is: Should you be lulled into it either as a reten- 
tion tool or an incentive to join a new company? 
“Stock can't be used to bridge a salary gap and 
need not be just for white-hot privately-held com- 
panies to make up for deficient salaries," says Ravi 
Ramu, Chief Financial Officer, Mphasis . While 
stock options may be a tempting bait to join a 
product or start-up technology company, especially 
at the pre-IPO stage, remember well that the humon- 
gous value jumps witnessed by IT stocks in the past 
is, well, a thing of the past. 
RAHUL SACHITANAND 





We're back: Stock options have made a tentative return 









Heidrick & Struggles' Das Mahapatra: Hunting for HR heads 


(ym THOUGHT OF AS UNGLAMOROUS, HUMAN 
resource (HR) professionals, it seems, never had it 
so good. There is a dearth of HR professionals across 
corporate India, and the good ones are being head- 
hunted with a vengeance. Job site Naukri.com has 
reported an over 40 per cent jump in HR job listings in 
the past 12 months. And executive search firm Heidrick 
& Struggles International estimates that at least 200 
searches for HR heads from the country’s top 50 
employers is currently underway. 

Little wonder, salaries for HR professionals have gone 
through the roof. “Today, HR heads for even mid-sized 
companies are being offered Rs 30-40 lakh a year 
compared to half that amount a couple of years ago,” 
says Arun Shankar Das Mahapatra, Managing Partner 
(India), Heidrick & Struggles International. Even then 
finding the right talent is difficult. “That’s why young 
guys don’t have to wait for ages to become HR heads 
now,” says Mohit Mohan of Gilbert Tweed. What's 
best is that HR’s role is evolving from being a mere 
staffing function to being a strategic business partner, 
much like marketing or finance. Any takers? @ 
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Twice as large as the nearest competitor 
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ICICI Bank Limited 
Manager- Branch Banking 
Location: Mumbai 
Experience: 5 - 7 years 

Job ID: 26909856 


Parsec Technologies Limited 
Head Technical Support & Projects 
Location: Gurgaon 

Experience: 10 - 15 years 

Job ID: 29408901 


GlobalHunt India Pvt. Ltd. 
BPO - Vice President 
Location: Hyderabad 
Experience: 12 - 18 years 

Job ID: 22303529 


Newgen Software 
Business Head - South 
Location: Bangalore 
Experience: 10 - 15 years 
Job ID: 28741725 


Zenta Limited 
Manager Quality Process 
Location: Mumbai 
Experience: 5 - 7 years 
Job ID: 29721630 


Accenture India 
Senior Management 
Location: Mumbai 
Experience: 10 - 15 years 
Job ID: 30328211 


Microsoft India 
Senior Consultant 
Location: Hyderabad 
Experience: 5 - 7 years 
Job ID: 29808136 


ReadiMinds 

International Alliance Manager 
Location: Bangalore 
Experience: 6 - 8 years 

Job ID: 18678262 


HOW TO APPLY FOR THESE JOBS: 


1. Logon to www.monsterindia.com 
2. Click on "Search Jobs" link 


3. Typethe job ID number in the "Keyword Search" field 


4. Click the "Search Jobs" button 
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FCS Software Solutions Ltd. 


Sales Head 

Location: Noida 
Experience: 7 - 10 years 
Job ID: 30048468 


Transasia Biomedicals Ltd. 

Vice President - Quality Integration 
Location: Mumbai 

Experience: 15 - 20 years 

Job ID: 28377102 


GreenField Networks 
Manager - ASIC Verification 
Location: Bangalore 
Experience: 7 - 10 years 

Job ID: 28266198 


Dell Computer Co. 
Test Manager - Storage 
Location: Bangalore 
Experience: 7 - 10 years 
Job ID: 29913770 


Elixir Web Solutions 
Head HR 

Location: Pune 
Experience: 7 - 10 years 
Job ID: 30080944 


Apollo Health Street Limited 
General Manager - Human Resources 
Location: Hyderabad 
Experience: 10 - 15 years 
Job ID: 29276800 


IP Soft India Pvt. Ltd. 
Regional Director of Sales 
Location: Bangalore 
Experience: 10 - 15 years 
Job ID: 29509389 


Godrej Infotech 

Business Development Manager 
Location: Chennai 

Experience: 5 - 7 years 

Job ID: 29305584 
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HSBC Software Development 
Senior Technical Analyst 
HSBC 4X» Location: Pune 
Experience: 2 - 5 years 
Job ID: 30192066 


Oracle India Pvt. Ltd. 
Apps Engineers 

ORACLE Location: Hyderabad 
Experience: 2 - 5 years 
Job ID: 28981168 


Kanbay 
eLearning Professionals 
Mranvay Location: Pune 
n Experience: 2 - 5 years 
Job ID: 29715008 


Raffles Software Pvt. Ltd. 
Websphere Portal Server Developer 
Location: Bangalore 

Experience: 2 - 5 years 

Job ID: 30314574 


TMI Network 

General Manager IT 
Location: Hyderabad 
Experience: 12 - 15 years 
Job ID: 30003261 


A 


Misys International Financial Sys. Pvt. Ltd. 
Java Developers 
МИМ ЛД Location: Hyderabad 
I ™ Experience: 2 - 5 years 
Job ID: 30393482 


TCMS 
A Web Designer 
| TCS _ Location: New Delhi 
ik |. Experience: 1 - 2 years 
| Job ID: 30323802 


Cybercom Resources Pvt. Ltd. 

International Business Deve. Executive 
jv" Location: Bangalore 

Experience: 1 - 3 years 

Job ID: 29801634 


HOW TO APPLY FOR THESE JOBS: 

il. Logon to www.monsterindia.com 

2. Click on "Search Jobs" link 

B. Typethe job ID number in the "Keyword Search" field 
4. Click the "Search Jobs" button 
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Wipro Technologies 
Project Engineer - .Net 
Location: Hyderabad 
Experience: 1 - 2 years 
Job ID: 30312919 


TATA Technologies Ltd. 
Oracle Developer 
Location: Mumbai 
Experience: 2 - 5 years 

Job ID: 29578863 


Satyam Computers Services Ltd. 


BSS - Billing 
Location: Bangalore 
Experience: 5 - 7 years 
Job ID: 30315080 


HCL. Technologies Limited 
EAI Specialists 

Location: Mumbai 
Experience: 7 - 10 years 

Job ID: 30314549 


SEEC Technologies Asia 
Microsoft Technologies 
Location: Hyderabad 
Experience: 5 - 7 years 

Job ID: 29999333 


EFI 

Senior Software Engineer 
Location: Bangalore 
Experience: 2 - 5 years 
Job ID: 30363139 


MAQ Software 
Network Administrator 
Location: Mumbai 
Experience: 2 - 5 years 
Job ID: 30383436 


CSC 

Solaris Administration 
Location: Noida 
Experience: 2 - 5 years 
Job ID: 29469687 
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ABN AMRO Bank N.V. 
Personal Banker 

| p АВМАМАО Location: Delhi 
Experience: 1 - 2 years 
Job ID: 30424000 


D.E.Shaw India Software 
| Ws Finance Resource Associate 
-DEShaw&Co Location: Hyderabad 

| Experience: 1 - 2 years 

Job ID: 22150863 


| Hewlett Packard 
Finance Manager 
Location: Delhi 
invent Experience: 6 - 8 years 
Job ID: 29982764 


Continuum Solutions 
Asst. Manager Finance 

Pesun Location: Hyderabad 
Experience: 2 - 5 years 
Job ID: 29845627 


Diebold Systems Pvt. Ltd. 
MIS Manager - Finance 
Location: Mumbai 
Experience: 7 - 10 years 

Job ID: 29695818 


EOfficePlanet India Pvt. Ltd. 
Key Account Manager 
a Location: Kolkata 
——— "|. Experience: 2 - 5 years 
Job ID: 28814357 


UTI Bank 

Manager - Branch Manager 
WW UTI BANK Location: Hyderabad 

Experience: 5 - 7 years 

Job ID: 23954530 


ACS, Inc. 


A SBU Manager - Finance & A/c Operations 
a Location: Bangalore 
A c s Experience: 7 - 10 years 

Job ID: 30318438 3 


HOW TO APPLY FOR THESE JOBS: 

|, Logon со www.monsterindia.com 

2. Click on "Search Jobs" link 

3. Type the job ID number in the "Keyword Search” field 
4. Click the “Search Jobs" button 
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Snecma Aerospace India 

Manager - Finance & Administration 
Location: Bangalore 

Experience: 5 - 7 years 

Job ID: 30159359 


ICS Infrastructure Pvt, Ltd. 
General Manager - Finance 
Location: Mumbai 
Experience: 10 - 15 years 

Job ID: 30002858 


Aditya Birla Group 

General Manager - Finance 

Location: Mumbai 

Experience: 10 - 15 years 7 
Job ID: 29847639 


IDBI Bank Ltd. 

Manager — Trade Finance Operations 
Location: Mumbai 

Experience: 2 - 5 years 

Job ID: 28511476 


Deloitte 

Financial Analyst 
Location: Hyderabad 
Experience: 3 - 5 years 
Job ID: 29653880 


Shreyas Technologies 
Manager Operations - Finance 
Location: Bangalore 
Experience: 7 - 10 years 

Job ID: 30361078 


Vaks Online Services 
Invoicing Manager 
Location: Bangalore 
Experience: 6 - 8 years 
Job ID: 30324236 


BPL Mobile 
Executive Accounts 
Location: Mumbai 
Experience: 2 - 5 years 
Job ID: 29959250 
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Intel 

Field Sales Engineer 
intel Location: Bangalore 

Experience: 7 - 10 years 

Job ID: 30296364 


The Human Capital 
Regional Director of Sales 

e mon con®! Location: Bangalore 
Experience: 10 - 15 years 
Job ID: 29509149 


Rely - ON 

Corporate Sales 
Location: New Delhi 
Experience: 1 - 2 years 
Job ID: 24553843 


ANG2 IT Solutions 
> Marketing Managers 
ANG? Location: Delhi 
ANQ2 IT Solutions : 
Experience: 2 - 5 years 
Job ID: 30086574 


3rd EYE 
Head Marketing 

@ sra Eye Location: Chennai 
Experience: 10 - 15 years 
Job ID: 30232781 


Shoppers's Stop 
Unit Visual Merchandiser 
Location: Mumbai 

| o9». Experience: 1 - 2 years 
Job ID: 29915983 


NCR 


eo Implementation Coordinator (IC) 


Location: Mumbai 
Experience: 2 - 5 years 
Job ID: 30322069 


www.ncr.com 


GMM Pfaudler Ltd. 
Regional Manager - South 

> Ouest Location: Hyderabad 
Experience: 10 - 15 years 
Job ID: 29059174 


HOW TO APPLY FOR THESE JOBS: 


|. Logon to www.monsterindia.com 
2. Click on “Search Jobs” link 


3. Type the job ID number in the “Keyword Search" field 


4. Click the “Search Jobs” button 
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Netscribes India Pvt. Ltd. 
Manager-Sales & Business Development 
Location: Mumbai 

Experience: 2 - 5 years 

Job ID: 29845839 


EdVenture Systems Inc. 
Marketing Co-ordinator 
Location: Pune 
Experience: 1 - 2 years 
Job ID: 26556257 


Frost & Sullivan India Pvt. Ltd. 
Business Development Executive 
Location: Chennai 

Experience: 1 - 2 years 

Job ID: 30159648 


Parsec Interact 
Manager - Sales 
Location: Gurgaon 
Experience: 5 - 7 years 
Job ID: 29354014 


Sapient 

Senior Associate - Marketing 
Location: New Delhi 
Experience: 5 - 7 years 

Job ID: 30202101 





Talisma Corporation 
Area Sales Manager 
Location: Bangalore 
Experience: 2 - 5 years 
Job ID: 30359723 


Fedders Corporation 
Assistant Manager - Sales 
Location: Chandigarh 
Experience: 5 - 7 years 
Job ID: 30002979 


Sanmar Group 
Engineer - Sales 
Location: Kolkatta 
Experience: 2 - 5 years 
Job ID: 29992345 
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ID parade: Do they/their spouses/parents work in embassies? Are they tourists? Or blue-collar workers? 


Provocatively 
Politically Incorrect 


The right questions often remain unasked, says an economist-writer 


duo and proceeds to ask them. 


T WAS A HOT SUNDAY AFTER- 
I: in May when I expe- 

rienced what must qualify as 
my first epiphany in economics. 
Coincidentally, I ran into one 
of India's best-known econo- 
mists shortly after, but I am 
getting ahead of the story. I 
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A ROGUE ECONOMIST EXPLORES 
THE HIDDEN SIDE OF EVERYTHING 
By Steven D. Levitt and 

Stephen J. Dubner 

William Morrow 

Hardcover; 242 pages 

Price: Rs 810 


was in the market to pick up 
money from an ATM and 
some beer (not from an ATM, 
alas) when I noticed some- 
thing strange. The place was 
filled with foreigners. Now, 
foreigners are a fairly com- 
mon sight in Delhi, especially 

















in this market as it is close to where several 
embassies are based and where the employees of 
these embassies reside. 

What struck me as being strange was the fact that 
these foreigners weren’t (or at least didn’t look like) 
people who worked in embassies, I saw several swarthy 
Caucasian males (with ruddy-complexioned women, 


presumably their mates) moving purposefully around ' 


the market in shorts and T-shirts (some with sleeves, 
others without), exposing elaborate tattoos of the 
kind common among the lower-income groups in 
other parts of the world. 

Foreigners with tattoos, again, are a common 
sight in Delhi, especially in the summer-months 
when it makes sense for budget-travellers to visit the 
country (the heat keeps away the well-heeled who 
are, doubtless, less endowed on the tattoo front), but 
these weren't tourists, either (no cameras, no back- 
packs, and they were shopping for groceries, beer 
and the like). Maybe the Indian economic story is 
real after all, I told myself, if the country was 

‚ becoming a better place to work for blue-collared 
workers from other parts of the world than their 
; own home countries. 

Then, I literally ran into the economist who 
was in the market for more or less the same reason 
I was. We exchanged greetings and goodbyes, then 
realised we were headed for the same destination, 
a small bookstore in the market. The economist 
asked for the copy of a database of the Indian 
infrastructure sector that had recently been released, 
was disappointed that the store didn't have it in 
stock (and never would), and left. And I picked up 
a copy of Freakonomics. 

A third of the way into the book, Steven Levitt, a 
heralded young professor of economics at the University 
of Chicago and Stephen Dubner, a journalist based in 
New York who writes for Tbe New York Times 
Magazine and Tbe New Yorker, write about how John 
Kenneth Galbraith coined the term conventional wis- 
dom. He did not consider it a compliment, they write: 


“We associate truth with convenience," be wrote, 
“with what most closely accords with self-interest 
and personal well-being or promises best to avoid 
awkward effort or unwelcome dislocation of life. We 
also find highly acceptable what contributes most to 
self-esteem.” 


Economic and social behaviour, Galbraith 
continued, “are complex, and to comprehend their 
character is mentally tiring. Therefore, we adhere, as 
— though to a raft, to those ideas which represent 
our understanding". 





Freakonomics is a celebration of unconventional 
wisdom. Using basic economic principles (such as 
the one about incentives being the *cornerstone of 
modern life"), and data, the authors then proceed 
to ask, and answer a range of questions, some seem- ` 
ingly trivial, others not so, and still others, horribly. 
politically incorrect. For instance, they argue, the Us 
Supreme Court's ruling in Roe vs Wade allowing 
legalised abortion across the country (on January 22, 
1973) resulted, a generation later, in “the greatest. 
crime drop in recorded history". There are more 
such: high-stakes testing, “part of the No Child Left 
Behind Law signed by President Bush in 2002” and 
already accepted practice in most states—apart from 
testing the students, the results are also used to assess 
how schools fared; those that are under-performers are 
often shut—the authors say, encourages teachers to 


cheat. And contrary to popular perception, drug dea- 


lers do not make much money, which is why most still 
live with their mothers. 

This writer doesn’t know Levitt (in any other way 
than from his writings) but it is evident that the man 
is a throw-back to a period when economics was a 
discipline driven by curiosity, that encouraged old- 
fashioned philosophical debate, and which was, 
consequently, that much more fun. Today, eco- 
nomics is driven by math, and since this writer has 
had occasion to study both subjects, the less said 
about this, the better. Levitt and Dubner do resort 
to math, but only to prove their arguments. The 
premise comes first, not the math. : 

It is also evident that Levitt has benefited from 
being an economist, part of an order known for its libe- 
ral outlook on life, as opposed to say a eugenicist 
(although he was accused of being one after authoring 
a paper based on his abortion-crime theory). That, 
apart from the sheer merit and rigour of his arguments, 
could explain why he and his writings have met with 
a happier fate than the late Richard J. Hernstein and 
Charles Murray who argued in The Bell Curve, that 
whites are smarter than blacks because of their 
respective gene pools. 

The only misgiving I have about Freakonomics—this 
has nothing to do with the book—is that economists 
and writets start asking the kind of questions Levitt 
does in the Indian context. There are, no doubt, 
several obvious questions that remain unasked because 
it would be inconvenient to do so. For instance, why 
are so many of India’s CEOs Brahmins? Or, how has the 
exodus of engineers from Chennai to the us led to 4 
water scarcity in the city? In the absence of audited and 
accurate data, this writer fears, answers to these ques- 
tions would neither be accurate, nor, convenient. Ell 
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BACK OF THE BOOK 





A Washington DC conference provides a stage for the Indian 
Institutes of Technology (IITs) to reinforce their global standing. 
BY ANIL PADMANABHAN IN WASHINGTON DC 


N THE WORLD'S STRONGEST ECONOMY, THE THREE- 
letter abbreviation that symbolises India best 
isn’t UPA or NDA but IIT. This was evident at the 
third global Рап-пт conference held at 
Washington Dc in the third weekend of May. Pan- 
IIT is a not for-profit umbrella organisation that merges 
the various chapters of the irr family. And the run-up to 
this, the third conference, had been perfect: the us 
Congress had bestowed it an official pat on the back (see 
Time For Recognition), the state governments of 


Maryland and Virginia followed suit, and then, there 
were the speakers scheduled to speak at the meet: 
Larry Summers, Jack Welch, C.K. Prahalad and the like. 

The 1,200 alumni who gathered for the conference 
from all parts of the world networked heavily, partied 
hard and managed to strike a blow for the irrs. The 
government of India did enough to suggest that it was 
well on track to initiating measures to address some of 
the issues and challenges facing India's best-known 
technology schools. “The irrs are now aspiring to 


THE GLOBAL SCHOOL HEALTH 
_ THIS MAN THROWS LIGHT ON DEEP WATERS PEOPLE 


become international research institutions,” said 
Arjun Singh, India’s minister in charge of Human TIME FOR RECOGNITION 
Resource Development in a written speech that was 
read out (he had to skip the Washington do). “For this 


N MAY, THE US CONGRESS f T FFICIAL SEAL ON WHAT THE 


American corporate sector has already acknowledged 





ambitions transformation, we need the help, sup- many times over about the singular contribution to the US 
port and contributions of all, including alumni.” His economy of the near 40,000-plus IIT alumni. Almost 
speech then proceeded to list some of these measures simultaneously, the state governments of Maryland and 
(coincidentally, the same as the recommendations Virginia, in individual proclamations, declared May 
suggested by the Rama Rao Committee that the 2005 as the Global IIT-India American Heritage montt 
government set up to study the challenges facing joining the chorus, as it were 

the 17; the recommendations have just been sub- Without mincing words, Congressman Tom Davis 
mitted): allowing alumni to directly route funds to while moving the resolution, t IIT gr 





their alma mater without routing them through the 
Bharat Shiksha Kosh, a fund set up by the previous 
HRD minister Murli Manohar Joshi; permitting the 
schools to recruit adjunct faculty from other countries; 
and allowing faculty members to consult with com- 
panies in other countries. While none of these trans- 


duates are estimated to have created 150,000 jobs in the 
US, and a large number of new start-up ventures (60 per 
cent by one count) in Silicon Valley have at leas! T 
graduate in their "C" Executive Suite. In India, the sta 
tistics are more impressive, over 1 million jobs cre 

and several IIT alumni in senior management f 

in almost every major company. In short, the impact 


lates into the government relinquishing control, each IIT, through its graduates, is felt broadly ar 
is just the kind of thing the irrs have been clamouring around the globe.’ 
for. In many ways, the third conference marks the cul- Significant, especially given | 





mination of one phase, and hopefully the beginning is not even a lobby presence 





They are all ‘former’ but IIT is very current: 








of another, of the irr story that began, in the month of 
May, without much fanfare 55 years ago. 


How It All Began 


The first Indian Institute of Technology came up at 
Kharagpur. The construction of the institute began 
in May, 1950, at the site of what was the Hijli 
Detention Camp, where political prisoners, including 
Jawaharlal Nehru, India’s then Prime Minister, were 
incarcerated by the British. The institute was formally 
inaugurated on August 18, 1951. In fact, the prime 
minister was around when the first convocation was 
held in 1956. At that time Nehru had remarked, “Here 
in the place of that Hijli Detention Camp stands this fine 
monument of India, representing India’s urges, India’s 
future in the making. This pictures seems to be symbolic 
of changes that are coming to India.” 

Nehru’s words were to prove prescient; however, 
the real change the irs have wrought is in the way the 
world sees India. The us was the first country to be 
affected by this change. Attracted by better opportunities 
in the United States, graduates from the пт family 
began to make their way to this country. Here, they 
began to script the more modern history of Indian 
immigrants in the United States. And here, unknown to 
most people, they became a very important cog in 
the technology and managerial revolution that was 
beginning to take root in the 1960s and 1970s. Today, 
India too has made the cut (the process started in the 
1990s), and the network of the irr alumni—estimated 
at about 150,000—spans the globe, from Australia to 
the us, with the single largest chunk, about a third, loca- 
ted in the last. “As a brand, itr is pretty strong already 
in the technological circles,” says Pradeep Kaul, 
Executive Vice President, Hughes Network Systems. 

Ла public perception, the itr story has been linked 
to Silicon Valley and the dot-com boom that engen- 
dered the single biggest burst of millionaires of Indian 
origin. Interestingly, however, the real ПТ story goes 
much beyond Silicon Valley. Even within the us, ir 
alumni can be found in leadership and managerial 
positions in a raft of private companies and institutions, 
even the National Aeronautics and Space Adminis- 
tration (NASA). "One thing that we have clearly estab- 
lished in this country and globally is that irr is not just 
about engineers and technologists," says Rajat Gupta, 
the former McKinsey Chief and presently co-chair 
of the Pan-itr governing body. “It is a training ground 
for leaders. Its selection system and fairly well rounded 
programme has given us the ability to make a difference 
to the institutions that we join." 

Gupta should know as he was among the first to 
break the glass ceiling when he took over the reins at 
McKinsey. Since then, there have been others like 
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Arun Sarin, who took over as the boss at Vodafone, 
Muktesh Pant, who until recently was the Chief 
Marketing Officer at Reebok International, Rakesh 
Gangawal, former CEO of us Airways, Rono Datta, 
former CEO of United Airlines and Victor Menezes of 
Citibank, who have chosen to chart a different, but 
equally successful, path other than in technology. 


Miles To Go Still 

The variegated membership has turned the alumni 
body into a strong entity. Together with the fortuitous 
shift in circumstances, wherein India is now viewed as 
the next economic destination, it has given the nT fra- 
ternity an opportunity to write a fresh chapter in its 
impressive history. 

To realise their potential in a very globalised world, 
the irTs understand that there are several hurdles to be 
tided over. Nearly two decades after the first review 
panel—under Hiten Bhaya—pointed out the lacunae, the 
very same issues continue to challenge these institu- 
tions. They have, if anything, become even more acute. 

Money isn't a constraint at the institutional level, 
yet it continues to wreak havoc at the individual level. 
For instance, at пт Chennai about 120 staffers have 
been added to the faculty over the last four years; in the 
same period, about 90 people have retired; given this 
attrition rate, the school has about 80-100 vacancies in 
its faculty. The prime reason for poor recruitment 
to the faculty has been the inability of the school 
(and other пт) to provide an enticing compensation 


AND THE GOVERNMENT RESPONDS. 





package. This, when they compete for talent with 
schools like Mrr and Harvard that not only possess huge 
endowments, but are also able to offer flexible com- 
pensation packages. Unlike in India, in the Us com- 
pensation is based on classroom lectures, sponsored 
research and outside consulting. It is only recently 
that the Indian government has allowed the professors 
to do outside consulting. 

“The other problem (just like the review panel 
had reported) is that we do not have sufficient number 
of PhDs being created in the system who specialise in 
technical issues," says Dr K.N. Satyanarayana, Professor, 
Building Technology & Construction Management 
Division, Department of Civil Engineering, irr Chennai. 
“In fact, there are more Engineering PhDs, former IIT 
students, being created in the us." 

However, there has been one significant shift in cir- 
cumstances since the Hiten Bhaya Review Panel had first 
addressed these issues. Today, India is a global desti- 
nation, not just for technology, but also increasingly for 
manufacture. This has clearly mitigated the factors 
that made it almost impossible to wean away IIT alumni 
from lucrative occupations abroad to the more chal- 
lenging environment back in India. 

Typically, what happens in the life cycle of a tech- 
nology country like India is that in the initial years it is 
viewed as a resource pool, a country with a wonderful 
education system that churns out world class engi- 
neers. It was this phase that led to the creation of 
technology migrants, most of whom belong to the irr 
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fraternity. Now India is gearing up to move to the next 
level, wherein a larger number of graduates from 
institutions like the 1175 are staying on in India to take 
advantage of the emerging opportunities. This cycle is 
all but complete. *The industries within India are 
beginning to grow and expand,” says Kaul. “Not only 
are services being exported, but also intellectual property 
is now being developed in India. The next wave will see 
India being seen as a world class provider of products— 
creating and servicing them." 


Pointers To The Future 

The conference generated pointers for the direc- 
tion of change. In his keynote address, Larry 
Summers, the former Treasury Secretary and at pre- 
sent President of Harvard University, maintained 
that the hallmark of a world-class institution was pro- 
tecting and fostering fundamental values, and fos- 
tering a genuine platform for debate. According to 
Professor C.K. Prahalad, a professor at the University 
of Michigan and a management guru, the focus of the 
Ts should be driven by the objective of generating 
“local solutions with global standards". Outlining his 
pet argument of seeing the economically-disenfran- 
chised five billion of the global population as an 
opportunity rather than as a challenge, he said, “A 
good university would be successful if it allowed 
for access, affordability and availability." 

The third conference clearly underlined the 
momentum that the рап-ПТ organisation has gene- 
rated ever since the first meeting in San Francisco 
three years ago. The fortuitous shift in circumstances, 
wherein India is now viewed as the next economic 
miracle, has made it much easier to channellise the 
energies of the alumni. Unlike an MIT or Carnegie 
Melon, where the students are of multinational 
descent, the Indian origin of the nearly 140,000 
alumni has no doubt given the IITs a very unique sta- 
tus in the world. The launch of the pan-ırr card, 
wherein a portion of the money spent would be 
earmarked for the alma mater, will no doubt ensure 
a steady stream of resources. About 600—of the 
1,200 who turned up—alumni had already signed up 
for the card by the final day of the conference. 

The next few years will surely spell out how suc- 
cessful the triumvirate of government, IIT management 
and alumni has been in realising the potential of 
the institutions along with that of the country. As 
Prahalad put it: “There are two types of bragging 
rights. One is to generate Nobel Prize winners. The 
other is to provide the largest technical manpower 
pool in the world. We have the potential to do it. It 
will not only make a difference to itself (India) but 
also to the rest of the world.” 
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This Man Throws Light On Deep Waters 





He proposes to study the seismologically-active Andaman and Nicobar islands. 


ANUMANT SINGH WENT TO THE US TO BECOME 

a computer jock. Nothing unusual about 

that; thousands of Indians follow the same 

course every year. Except that Singh’s 
conventional story takes a twist; he did do his com- 
puter engineering, but then went on to do PhD in 
oceanographic engineering. 

How do you define an ocean engineer? Singh, 
who is in his mid-30s, is a bit of everything, part 
biologist, part seismologist, part electronics engineer, 
part marine archaeologist and part geologist. He 
works with underwater vehicles and robots to study 
oceans and their impact on our lives. Ask him how he 
got interested in oceans, coming as he does from 
Chandigarh, which is miles away from any ocean, 
and Singh quips: “It has a lake.” 

As an assistant scientist at the Woods Hole 
Oceanographic Institution (WHOI), Massachusetts, 
Singh is at present writing a proposal to carry out 
research in the Bay of Bengal. “The Andaman and 
Nicobar islands are among the most seismologically- 
active regions in the world. It would be interesting as 
well as prudent to mount an expedition there, par- 
ticularly in the wake of the tsunami last year,” he 
says. It will be no easy task as the Bay of Bengal is hea- 
vily sedimented, making it difficult to study and map 
features on the ocean floor. If things go to plan, the 
project should be on next year. 

Singh is in India to gather some information for his 
proposal, and visit family and friends in Chandigarh. He 
did his schooling there at St Johns. After one year at 
Punjab Engineering College, he moved to the us to 
study computer engineering at George Mason 
University. How he ended up іп WHOI, which is an inde- 
pendent marine research and engineering organisa- 
tion, is another story. 

“I was your typical broke student, looking for 
work to make some extra money, and I saw this ad 
from WHOI. Strangely enough, they were looking for 
someone who could write computer code, which is 
what I did." That was in 1989. 

He talks about how he and his team design and use 
autonomous underwater vehicles and robots to map and 
take images of ancient shipwrecks, hydrothermal vents 
and coral reefs, and unravel other mysteries of ocean 
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WHOI's Singh: A man of many parts 


science. Recently, he and his team pictured an amazingly 
healthy deep-water coral reef off Puerto Rico. 

Incidentally, a team from the institute led by scientist 
Bob Ballard had discovered the wreck of the Titanic. 
While it is pivotal work, Singh thinks it also over- 
shadows the other relevant work that the institute 
does. “The Titanic sank, let's get over it,” he says. 
He would like to talk about hydrothermal vents, which 
are like geysers on the ocean floor and support a thri- 
ving ecosystem. Scientists believe that hydrothermal 
vents beneath the ice-covered Arctic Ocean could pro- 
vide clues to the origin of life on this planet. 

Singh also feels that space science is overrated. 
“Every shuttle expedition costs about $500 million 
(Rs 2,200 crore). We can only dream of such budgets. 
The human race knows more about the dark side of the 
moon than we know about the bottom of the seas." 

Singh should know; exploring the deepest parts of 
the ocean is his mission. The other thing he wants to do 
is complete a marathon in under three hours. He took 
part in the Boston Marathon in 1994. “The last six miles 
are the killer," he says. You see, they aren't underwater. 
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TREADMILL 
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BELT-TIGHTENING TIME 


HE NEW GYM I'M GOING 
| to is a plush, glass-and- 
chrome affair with 
state-of-the-art equipment, 
polished trainers and smart 
spot-boys. The members are 
all spandexed and brand- 
tagged. Everyone smells nice; 
they smile at each other and 
make polite small-talk. Quite 
a change from the gyms I’ve been used to where 
sweaty, smelly muscle-bound lifters groan, yell and 
shout profanities all the time. The other thing I 
noticed is the number of accessories people carry: 
training gloves, arm-bands, knee-caps and lifting 
belts. It's these last mentioned items that Га like to 
draw attention to. Lifting belts. 

Time was when lifting belts were worn by 
uber-huge powerlifters, snatching and jerking their 
way to medals at the Olympics or other athletic 
events. Now, however, every serious gym goer 
seems to carry one. I’ve seen grown men lift puny 
five-pound dumb-bells wearing belts or do weight- 
free squats with the said items strapped around 
their waists. Does it matter? Do lifting belts help? 

Lifting belts support the lower back when 
you are lifting heavy weights while standing on 
your feet—think weighted squats, dead-lifts, even 
overhead lifts like upright military presses for 
the shoulders. Belts help reduce stress on the 
lower back by pressing down on your abdominal 
cavity, thereby providing support from the front. 

When worn, lifting belts have to be tight 
around the waist but loosened immediately after 
doing each set of an exercise, This is because a very 
tight belt can push up your blood pressure. Thus, 
if you’re doing squats, tighten the belt during 
the set but loosen it immediately afterwards. 

Belts are of no use in exercises that do not put 
pressure on your spinal erectors (muscles that 
hold up the lower back), or involve lifting light to 
moderate weights. Always check with a trainer or 
a physiotherapist (yes, my new gym has a resident 
physiotherapist!) whether you should wear a belt 
or not, particularly if you plan to lift heavy weights. 
Caveat: The physical exercises described in 
Treadmill are not recommendations. Readers 
should exercise caution and consult a physician 
before attempting to follow any of these. 
` MUSCLES MANI 
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Banking Baroness 


VERYBODY IN INDIA KNOWS THAT ICICI BANK IS THI 
| iae aggressive bank in the business. And 
most people also know that Chanda Kochhar, 
the bank's 43-year-old Executive Director, is one 
of the prime drivers of its retail strategy. Not sur- 
prising, then, that the influential Asiam Banker 
magazine should pick Kochhar's ICICI from among 
70 banks in 14 countries for the Retail Banker 
Award 2004. Kochhar, according to the award 
citation, *exemplifies the extent to which a banker 
can influence the banking services of a nation". 
That's no exaggeration. Over the last five years, 
Kochhar, an MBA from Jamnalal Bajaj, has led the 
huge transformation of the bank's retail business, 
making it the #1 player in retail banking. It has 
more than 10 million customers, and a 30 per 
cent share in loans. Says Kochhar: *For the bank as 
a whole, we should be setting best practices for 
global bankers to follow." Now that's a target 
worth shooting at. 





Hot Property 


OT TOO LONG AGO, HE WAS THEIR RIVAL IN THE 
IN еы markets. Now, he'll be advising 
them on their India strategy. Teva Pharmaceuticals, the 
$4.8-billion (Rs 21,120-crore), Israel-based generics 
giant, recently roped in former Ranbaxy CEO, Devinder 
Singh Brar, to advise them on India. When contacted, 

Brar wouldn’t deny or confirm the 
à development, although he did say 
\ that he currently has three con- 
sulting assignments. That apart, 
| Brar is the Chairman of GVK 
9 Biosciences, a Hyderabad-based 
services company where Sanjay 
Reddy of the GVK Group is an 
equal partner. Barely a year old, 
GVK Biosciences already has 480 
employees on its payrolls and plans 
to up the number to 760 by the 
end of this year. So why consult? 
Says Brar, who divides time 
between Delhi, where his 
home is, and Hyderabad: “It 
keeps me busy and abreast 
of developments in the 
pharma industry." Not that 
there was any real risk of 
his losing touch. 
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Talking Nano 


ROMOD HAQUE, 57, MAY HAVE FALLEN SEVEN PLACES 
PS Forbes’ Midas List 2005 (which ranks venture 
capitalists) to #8, but he's staying with his big picture. 
Which, in his case, is nanotechnology. Haque's firm 
Norwest Venture Partners, where he's a managing 
partner, already has a $40-million (Rs 176-crore) 
investment in California-based Nano-Tex, but his big 
nanotech story could well get written in India. 
"Eventually you could see the emergence of (nanotech) 
product companies in India," says Haque. His other big 
bet: a sub-$20 (Rs 880) handset, which, he says, could 
be a $1-billion (Rs 4,400-crore) market. 





Flight Of Fancy? 


A WILCOX IS A MAN ON A MISSION. BARELY 35 
and coo of Vijay Mallya’s newly-launched 
value airline, Kingfisher Airlines, Wilcox is promi- 
sing profits in year one. In the notoriously 
unprofitable industry—at least in the Us from 
where he comes—that must sound incredible. Yet, 
Wilcox, who worked with JetBlue before he 
signed up with Kingfisher, says he knows what 
he’s doing. “This is a tremendous market; every 
plane you add fills up in no time,” says the native 
of Florida. But isn’t Kingfisher’s low-cost, full- 
service model more risky than, say, Air Deccan’s 
no-frills strategy? “I bring in extensive knowledge 
of the aviation business and my Indian colleagues 
know the Indian consumer. Together, I think we 
have created a unique product that will do very 
well,” says the man who’s been having tandoori 
for lunch almost every day. We'll be watching. 
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Publishing Bug 


NCE A PUBLISHER, ALWAYS A PUBLISHER. 

least for Hoshang Billimoria, former Vi 
Chairman and Managing Director of 1 
Infomedia. Last year, ICIC! Venture snapped 
the Tata company, leading to Billimoria's exit 
a change in management. Now, the 53-year-old 
has resurfaced as the CEO of Next Gen Publishi 
an outfit promoted by the Forbes Group 
HDFC. *The publishing bug was too strong," 
grins Billimoria. The company has alreac 
launched the Forbes Yellow Pages in Ahmedabad 
and New Delhi, besides Smart Photography 
monthly. He is now looking at more magazit 
titles, including some specialised international 
ones (he wouldn't reveal which). In another fiv« 
years Or SO, he hopes to cobble together 1 sizeal 
empire, comprising 20 periodicals. Looks lil 
Billimoria's second coming may be m 
interesting than the first. @ 
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Adapt To Change 


PRAMOD BHASIN, President & CEO, Gecis Global 


EADERSHIP IS NOT JUST ABOUT SETTING 

goals and establishing a vision. It’s 

about energising the entire organisation 
with a passion to succeed. It’s about simpli- 
fying issues and identifying the key drivers to 
success, and then focussing on execution. 
It’s about picking great people and taking 
them beyond the limits of what they thought 
they could achieve. A true leader believes in 
being informal so that the flow of informa- 
tion is easy and quick, 

It’s true that leadership has different 
shapes and hues, and the world’s business 
leaders represent all of them. Some are open, 
competitive and charismatic; others are 
quiet, consensual and not overly aggressive. 
In different instances, all of them have pro- 
duced exceptional results, but the same 
leader in a different role falls flat on his 
face. Why? In many cases, it’s not the lack of 
skills but the inability to change and adapt— 
to a new culture, a changing business 


environment or competitive pressures. 

Leadership is about building a unique 
culture with terrific values but still being 
adaptable to change. Doing all of these with 
absolutely the highest level of integrity so that 
everyone in the organisation is proud to be 
a part of the business is what I think is right 
leadership. And, finally, it’s about intensive 
people management to build an outstanding 
team. Mostly it is measurable by consistent, 
long-term, sustainable results. 

Businesses that win or lose often do so 
not because of poor strategies but because 
they can’t execute. Getting an organisation 
that focusses on execution as much as on 
strategy is vital, Leadership is also about 
being opportunistic as well as rigorous. 

There are several contradictions within 
leadership. As Charles Darwin said—“It’s 
not the strongest that survive, neither is it 
the most intelligent, but those most 
responsive to change." @ 
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ADAPT to an efficient way of managing customers. 


To grow faster, organizations need to manage their customers effectively and efficiently. That's where Hd 
ADAPTcrm™ comes in. A moderately priced end-to-end Customer Relationship Management (CRM) software тм 
solution, ADAPTcrm'" is characterized by leading-edge technology, user friendliness, comprehensive ADAPT 
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From The Editor 


ALARIES THIS SUMMER ARE AS HOT AS THE WEATHER. 

Across industry, managers and executives, particu- 

larly at middle and senior levels, have seldom had it 
so good. On the top rungs of the corporate echelon, 
salaries are rapidly reaching, and breaching, the magic 
eight-digit level of Rs 1 crore. At top-tier MNCs and 
Indian companies, more senior managers are pulling in 
Rs 80 lakh-plus pay packets than they have had in the 
past. And several have seen annual salary hikes that are 40 
per cent or more. Predictably, the rise has been most 
remarkable in the rr and rr-enabled services sectors, but 
by no means has skyrocketing salaries been a phenome- 
non restricted to just these. With competition heightening 
in a welter of other sectors, demand for managers and 
executives is fast outstripping supply and, consequently, 
salaries are moving sharply northwards. Some of these 
industries have not witnessed such buoyancy in salaries for 
a long while. In the aviation sector, pilots, ground staff 
and engineers are getting as high as 50-100 per cent 
hikes in salaries, a phenomenon that last happened 12 
years ago when the government first allowed private 
domestic airlines. This time, it's another new wave of air- 
lines that is causing it. 

With financial services, including 
banking, booming, banks and financial 
services companies are on a hiring spree, 
thus, driving up pay packets in that sector. 
A similar story is being played out in 
pharmaceuticals, retail and telecom sec- 
tors, all of which are witnessing sharp 
hikes in employee salaries. Even engi- 
neering and manufacturing companies, traditionally con- 
servative paymasters, are being forced to hike pay packages. 

Increased competition, a general growth in business and 
profits, and a scramble for talent are driving salaries up. And 
those at the receiving end aren't complaining! BTs Supriya 
Shrinate, along with other team members, has put together 
this issue’s cover story that examines this heady trend up 
close. We bring you sectoral analyses, a range of estimates 
and forecasts as well as a look at the 10 hottest sectors 
where salaries have been growing at a scorching rate. 

If our reports about fatter pay packets don't please you 
enough, then perhaps this will. The Business Today- 
Indica Research Consumer Sentiment Index has hit an all- 
time high. In just four months since January this year, the 
index (started in August 2002) has jumped 22 per cent. 
What's more, the good mood pervades all four regions of 
the country. The Indian consumer, as our index and 
the related feature story finds, is ecstatic and in the 
mood to splurge. That should be music to marketers’ ears. 

This issue's special is our annual report on India's 
Most Investor-Friendly Companies, which lists com- 
panies that reward their shareholders the best: there are 
quite a few surprises this year. 
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Global Managers 

Apropos your cover story The Best 
B-schools (Br, June 19, 2005), the 
fact that international companies 
are hiring from our premier 
B-schools shows that 
they are on the same 
footing as Ivy League 
colleges. But are our 
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business schools churning out suf- 
ficient number of MBAs for India 
Inc.? It does not seem so as your 
other article Second Coming shows 
that many companies are hiring 
expat managers. At the same time, 
the article was informative for MBA 
wannabes like me, though it is 
regretful that the IIMs were missing 
from the list. 

ANUP MAHESHWARI, through e-mail 





: Your cover story The Best B-schools 

І (вт, June 19, 2005), deserves praise 

as the survey has taken all relevant 

parameters into consideration. The 

crux of the matter is that an MBA 

И from a top-notch school is a ticket 

to corporate stardom. There were 

no surprises in that IIM-A continues 

to be at the top of the list. But it 

cannot afford to be complacent if it 

wants to maintain this lead as your 

study clearly shows that its brand 

equity score has dipped consi- 
derably since the last time. 

SWARNA, through e-mail 





Your cover story The Best B-schools 
(ВТ, June 19, 2005), is a window to 
the management world for an MBA 
aspirant, being both exhaustive and 
informative. All aspects like various 
management institutions, courses 
they offer, recruitment procedure 
and career options have been han- 
dled in a concise manner. 

VINJAMURY PADMINI, through e-mail 


Road To Chaos 

Apropos your story Rush Hour 3 
(Br, June 19), running out of 
capacity and risk of a slump might 
be haunting the major players in 
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the automotive sector, but it has 
never been so good for those plan- 
ning to buy a vehicle. Unfortuna- 
tely, we are putting the horse before 
the cart. Look at the state of our 
roads and the chaotic traffic in our 
metros. Driving is more a night- 
mare than a pleasure. Add to this 
parking woes. Our urban planners 
need to sit up and see that our 
roads are good enough to handle 
the growing number of vehicles, 
and provisions are made for reaso- 
nable parking. Let's get our priori- 
ties right if we want a smooth ride. 

D.B.N. MURTHY, through e-mail 


Looking Forward 
Your story This Man Throws Light 
On Deep Waters (BT, June 19, 
2005), is timely and highlights how 
vital the study of oceans is and how 
intrinsically they are linked to life on 
earth. The tsunami last year has 
made it imperative that the govern- 
ment give top priority to ocean 
research and our universities offer 
specialised education in related 
fields. We are, after all, never far 
away from danger as three different 
ridge plates meet in the Indian 
Ocean. We need to be better pre- 
pared for any future tsunamis. 
GEETA SHAW, through e-mail 
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Being Rich 


NDIA, SAYS A REPORT (THE WORLD WEALTH REPORT) 
RS in early June amidst a blaze of publicity by 

Merrill Lynch and Cap Gemini, had 70,000 high 
net worth individuals at the end of 2004 (HNis is the 
preferred abbreviation and the definition says they are 
people who have a net worth of over $1 million, 
Rs 4.4 crore at the current exchange rate, excluding 
the value of their primary residence). For the record, 
the report says there were 8.3 million HNIs in the 
world at the end of 2004. 

That number, 70,000 itself may be way off the 
mark. Circa 2005, Rs 4.4 crore is not much by any 
standards. In Mumbai, it is the cost of a high-end 
residence; in other large Indian cities, it is 1.5 to two 
times that of one. It is between seven and 20 times the 
cost of a luxury sedan or suv. 
And, according to the cover story 
of this issue of Business Today 
(See Skyrocketing Salaries on Page 
48), just over five times the ave- 
rage annual salary of a senior 
executive working for a multi- 
national or a Tier-I Indian firm. 

The exact numbers are not 
available, but Delhi alone would 
probably have 10,000 passenger 
vehicles of the kind described 
above. Put down a similar num- 
ber for Mumbai; halve it for 
Bangalore and Hyderabad, and 
divide it by five for Kolkata and 
Chennai; and assume other 
pockets of urban or rural pros- 
perity in India to together have 
1.5 times as many luxury cars 
and suvs as Delhi and tot it up. That's around 50,000 
four-wheelers of the kind we are interested in. Now, 
assume that each household with such a car has three 
adult members—again, this is a conservative estimate; 
elementary economics and an understanding of India's 
family- and business-system reinforces this—with the 
net worth of each being over Rs 4.4 crore (again, not 
a very difficult thing to believe). That works out to 
around 150,000 HNis, more than double the number 
mentioned in the report. 

The objective of this composition, however, isn't 
to knock the numerical abilities of the good people at 
Merrill Lynch and Cap Gemini. It (the objective) is to 
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highlight the fact that Indians, even the new rich, 
although given to ostentation and expensive status 
symbols, tend to discount net worth when asked 
about it. One reason for this is the existence of a paral- 
lel economy that, by some estimates, is at least as large 
as the regular one. 

Another, and the more important reason, is that 
Indians in general, especially salarymen belonging to 
the earlier generation (not the one that started working 
in the late eighties and earlier nineties) who sud- 
denly discover themselves earning close to Rs 1 crore 
a year, often more than that, are uncomfortable with 
their financial status. Actually, change that to uncom- 
fortable with the world being aware of their financial 
status. That explains why so many of India's rich 
prefer to wear unbranded clothes 
and drive around in inconspicu- 
ous cars. There is, of course, ano- 
ther school of thought that says it 
does not make sense to make a 
public display of wealth because 
it may encourage the less-privi- 
leged to rebel (and, say, kidnap 
rich people or their children). 
That theory doesn't really fly 
because to most of India's poor, 
anyone with annual means of 
Rs 50,000-plus is ‘rich’. 

A decade-and-a-half after 
India decided to put its money on 
the free-market approach to 
managing an economy, there is 
no sign that things have changed 
(most of the people this maga- 
zine spoke to for the cover story, 
for instance, were uncomfortable discussing num- 
bers). Yes, consumers are more confident than they 
have ever been (according to a survey conducted by this 
magazine; see page 88; and more confident than those 
in 28 countries in a survey of 30 countries conducted 
by мор World and reported in The Economist) but their 
attitude towards money hasn't changed. That's unfor- 
tunate, for change it must: not just will this make the 
pursuit of economic prosperity a national obsession (like 
it has in the us where, according to the Cap 
Gemini/Merrill Lynch report there is one HNI for 
every 125 Americans), it just may spur some to pay 
their dues to the system. £l 
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Disinvestment 


` Once More? 


Half-a-dozen public sector units are on the FM's disinvestment list. How many 
of them will he be able to push through past a stubborn Left? BY ASHISH GUPTA 
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OU'VE GOT TO GRANT IT TO PALANIAPPAN CHIDAMBARAM. 
The man has the patience of a teacher in a correctional 
facility and the quiet resolve of a missionary. Which is why, 
despite opposition from his United Progressive Alliance 
(UPA) government's Left partners to sale of public sector enterprises, 
the Finance Minister has managed to make some progress. The 
last big disinvestment deal happened in October last year, when 
the government sold 10.5 per cent in India's biggest power 
generating company, the National Thermal Power Corporation. 
The issue was oversubscribed 10 times and swelled the govern- 
ment's kitty by more than Rs 4,000 crore. 
Since then, things had been quiet. But 
Chidambaram, it seems, had been at work. 
On May 26, he announced that the gov- 
ernment would sell a further 10 per 
& cent stake in the state-owned power 
| equipment giant Bharat Heavy 
í Electricals. The announcement of 
the sale, which will reduce the gov- 
ernment’s holding to 57.72 per 
j cent and raise an estimated 
Rs 2,000 crore, pushed BHEL’s stock 
to a 532-week high of Rs 918. Besides 
BHEL, the government plans to sell 15 
per cent in the Shipping Corporation of 
India, where it owns more than 80 per 
cent of the equity. Others on the list are the 
two power sector companies—Power Grid 
Corporation and the Power Finance 
Corporation—although just how much 
the government plans to sell in them 
hasn't been disclosed. The national car- 
riers, Air-India and Indian Airlines, 
may also be floated. Tenders inviting 


sale advisors have already been put 
out, and the last date for response 
is June 17. Bravely enough, there’s 
also talk of divesting the govern- 
ment’s residual share holdings of 
18 per cent and 44 per cent in, 
respectively, Maruti Udyog and 
Bharat Aluminium Company 
(Balco). If Chidambaram has it his 
way, disinvestment will fetch the 
government as much as Rs 7,000 
crore this fiscal. 

The question, however, is 
whether Chidambaram will have it 
his way. Ever since the Congress-led 
UPA came to power more than a 
year ago, disinvestment has taken a 
hit. That’s no accident. Because the 
UPA coalition was formed with sup- 
port from the Left Front (a group of 
Communist parties led by CPI-M), 
the government's to-do list, dubbed 
the Common Minimum Prog- 
ramme, promised not to sell profi- 
table psus. The calculation probably 
was that the reforms’ original 
*Dream Team", comprising, among 
others, Prime Minister Manmohan 
Singh and Chidambaram, would 
be able to have its way with the 
coalition partners. A resurgent Left 
Front (CPI-M alone gained 10 more 
seats in last year's general elections), 
however, has proved to be a tough 


nut to crack. Almost all disinvest- 
ment proposals have run into a 
solid Left wall, despite the 
government assuring that a 
substantial part of the proceeds 
would be put into a National 
Investment Fund aimed at social 
sector development such as provi- 
ding drinking water and building 
roads in rural India. 

So how much of Psu sale should 


Besides launching a 
witch-hunt into 
the Centaur sale, 
the UPA 
government 
has done little 
by way of PSU disinvestment 


you expect in the next three quar- 
ters? Certainly not a whole lot, and 
with the UPA going on a witch-hunt 
over the sale of Centaur hotel (the 
one near Mumbai airport) under 
the previous BjP-led government, 
strategic sales (involving sale to a pri- 
vate sector company) can be almost 
ruled out. That means the only 
option available to the government 
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is sale of shares to the public. Is 
the primary market deep enough 
to absorb a slew of offerings? That 
would depend on two things: One, 
the nature of the offer and, two, 
the timing of the offer. If the gov- 
ernment lives up to its promise of 
not selling profitable Psus, then 
don't expect the investor to get 
excited; such units are best sold to a 
strategic investor who can buy it 
at a bargain and then turn it around. 
But that's unlikely to be allowed 
by coalition partners who, shock- 
ingly enough, want the government 
to actually invest in sick PSUs in an 
effort to revive them. As for the 
stock market outlook, things look 
pretty good as of now. The Sensex 
is edging closer to the 7,000 mark. 
In any case, the market promises 
to stay buoyant at least until the 
end of this calendar year. Which 
means good quality ios like 
BHEL’s would find an eager market. 
Says Prithvi Haldea, Managing 
Director of Prime Database, which 
tracks IPOs: "As long as it is just a 
just a trickle (of PSU equity into the 
primary market), the Left will 
agree—even if reluctantly." 
Chidambaram's strategy, then, will 
have to be simple: Keep hamme- 
ring at it till the Left gives in. 


CONOMISTS LOVE TO MEASURE, AND 
E rame, everything. The Wealth 
Effect, then, is a measure of increase 
in consumer spending based on per- 
ceived value created by a booming 
stock market. In India, the Sensex 
has more than doubled in the last 10 
years, but consumer spending (we've 
included five different categories of 
spend, including FMCG, household 
goods like furniture, durables, leisure 
and other services) has grown more 
consistently and faster. Not surprising, 
then, that Indians show up as the 
second-most confident consumers 
on NOP World's global survey. 
CHARUDUTTA JENA 
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Reinventing The MSEB 


Unbundling of the Maharashtra State Electricity Board is a step in the right direction. 
What's required next is its privatisation. BY PRIYA SRINIVASAN 


FFECTIVE FIRST WEEK OF JUNE, 

the Maharashtra State 
Electricity Board (MSEB), the 
state’s sole supplier of electricity 
(barring a few urban centres 
that have private participants) 
will run as four separaté state- 
owned entities: the MsEB Holding 
Company, the Maharashtra 
Power Generation Company, 
Maharashtra State Transmission 
Company, and Maharashtra 
Power Distribution Company. 
This is in keeping with the over- 
all agenda of power reforms in 
the country as outlined in the 
Electricity Act of 2003, which 
envisages the division of State 
Electricity Boards (SEBs) into 
separate companies for trans- 
mission, distribution and gene- 
ration to bring in better efficiencies in the sector. 

The unbundling of MSEB, as the division of the 
board has come to be known, will see the MsEB move 
from a relatively independent status to one where it 
comes directly under the control of the state Energy 
Ministry with the Energy Minister as Chairman of 
the MSEB Holding Company. It's a move that has 
raised eyebrows. “The government obviously wants 
more control. Why else would the energy minister 
want the chairman's position? We need qualified peo- 
ple for these posts," says A.D. Golandaz, CP! member and 
Secretary, All India Federation of Electricity Employees. 

“We had made certain demands (to the govern- 
ment) on details of valuation and appointments among 
others. Any company ought to follow performance 
benchmarks or it lends itself to political appoint- 
ments,” says Girish Sant, an energy expert with the 
Pune-based NGO, Prayas. State Energy Minister Dilip 
Walse Patil dismisses these claims. “The holding com- 
pany (which he now chairs) does not get into actual 
operations; we are only involved in planning, and 
there is a mechanism in place for appointments and 
eligibility criteria have been specified.” 
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What the opponents of the 
MSEB restructuring fear is its 
eventual privatisation, which 
they say will lead to an increase 
in power tariffs like in Orissa 
and up. While Energy Minister 
Patil denies that the state has 
any such plans, the point is pri- 
vatisation is urgently needed in 
the electricity sector. MSEB’s own 
unbundling was effected ahead 
of the June-end deadline because 
of its worsening performance. 
Once one of the best-managed 
state electricity boards, МЅЕВ has 
become a doddering giant, 
unable to keep pace with the 
state's electicity requirements. 
Currently, there's an estimated 
shortfall of 2,986 ww (in the 
evenings) in the state, with even 
Mumbai, India's commercial capital, witnessing outages. 
The situation is much worse in rural Maharashtra. 

No doubt privatisation in Orissa and up led to snafus. 
For instance, in Orissa, privatisation sceptics argue, 
state monopoly has been replaced by private sector 
monopoly, where distribution is controlled by Reliance 
Energy (formerly BsEs) in three-fourths of the state, and 
generation and distribution in the central region is 
dominated by AES of America. That may be the case, but 
citing that as an example to argue against privatisation of 
the sector elsewhere hardly helps. What the sEBs really 
need is a better model of privatisation, where consumers 
are able to buy reliable power at reasonable prices. 

Not privatising, and hence not introducing 
efficiency into the system, would mean a national disaster. 
Already, according to the Electricity Act of 2003, only 55 
per cent of the households in the country have access to 
electricity; the financial health of the SEBs is deteriorating 
because of rampant power theft and systemic ineffi- 
ciencies, with their annual losses amounting to more 
than Rs 33,000 crore. If India has to keep its economic 
engine humming, then it needs more and better quality 
power. If privatisation is the only way to get it, so be it. 
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STATISTICS, NO LIES 


South India consumes more branded atta compared to wheat-eating North. Almost a fifth of all ‘housewives’ in West India are men! One 
in every two bikes on Indian roads was er in the last two HS IRS-2005 throws some interesting consumer market facts. 
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from South India, And all income groups in South contribute to this demand. 
Source: Hansa Research & MRUC., IRS 2005 


one in every two of them is bought by rural India. 
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` Filling A Gap 


| IS 160 YEARS OLD, BOASTS FIVE MILLION READERS WORLDWIDE, AND COUNTS 
more than 120 Nobel Laureates among its past and present contributors. Now, 
Scientific American will publish out of India, courtesy the India Today Group, 
which also publishes Business Today. On June 6, Editor-in-Chief of the 
group, Aroon Purie, handed over a copy of the first issue to Kapil Sibal, 
Minister of State for Science, Technology and Ocean Development. Speaking 
on the occasion, Purie noted that while India had "one of the largest pools of 
talent in the world... there has never been a magazine of international repute 
devoted to science and technology and published from India. By bringing out 
Scientific American India, we hope to fill this void". The minister added that the 
magazine offered a tremendous opportunity to Indian scientists to get their wri- 
tings read worldwide. In a special message published in the inaugural issue, 
President A.P.J Abdul Kalam said that "the magazine will help in taking the dis- 
coveries in science to the common тап”. If the magazine does well, Purie said, 
the group could consider launching Scientific American India in Hindi. 
CHARUDUTTA JENA 
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Now in India: Sibal (left) with 
Purie at the launch 


20 BUSINESS TODAY JULY 3 2005 


Suzlon Energy. 
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NACO & Its Numbers 


Who's winning: NACO or HIV? 


SIPRA DAS 


Blindingly obvious: The AIDS epidemic is staring India in the face 


F WHAT THE DIRECTOR GENERAL OF THE DELHI-BASED NATIONAL AIDS 

Control Organisation (NACO) says is true, then we have a potential 
Nobel Prize winner in him. According to S.Y. Quraishi, the man 
who heads NACO, his organisation may have pulled off a near miracle. 
ne Last year, NACO says, there were only 28,000 new cases of HIV (human 
T immunodeficiency virus that causes AIDS) in the country, compared to 
х а staggering 520,000 reported the year before. Either thousands of cases 
: are going unreported or NACO has done an outstanding job. Quraishi, 
not suprisingly, believes the latter is the case. “Our strategies have 
worked,” he boasts, adding for good measure that “it doesn't mean we 





f should be complacent." 

f NGOs are dumbfounded by Naco's claims. “We don't know 
n how NACO arrived at this figure," says Ryan Fernandes of the Delhi- 
based Sahara, which runs 36 projects for HIV-positive people across four 
К states. “We аге coming across new HIV-positive cases almost every day. 


While we do hope the numbers are right, it’s unlikely that the gov- 
ernment and NGO-run programmes could have made such a big dif- 
ference in just one year,” he adds. For the record, NACO says that it used 
the same criteria and sample to arrive at last year’s numbers. 
Despite NACO's apparent optimism, the fact is that the HIV disease 
has reached epidemic proportions in the country. Between 1986, when 
the first case was reported, and now, the number has soared to 
more than five million. It’s not just a healthcare crisis, but an economic 
one too. According to an ADB-UNAIDS report, the loss due to HIV/AIDS 
in Asia-Pacific was estimated at $7.3 billion or Rs 35,040 crore in 2001. 
If the trend continues, the figure will be $17 billion or Rs 74,800 crore 
by 2010. And in India, which has the largest number of HIV cases after 
South Africa, the economic loss could be as much as $5 billion or 
Rs 22,000 crore this year alone. According to the American Enterprise 
Institute, by 2025 the disease could cut annual economic growth in 
India by 40 per cent. It’s time NACO re-looked at its numbers. 
SWATI PRASAD 
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All’s well: Roy with wife Sapna 


‘Saharashri’ 
Speaks 


RINGING THE RUMOUR MILLS TO A 
Barinding halt, Sahara Group 
supremo Subrata Roy made a spec- 
tacular public appearance a day 
before his birthday on June 10 on his 
Sahara channels to kill rumours 
about his ill health. In an emotional 
speech, Roy said that he was coming 
“in front of you... with an insignifi- 
cant matter of my health”. Stating, 
much like Mark Twain, that the rumo- 
urs of his death were greatly exag- 
gerated, Roy, 58, pinned the blame 
on “some narrow, nasty-minded peo- 
ple”, who, he added, “do not realise 
that their irresponsible actions give a 
severe blow to the country's eco- 
nomy, progress and prosperity”. He 
went on to blame his exhaustion and 
consequent absence from public life 
to his punishing work schedules. “In 
the last 28 years, | haven't, on an 
average, slept for more than 3-4 
hours (a day)," he said. The result, he 
said, was a rise in blood pressure, fol- 
lowing which his doctors had advised 
“maximum rest”. Recently, though, 
"my doctor friends examined my 
body in every conceivable manner, 
from head to toe... and found (me) to 
be absolutely disease-free". In fact, 
the group issued a medical certifi- 
cate from his doctors stating as 
much. While Roy, in his speech, did 
not specify his proposed work sche- 
dule, he did say that his priority was 
to "make myself more fit through 
natural means so that | am able to 
contribute to the development of our 
organisation and country". 
KUMARKAUSHALAM 
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C-MMACS' Prathap: Working on it 


NEBULOUSD 


Monsoon 
Models 


REDICTING THE ARRIVAL OF THE 
monsoon isn't the easiest of busi- 
nesses. The Indian Meteorological 
Department (the Met) and four or five 
other institutes, including the Pune- 
based Indian Institute of Tropical 
Meteorology, do that twice a year, not 
always with great success. For the last 
two years, the Bangalore-based Centre 
for Mathematical Modelling and 
Computer Simulation (C-MMACS), part 
of the Council of Scientific & Industrial 
Research, has been experimenting with 
a new dynamic model called the 
Atmospheric General Circulation Model 
(AGCM) to better predict the monsoon. 
What's different? In contrast to the 
Met's model, which relies on empirical 
rain and climate data, C-MMACS uses 
real-time data. For this year, it had fore- 
cast below normal rains. (The Met, in 
contrast, had predicted a high proba- 
bility, of 75 per cent, of normal monsoon 
this year.) The Sensex promptly fell 70 
points on C-MMACS' forecast of June 3, 
but recovered when rains hit Kerala on 
time on June 5. C-MMACS' Scientist- 
in-Charge, Gagan Prathap, admits that 
their model isn't flawless, but adds that 
its long-term potential is very promising, 
and will allow policy makers and even 
farmers to better work out their monsoon 
strategies (paddy or millets). There's a 
proposal now to pool resources with 
the other Indian agencies and develop 
one composite technique that's, hope- 

fully, more accurate. We are waiting. 
RAHUL SACHITANAND 
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Practice And Precept 


The CPI is blowing hot and cold at Korean companies. 








puel anmi- - 
CPI's Bardhan: Leading the anti-Korean propaganda 





Is NOW THE TURN OF THE KOREANS TO BE AT THE RECEIVING 
end of communist vitriol. On June 8, the Tamil Nadu unit of the 
Communist Party of India (CPI) announced a campaign to drive 
Korean companies out of the state. The provocation: South 
Korean giant LG's decision to sever links with its Indian partner, 
Indian Household and Healthcare Ltd (IHHL), following the scrap- 
ping of Press Note 18. According to the Reds, this is yer another case 
of the concession being misused by MNCs to boot out Indian col- 
laborators. Well, well! Since when has the party of the prole- 
tariat revolutionary become the voice of Indian industry? 

Interestingly, the same day, CPI’s feisty general secretary, 
A.B. Bardhan, launched a broadside against the Naveen Patnaik gov- 
ernment in Orissa over its proposal to lease iron ore mines to South 
Korean steel giant Posco. “Posco will plunder the mineral wealth 
of the country,” he thunders. Er... The South Koreans are planning 
to set up a 10-million-tonne mega-steel plant in the state, Sir. 
They need the ore for this. “Rubbish,” retorts the grand revolu- 
tionary, “it’s only three million tonnes. The rest is only a promise. 
Let them buy their ore from the Orissa Mining Corporation. But 
no, the government would rather let them loot the country.” 

Bardhan, however, clarifies that his party’s ire is aimed speci- 
fically at the two “erring” South Korean entities and not at every 
company hailing from that country. But what does he have to say 
about LG’s reported plans of investing in the Left Front-ruled 
West Bengal? “That’s for the West Bengal government to decide. 
What can I say?” he responds. 

Ah! At least the party’s precepts are flexible enough to 
accommodate its politics. 

ARNAB MITRA 
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Suzlon Energy. 
Reducing dependency on imported fuel so India can be more self-reliant. 


Every year India spends millions of dollars towards importing oil and other fossil fuels, so it can use them اا‎ 
to generate power.This expenditure is in turn increased by the cost of subsidies borne by our government, == 
so the same power can be made more affordable. In a situation like this, wind energy can be the cleaner, 
more convenient alternative. Generating the same power for the nation, just by setting up wind parks locally. POWERING A GREENER TOMORROW 


SUZLON 





Some facts about wind energy:* Reduces dependency on imported fuel.» Facilitates industrial growth by providing power at a reasonable cost. + “A cumulative installed base of 2980 MW 
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Motivation 


EXPERIENCE IS RISING... 

Nearly a quarter of the participants 
^ have more than 10 years’ experience 
23 B with LCC sourcing. 
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Figures are percentage of respondents 


„АМО SO 15 SPEND 


Most companies expect to double their spend on LCC sourcing over the 
next three years. 


^ ЖШШЕ 70.2 


тзн ДОН 129. 


Figures аге in $billion (aggregate sourcing) 


DRIVERS OF LCC INITIATIVES 
Cost reduction is the strongest motivation and, not surprisingly, 
quality comes in last. 


To lower costs 


4.7 

| To comply with local content rules 

3.4 
| To gain access to alternate/back-up sources of supply 

3.4 
f To meet company's capacity requirements 

3.4 
1 To respond to your customers demand to locate 
| close to their manufacturing facilites 

3.3 


4 Access to higher quality goods and services 
2.9 


1= very low 5= very high 


Strategy 
LEVEL OF SPEND WILL RISE... 


All industry sectors expect to increase their level of spend in LCCs 
in three years. 


Pharmaceuticals & Health Services 
Automotive 
> Finance 
20% + : 
Communications, | огт. 
Hi-tech 4 i Transportation & 
‘ "m ie — Travel Services 
ا‎ 
; ў Government & 
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Industrial Resources 
и Spend today Spend in three years 
..AND SO WILL SAVINGS 


Communications and Hi-technology sectors are likely to show 
highest increase in expected savings. 


ә, Pharmaceuticals & 
Communications, *) Health Services 
Hi-tech x A ~~ Finance, Insurance 
» \ 
Connect & 
vernme l^. Ta ini 
Public Sector / | Lena gonads 


Industrial xy- Automotive 


Retail & 
Consumer Products Resources 


ш Savings today Savings in three years 


LOCAL SUPPLIERS RULE THE ROOST 
Companies prefer local suppliers in LCCs, with MNCs forming less than 
25 per cent of the supply base for 62 per cent of respondent companies. 


ج 


N 
\ Less than 5% 5-24% 
SOIA 25-49% m 50-74% 
| I More than 75% of LCC suppliers are part 
y of a multinational company 





Figures are in per cent 


& Analysis 
WHAT US AND EUROPE SOURCE 


American companies source more of services and IT, while European 
ones prefer other commodities. 


Non-ferrous, Semi-manufactures EY 1 О ‚22 


Industrial Machinery & Equipment BE 9 
Raw Materials, es or 1 1 2 


Я 
Commercial Ser, o, SEEN 26 


Technolog SERERE 15 
Consumer Duas RN. 


Automobiles & Components 2 6 
Metals & ee 


Chemicals & Pharmaceuticals um 3 ls 


Electrical Equipment BN 7 


Figure are percentages of total responses for top three most important goods 


EASTWARD HO! 


Eastern Europe and Asia's share of the LCC spend 
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M | Northern 


pie is on the rise. 


Western ba & Central Japan 


Home Country | | America Europe | Asia 
ad & South& Central —Eastem Eastern Oceania 
Middle East America Europe Asia 


Figure are procurement spend by region in per cent 


ш Today In 3 years 


INDIA'S PRODUCTS... 
What high-cost countries (HCCs) 
are likely to source from India. 


...AND ITS ADVANTAGES 


What HCCs perceive as India's 
advantages. 





m North America EU (European Union) @ Automotive Components PRIMARY 
e Pharmaceuticals » Alternative to China 
e Apparel @ Adoption of best practices 
CHINA IS LCC #1... ө Electrical & Electronic items ® Established quality 
China is the leading LCC among individual countries. India’s share e Specialty Chemicals performance 
comes mainly from sourcing of IT services by US companies. ; 9 Good experience of MNCs 
| i TES e Others Textiles operating in India with 
á China India Mexico Argentina Brazil e Gems & Jewels local suppliers 
USA L 23 14 908 Ü e Leather Products e Superiority of India in skill 
1 China Czech Republic Poland Hungary e Automobiles intensive segments 
Š 19 A 10] e Machinery SECONDARY 
(Hu | e Iron & Steel e Availability of engineers 
Figures are weighted percentages of respondents' top three LCCs х 
X ө Non-ferrous Metals e English language 


e Rubber 

40 - ..AND IS GETTING BIGGER 
In three years, China will be almost at par with the 
" whole of Eastern Europe. 


Satisfaction, Risks & Concerns 





30 = 
SATISFACTION MATTERS 
Companies are satisfied with cost reduction and quality, but not lead times 
and product innovation. 
Dissatisfaction _ Satisfaction | 
1! 86 ' Total Cost | 
om _ E VOR 40 Quality | 
( 14 mE : 33 Delivery Reliability 
wr China Peon South E Eastem X & — SEVERE 16 ad Times BB 
\ Europe America CentralAsia Asia Middle East 42 + 14 n ~ | 
Figure are in percentage of respondents sourcing in LCCs today and three years EE : Product Innovation Ea | 
m Today In 3 years Figure are share of respondents in per cent, neutral positions not shown = ! 
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Fixing The Fiscal Deficit 


Last year's fiscal deficit was lower than projected. Will it stay that way? 


I: WAS A PLEASANT SURPRISE TO 
everyone, including the govern- 
ment, when a justifiably proud 
Finance Minister P. Chidambaram 
announced earlier this month a 
final fiscal deficit figure of 4.1 per 
cent for 2004-05, a good 0.4 per- 
centage point lower than the Fiscal 
Responsibility and Budget 
Management (FRBM) Act's 4.5 per 
cent figure. The question is, what 
has brought about the unexpected 
drop in deficit? Is it, like one Delhi- 
based economist says, “just a fluke”, 
or will Chidambaram press the 
*pause button" like he mentioned 
in his budget speech? 

On the revenue side, a buo- 
yant industrial scenario has 
swelled government coffers by 
way of both non-tax (essentially 
dividend receipts from public 
enterprises) and tax revenues. 
While the former is up 7 per cent, 
the latter has managed a 1.4 per 
cent increase over initial esti- 
mates, despite lower taxes and 
duties. “But expenditure con- 
traction looks like the more likely 
reason for lower deficit," says 
Indranil Pan, Chief Economist 
at the Mumbai-based Kotak 
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FM Chidambaram: A balancing act 


Mahindra Bank. He’s right. Both 
Plan and non-Plan expenditure 
fell short by 3.8 per cent and 0.6 
per cent respectively in 2004-05. 

Can the FM maintain this tempo 
of higher revenues and lower 
spending this year too? Looks 
unlikely. “The UPA Common 
Minimum Programme’s (CMP) 
expenditure crunch will start to 
kick in this year onwards,” says 
Rajiv Kumar, Chief Economist at 
cil. The Prime Minister has already 
announced the mammoth Bharat 
Nirman scheme that will guzzle 


nsvu JWOHS 


Rs 1,74,000 crore in the next five 
years. Many economists concur 
that agriculture, education and 
rural infrastructure may not have 
the capacity to take in this huge 
investment, and that there would 
be immense leakages here, making 
it both fiscally imprudent and 
socially wasteful. 
It remains to be seen how the 
FM balances this huge expenditure 
mobilisation with his promise to 
lower central government bor- 
rowings in the current financial 
year. Fortunately for the FM, reve- 
nue collections look promising. If 
the GDP grows by the expected 7 
per cent, then the government's 
revenues could surge by 17 per 
cent. Value-added tax and fringe- 
benefit tax seem like big revenue 
earners, although disinvestment is 
unlikely to fetch the Rs 7,000 crore 
Chidambaram hopes to raise this 
year. “You cannot expect me to 
go back to 4.3 per cent (fiscal defi- 
cit as a percentage of GDP) when I 
actually achieved 4.1 per cent,” he 
told journalists last fortnight. 
Nobody expects him to. But, then, 
unexpected things do happen. 
SHAILESH DOBHAL 





Back In The AIDS Business 


ATE LAST MONTH, RANBAXY BECAME THE FIRST COMPANY IN INDIA TO RECEIVE THE US FOOD AND DRUG 

Administration's (FDA) tentative approval for its anti-retroviral (ARV) drug, Lamivudine (150 mg 
tablets), for AIDS under the US President's Emergency Plan for AIDS Relief (PEPFAR) programme. 
It's a quick change in fortunes for Ranbaxy's AIDS drug. Last November, the company had voluntarily 
withdrawn its ARVs from the World Health Organization's prequalification list after it found that the CRO 
(clinical research organisation) that had tested the drugs had not followed international standards. The 
USFDA approval, then, is a shot in the arm for Ranbaxy's low-cost ARVs business. "This is a major 
step in making our life-saving ARV medicines available to more and more HIV/AIDS patients in the 
developing world," Brian W. Tempest, Ranbaxy's CEO and Managing Director, said in a statement. 
Ranbaxy has already filed 11 ARVs with the WHO for approval, which is expected soon. 
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Italian elegance and style. 
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Experience in our Magnifica business class the “Made in Italy” lifestyle. 
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s Class 


For more information please contact your TAAI / TAFI travel agent or Alitalia: 
Mumbai: 022 56630800 Delhi (Gurgaon): 0124 5026000 
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Biscuit Brouhaha 


Biscuit makers protest the crunch of high taxes. 





FBMI's Aggarwal: The cookie crumbles 


n THE PROVERBIAL CRUNCH IN THE MUNCH. THE 
issue? States are levying a 12.5 per cent value- 
added tax (VAT) on biscuits while the Centre takes its 
cut by way of an 8 per cent excise duty. The fear? 
These will take the country's favourite munchy out 
of reach of the common man and drive several 
small biscuit makers out of business. 

The Federation of Biscuit Manufacturers of India 
(FBMI), which has taken up the issue with the govern- 
ment, does have a point. Why has the finance ministry 
lumped biscuits with luxury and *non-essential" goods 
like white goods and personal care products like 
toothpastes in the 12.5 per cent VAT category? "After 
all, namkeen, dry fruits and juices all fall under the 
lower 4 per cent category, so why shouldn't we?" 
the association asks. 

B.P. Aggarwal, Chairman of Priyagold Biscuits 
and President of FBMI, says the VAT impacts not just 
small biscuit manufacturers, but even big players. “It 
raises biscuit prices and forces the lower income 
groups, who consume a lot of biscuits, to buy other 
foodstuff.” Aggarwal adds that biscuit manufacturers, 
who had toyed with the idea of an industrywide strike 
to press their point, have decided to put their threat on 
hold for the time being. They are hoping that their 
repeated representations to the government will do the 
trick. And it's not just VAT that they're up against. 
The FBMI is also targeting the 8 per cent excise duty. “Is 
it fair that namkeen and juice manufacturers don't 
pay excise but we do?” Aggarwal asks. 

KUSHAN MITRA 
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Fiat's Castagno: Hoping for a magical revival 


Trying Harder 


Can Fiat break its Indian jinx? 


IAT INDIA SEEMS TO BE FOLLOWING SIR ROBERT 

Bruce’s dictum ‘Try, try and try again’. It is 
now trying to crack open the Indian market with its 
latest launch, the Rs 5.58-lakh (ex-Mumbai) Fiat 
Adventure Sport. Paolo Castagno, the company’s 
Managing Director, says it is important to com- 
municate the car’s many attributes to the customer. 
"We're offering a high-end (actually C segment) car 
and that’s exactly what the positioning will be. 
This needs to be done since it is not a mass pro- 
duct,” he says, adding that this time, the company 
will ensure that after-sales services are readily and 
easily available “because it is not enough if you 
just have a good product.” 

Ironically, despite an over 50-year presence in 
the Indian market, Fiat remains a bit player here. Its 
brand has been substantially eroded and it sells 
barely 200 Palios and Siennas a month. How does 
Castagno plan to revive the magic of the Fiat 
brand? “Customers here need a good mix of pro- 
duct and price. It is important for us to take one step 
at a time,” he emphasises. Castagno’s target for 
his new baby: though he was unwilling to share 
numbers on this, it is learnt that he is hoping to sell 
at least 200 cars a month. 

It’s been a rough ride so far. In 2004, Fiat India 
wrote off accumulated losses of Rs 1,300 crore 
and today, appears more focussed on the country. 
“We have taken a long-term view and our serious- 
ness can be gauged from the fact that we have 
invested Rs 2,000 crore since 1997,” Castagno 
says. How confident is he of pulling it off? “The 
challenges are different now and we will do our best 
to succeed here,” he says, pointing out that though 
Brazil was a tougher market (than India), Fiat today 
has a 30 per cent share in it. 

KRISHNA GOPALAN 
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Suzlon Energy. Asia's largest wind power company*,with operations 
in Australia, China, Europe, India & the United States of America. 


Technology development centres in Germany & Netherlands. International business headquarters in Denmark. 

~ 10 E Wind turbine manufacturing facilities in India. Just like the wind we harness our energy from, Suzlon's success 
YEARS too is powered by global experience. Its unique combination of international expertise and local know-how, 
of professional acumen and a selfless motive to protect the environment, all working towards making it the 

кн world's 6th largest and Asia's largest wind power company today* A company that, as of 31 st March 2005, has 
installed and commissioned wind turbines with a power generating capacity of more than 1000 MWs! 





Some facts about wind energy: * Growing at 28% globally for the last 5 years, * Wind energy meets 20% of Denmark's electricity consumption & 6% of Germany's 
* Renewable Energy expected to meet 22% of the European Union's power requirements by 2010 


WIND KNOWS NO BARRIERS. NOR DO WE. 


Suzlon Energy Led. 5th Floor, Godrei Millennium, 9, Koregaon Park Road, Pune — 411 001, India. Tel: +91-20-56022000, 56025760. Fax: +91-20-56022100, 26202200. Website: wwwsuzion com Ечтай оС зло 








Caparo Maruti's Paul: Very little to smile about 


Paul: O, Jindal: 1 


Brother-in-law outscores Swraj Paul. 


HE BATTLE BETWEEN LORD SWRA] PAUL AND 

his brother-in-law M.D. Jindal over the con- 
trol of the Rs 95-crore Caparo Maruti just 
changed gears. On June 8 and 9, 2005, two 
police officers from Kolkata's Alipore Police 
Station raided Rajendra Bhavan, Caparo Maruti's 
registered office on Deen Dayal Upadhyay Marg 
in New Delhi. The cops, acting on the orders of 
the Judicial Magistrate, Alipore, seized several doc- 
uments; but the most important ones—the books 
containing the minutes of board meetings and the 
register of members—were not available. 
Registered offices are required to maintain these 
books under the Companies Act, 1956. Jindal 
claims the minutes will substantiate his charges of 
forgery and criminal conspiracy against Paul. 

Earlier, on May 31, 2005, Paul's crack team 
of lawyers, led by Arun Jaitley and Rajiv Nayar, 
heard the Delhi High Court dismiss his petition 
seeking the quashing of Jindal's criminal com- 
plaint (which alleges diversion of funds and 
criminal conspiracy for backdating the minutes). 
“It’s sufficient to say for now that an offence 
has been made out and the complaint cannot 
be quashed,” the order says. Paul, son Angad, and 
key executives will have to seek bail at the Patiala 
trial court, New Delhi, on July 15. 

The Delhi-based Caparo Maruti, which 
supplies chassis and dashboards to Maruti Udyog, 
is a joint venture between Paul (60 per cent 
stake), Jindal and Maruti (20 per cent each), 

KUMARKAUSHALAM 
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A Friendly Fight? » 


Pramod Mittal challenges Liberia's mining lease to LN 


qe FACTS OF THIS 
case are curious, to 
say the least. And the 
battlefield is located in 
the unlikeliest of places: 
Liberia, in West Africa. 
The government there 
had invited bids from 
global steel companies 
to develop its iron ore 
industry. Lakshmi 
Niwas Mittal's eponym- 
ous steel company won 
the contract in May 
2005, and, for good 
measure, offered to 
develop the port of 
Buchanan and a railway 
system in that country. 
So far so good! But this 
is where Mittal's youn- 
ger brother, Pramod, got — GIHL's Mittal: Steeling up 
into the act. His com- for a ‘brotherly’ fight 
pany, Global Infrastruc- 
ture Holdings Ltd (GIHL), and Provider Ltd, his Liberian 
partner—which had submitted a joint bid—took the 
Liberian government to court alleging that it had 
"illegally" favoured Mittal Steel while awarding the 
contract. The GIHL consortium claims it had signed an 
MoU with Liberia Mining Corporation for the same 
mining rights in November 2003. There are dark hints 
of international political intrigue and influence ped- 
dling. Jacob Varnam, a Director of Provider, has 
reportedly alleged that John Blaney, us Ambassador to 
Liberia, prevailed upon Charles Gyude Bryant, Liberia's 
interim President, to swing the deal L.N. Mittal's way. 
Apparently, Inland Ispat, a Mittal Steel-owned company, 
had written to Blaney in September 2004 that sourcing 
cheap iron ore from Liberia for its Us operations would 
protect in excess of 30,000 jobs in the Chicago area. Calls 
to L.N. Mittal’s offices in London did not elicit any 
response. Devasis Chattopadhyay, Senior Vice President 
(Corporate Communications), Ispat India, a Pramod 
Mittal company, clarifies: *We have not filed any case 
against Mittal Steel. Our grievance is against the Liberian 
government. It just happened that the company on the 
other side happened to be L.N. Mittal's." Point noted. 
SAHAD P.V. 
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TO ENSURE 99.999% RELIABILITY. 
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ALICE, YOUR PERFOR- 
MANCE THIS YEAR WAS 
SUPERIOR. I'M GIVING 


YOU A 10% 
RAISE. СА, 


E 
(M 


IT KICKS IN AS 
SOON AS MY BUDGET 
INCREASE GETS 
APPROVED. 


AS SOON AS THE 
ECONOMY IMPROVES 
AND PROFITS GO 


YOU SHOULD BE 
HAPPY. SOME 
PEOPLE AREN'T 
GETTING 

ANY RAISES 


BUT IT'S NOT 
EFFECTIVE RIGHT 
AWAY. 


BUT MY RAISE WILL 
BE RETROACTIVE TO 
TODAY, RIGHT? 


I GOT A 14% 
FUTURE RAISE 
JUST FOR 
SHOWING UP. 











Quasar's Dutt: Revolutionising design 


OUTSOURCING 


India 
Calling 


T'S ANOTHER HURRAY FOR INDIA. 
After Nokia and Elcoteq, it's the 
turn of Nasdag-listed Primus to set 
up a manufacturing base in India. 
For starters, it has sub-contracted the 
entire design and development of 
its dual SIM card PTL 910 mobile 
phone to the Bangalore-based 
Quasar Innovations. The new phone, 
which will let users switch between 
service providers without switching 
off the device, has been in the works 
for six-seven months. After some 
final testing and certification proce- 
dures, it is expected to go into 
production sometime in July or 
August this year. Quasar officials 
inform that the manufacturing site 
will be somewhere in South India, 
but cite non-disclosure agreements 
for not revealing more. "| can tell 
you that the phone will be ready for 
production by July and mass manu- 
facturing is likely to begin sometime 
in the second or third quarter of this 
year by an independent Indian EMS 
(electronic manufacturing services) 
company," says Ramakrishna Dutt, 
Managing Director of Quasar 
Innovations. “We are trying to revo- 
lutionise the concept of a virtual 
ODM (original design maker) and 
we eventually hope to devise 15 to 
17 models," says Dutt, whose five- 
year-old company counts Motorola, 
Ericsson and Texas Instruments 
among its customers. "The biggest 
challenge," says Dutt, "was con- 
vincing Primus about India's viability 
as a mobile phone manufacturing 
base, compared to traditional venues 

like China and Taiwan." 
RAHUL SACHITANAND 


SuzlonEnergy. 
Harnessing non-polluting wind energy to give our children a cleaner, greener tomorrow. 


Today, wind energy is one of the few energy sources to be produced at relatively low risk to nature. With zero 
emissions, and infrastructure that is less disruptive to our environment, the clean, green power of wind can go 
a long way towards arresting the ageing of our planet and giving our children a healthier tomorrow. It is this 
life-saving power of the wind that we seek to harness at Suzlon, Asia's largest wind power company". POWERING A GREENER TOMORROW 


Some facts about wind energy: * Reduces fossil fuel depletion * Non-polluting * 100% renewable * Promises Certified Emission Reduction as per the Kyoto Protocol 





GOOD CHEER, PERHAPS THE 
ONLY EMISSIONS WE'RE RESPONSIBLE FOR. 


World Market Update 2004, BTM Consult Denma: 
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THE BT 4 NER 


Everyone's happy, but a small correction is round the corner. 


PINAKI PAUL 
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T SEEMS THAT THE STOCK MARKET PUNTERS 
watch the progress of the monsoon more 
closely than the Indian Meteorological 
Department. And only because of its 
progress on the expected lines, the stock 
market could shrug off another major spike 
in international crude prices (it went back to 
$55 or Rs 2,420 before easing to $53 or 
Rs 2,332 a barrel now) and settle at very 
high levels. The BT 50 index has moved up 
to 259, very close to its all-time peak of 
264. But with the end of futures and options 
cycles getting closer, expect the market to 
get into a short-term correction mode. 

Our flagship free float methodology- 
based іпаех—вт 50—has completed two 
years now. The free float methodology 
has several advantages: first, it considers 
only the value of stocks freely available in 
the market (after excluding the part held by 
promoters and other strategic investors) 
and the weightage assigned to individual 
shares is more representative than the 
market capitalisation-based methodology; 
second, it takes care of the perpetual 
selection dilemma regarding closely-held 
companies. For instance, the inclusion of 
these companies may distort the index 
based on total market capitalisation metho- 
dology, but dropping them altogether may 
reduce its representative character. The 
free float methodology facilitates inclusion 
of large closely-held companies but assigns 
them a lesser weightage. After the success 
of our broad market free float index (that 
the Sensex subsequently decided to adopt 
this is testimony to the efficacy of the free 
float method), we decided to launch sector 
indices using the same method. While the 
general index captures the overall move- 
ments (covering several sectors), sector 
indices capture the movements in individual 
sectors. All these indices have a common 
base period (January 1, 2002). The weigh- 
tages are reassigned every quarter after 
companies declare their ownership details. 

The base value of all вт indices is 100. 
NARENDRA NATHAN 
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Microsoft 


Finally, an ERP provi er 
that can keep pace with companies 
in a tearing hurry. 


For an ERP solution with quick implementation and roll-out timelines, 
choose Microsoft" Business Solutions. 


When it comes to ERP or CRM, most companies think they are very costly. Consider Microsoft 
Business Solution. This integrated Business Solution handles Financial Management, Supply 
Chain Management and CRM effortlessly 


^ With the expertise gained from our 332,000 customers worldwide, the Microsoft Business 
Solution gets implemented quickly – the modular solution is scalable to your growing needs 
and can also be mapped on to your existing processes, without disturbing the current IT 
infrastructure. Add to this the assurance of a strong network of over 60 well-trained Microsoft 
Business Solution Partners in India to provide local support and services 

Mai us at соппесі © тісгоѕой com for a free Busine $ Application Assessment Guide EE is at 600 1111 00*. For more 


information log on to www.microsoft.com/india busines 
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Taking Nokia To Court 


A Pune-based start-up says Nokia stole its idea. BY KUMARKAUSHALAM 


HREE MONTHS AGO, NOKIA INDIA LAUNCHED A MULTI- 
media blitz to promote its marketing programme 
‘Capture Your Imagination’. Now, the country's first- 
ever mobile imaging contest has led to a criminal 
investigation against the multinational handset maker. 
The charge: stealing the MMs (multimedia messaging 
service) photo contest concept developed by Pune-based 
startup, One-A Communication Hub (One-A). 
Acting on a complaint by One-A, the Chief 
Metropolitan Magistrate, Delhi (CMM), on April 19, 
2005, directed the Deputy Commissioner of Police, 
Crime Branch, IPR Section, Delhi Police, to investigate 
the allegations and submit a report by August 28, 
2005. The CMM’s order notes: *...It is further stated that 
on September 9, 2004, Mrs Anubha Doshi, Partner 
(One-A) e-mailed her first proposal regarding the 
unique contest to Ravneet Phukela, Brand Manager, 
Nokia Multimedia, highlighting the benefits to Nokia 
by sponsoring the event (sic)." Says Vaibhav Gagar, 
One-A's counsel: “Between September 9 and October 
20, 2004, One-A held detailed discussions with Nokia 
via e-mail." One such e-mail from Nokia Multimedia's 
Sheffali Chachi (dated September 18, 2004) to Doshi 
states: “Conceptually interested. Am forwarding to our 
regional mktg/sales team to carry forward with you." 
Nokia claims it knows nothing about this criminal case. 
One-A has also filed a civil suit against Nokia 
before the Delhi High Court praying for orders res- 
training it from going ahead with the photo contest and 
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Huffing And Puffing 
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TOO SIMILAR FOR COMFORT? 


for damages of Rs 20 lakh. No interim orders have 
been passed in this suit. The case before the CMM 
will come up for hearing after the police submits its 
investigation report. Nokia’s spokesman declined to 
comment as the matter is sub-judice. 


Banishing cigarettes from the movies is just one of the many things the amended Tobacco Control Act does. 


RIGHT 
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PRESENTING THE ALL NEW SCORPIO SPORTZ. It's the 
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What Went Wrong At Data Access? , 


Conspiracy theories, bounced cheques, court cases, it'll take a while to sort things out. 


ATA ACCESS COMMENCED ITS ILD (INTERNATIONAL 

long distance) operations in July 2002. Its 
revenues zoomed from Rs 93 crore in 2001-02 to 
Rs 611 crore in 2002-03 (year ending September). And 
it planned a public issue of five crore equity shares (face 
value Rs 10 each) in March, 2004 at an offer price of 
Rs 17-20 on the back of this spectacular growth. But 
the IPO was torpedoed at the eleventh hour because of 
objections raised by the Department of Telecommu- 
nications (DOT). 

What went wrong? Government officials say 
the company has discontinued its operations six- 
seven months ago. Data Access founder Siddhartha 
Ray, who sold the company to a consortium led by 
Chennai-based entrepreneur K.C. Palanisami last 
year, declined to comment on the matter. Palanisami, 
who is a former МР, blames conspiracies and systemic 
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irregularities for the crisis. “But it's time to revive the 
company," he says. 

That may take some time. BSNL has filed a winding- 
up petition against Data Access in the Delhi High 
Court over the non-payment of outstandings of around 
Rs 200 crore. Cheques worth Rs 82 crore issued by the 
company to BSNL have bounced, resulting in a criminal 
case against Data Access. 

Government officials say the licence will be res- 
tored after Data Access clears its dues of around 


Data Access' founder Siddhartha Ray: My lips are sealed 


Rs 300 crore. "It must pay 75 per cent of the unpaid 
amount upfront and the remaining 25 per cent within 
a year," they add. 

Meanwhile, Data Access has filed a petition in 
Chennai High Court to revive the company and restore 
its points of interconnection. The wrangling, it seems, 
will continue for some time. 

KUMARKAUSHALAM 
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Back On The Road 


REMIER LIMITED, WHICH DROPPED ‘AUTOMOBILE’ FROM ITS NAME IN APRIL 
2005, is coming out of hibernation. On May 11, 2005, it launched 
Sigma, a multi-purpose vehicle (MPV), and Roadstar, a light commercial 
vehicle (LCV). “The seven-seater Sigma is positioned as a family vehi- 
cle, while the Roadstar is targeted at the transport business,” informs 
Premier's Head of Sales & Marketing, Atul Akolkar. For now, the vehicles, 
which run on diesel, are available only in South India. They will be 
launched in other parts of the country in a phased manner by the middle 
of next year. Premier, which is making the vehicles in collaboration 
with China Motor Corporation, will manufacture them at its Chinchwad fac- 
tory in Pune, which has a capacity of 10,000 vehicles per annum. The 
Sigma costs Rs 3.95 lakh while the Roadstar comes at Rs 3.25 lakh (both 
ex-Pune). Not everyone is impressed, though. “They are nothing great and 

look quite crude,” said Auto Car Editor Hormazd Sorabjee. 
KRISHNA GOPALAN 


We're back: F 
Roadstar'ttop 
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Paper Tigers 


Newspaper alliances are unsustainable in the long run. 


HE LIST OF FAILED MARRIAGES WOULD MAKE LIZ TAYLOR BLUSH. THE 

Hindu-Eenadu, нт-Іпаіап Express-Mid-Day, нт-Атағ Ujala and 
The Statesman-Bartaman have all tried it in the past. And most have 
failed. Why? “In most cases, newspapers come together to confront 
some immediate threat,” says Sandeep Viz, President of Mudra’s 
media agency Optimum Media Solutions (OMS). This implies that 
there is little rationale to continue the partnership once the storm 
has blown over. But that hasn't stopped The Times of India (Tol) 
from joining forces with Hindustan Times (HT) to take on the Zee- 
Dainik Bhaskar combine's yet-to-be-launched Daily News & 
Analysis (DNA) in Mumbai. 

“How can anyone succeed if the basic objective is to spoil some- 
one else’s party?” asks Meenakshi Madhvani, Managing Director 
of media audit company Spatial Access. Bang on. The Hindu- 
Eenadu deal was aimed at Deccan Chronicle in the Andhra 
Pradesh market. HT and Amar Ujala came together against Dainik 
Jagran in the Hindi heartland. And the HT-Indian Express-Mid-Day 
combine took on Mumbai big daddy Tor. In that sense, all these 
alliances were defensive in nature; none of them attempted to 
expand their own businesses. 

“Ours is merely a commercial transaction and does not signal 
the formation of a cartel against DNA,” says a senior manager at HT, 
defending his paper’s collaboration on printing, advertising and 
no-poaching with arch rival Tol, adding: “We did offer our excess 
printing capacity in Mumbai to DNA.” 

Most of the earlier alliances, though alive on paper, are quite 
dead on the ground. Obviously, “an enemy’s enemy is a friend” is 
not a sustainable business strategy. For example, selling advertising 
through a common rate card is a self-defeating proposition. 
“There is a 10-15 per cent discount on these combined rate 
cards, which a big media agency gets anyway,” informs Spatial’s 
Madhvani, highlighting the pointlessness of the whole exercise. The 
only aspect of the deal that can work is the no-poaching agreement. 
That’s the global experience across industries. But here, too, 
there are huge question marks. Such deals depend entirely on the 
good faith of the parties concerned. Is it too much to expect such 
things in the fiercely competitive Rs 1,000-crore Mumbai news- 
paper market? Watch this space. 

SHAILESH DOBHAL 
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Curious 
Branding 





Actor Mukherjee: The Tanishq look 


AD IT BEEN AN AGATHA CHRISTIE MYS- 
tery, it would probably have been 
titled ‘The curious affair at Pahelî. 
Titan's jewellery division, Tanishq, 
designed the heroine's jewellery col- 
lection for the Shah Rukh Khan-Rani 
Mukherjee starrer Paheli. ^We did it to 
capture audiences we normally don't 
through our marketing efforts," says 
Ruchira Puri, Head (Marketing & 
Design), Tanishq. Really? How? 
Tanishq's name appears only in the 
credits of the Amol Palekar film; but 
who bothers to read the credits any- 
way? There is no mention or visual of 
the brand anywhere else. So the com- 
pany is spending "substantial sums of 
money" on television ads featuring 
shots from Paheli showing Mukherjee 
decked in jewellery, with a voice-over 
informing us that Tanishq is behind it 
all. And how does the company intend 
to recover its costs? "We'll sell 
Tanishq's Paheli collection, priced at 
Rs 20,000 to Rs 3.5 lakh, across 20 of 
our 73 stores," says Puri. Film- and 
television-based merchandise sales 
haven't quite kicked off in India as it has 
in the West. Can Paheli be the first to 
buck this trend? Marketers will be 

keenly watching out for this. 
SHAILESH DOBHAL 
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Because babies love to lick their plates. 


At Amway, we use only food safe ingredients in our dish 
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W: HAVE GIVEN FULL LIBERTY TO SHAREHOLDERS 
and promoters to run companies. But in case 
of violations, the penalties will be stringent,” says 
J.J. Irani, Chairman of the Irani Committee Report 
on Company Law. If the main focus of the 177-page 
document was to achieve the above objectives, Irani, who 
is a Director on the board of Tata Sons, has done a great 
job. The central theme of his recommendations: make 
the Companies Act of 1956 more compact, enunciate 
only the broad principles and leave rule-making to the 
authorities, and ensure adequate protection for stake- 
holders and shareholders including small investors. 

The report, which has to be cleared by the Union 
Cabinet before it can be implemented, recommends 
doing away with a host of restrictions that has shackled 
Indian entrepreneurship for decades. It suggests the 
removal of restrictions on the number of subsidiaries a 
company can have and wants the ceiling on directors’ 
remuneration scrapped. It also wants independent dir- 
ectors to make up only one-third of the board strength, 
compared to the 50 per cent stipulation currently in 
place. Irani also proposes to speed up the process of 
incorporating and liquidating companies, and counsels 
giving more teeth to the Registrar of Companies. 

The panel’s most revolutionary suggestion is the con- 
cept of a “one-person company”. Existing laws mandate 
corporates to be an “association of persons”. This 
change is likely to provide a definitive push to entre- 
preneurship. Moreover, by shifting from a “government 
approved” regime to a “shareholder approval and dis- 
closure” regime, the Irani panel has begun, what 
Kaushik Dutta, Partner, PricewaterhouseCoopers, calls 
“an era of self-regulation for corporate India”. 

Given the man’s track record and reputation, it was 
expected that he would devote considerable attention to 
corporate governance. And Irani doesn’t disappoint. 
He even brings celebrities, who lend their glamour to cor- 
porate boards, under the scanner. If such companies 
vanish, they cannot disown their association with it; 
they will have to share the liabilities. Says Irani: “Any direc- 
tor who sits on the board at the time of investment/ pub- 
lic issue will be held responsible for at least two years.” 

Irani also focusses considerable attention on the issue 
of vanishing companies. He is obviously not one of 
those who will wait for the horse to bolt before he 
closes the stable door. Instead, the panel favours 
scrutiny from registration through the life of the com- 
pany. How? By making the filing of statutory documents 
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ГАЛУ Cleaning The Augean Stables 


The J.J. Irani Report on Company Law will bring transparency to the fore. 





Irani Committe's J.J. Irani: Laying down the rules 


mandatory. And, striking a blow for the rights of the 
small investor, he wants companies to compulsorily pub- 
lish information relating to convictions for criminal 
breaches of the Companies Act in annual reports. 

Expectedly, perhaps, such missionary zeal has not 
gone down well with some of his peers. The Chairman 
of Bajaj Auto, Rahul Bajaj, says the whistle-blower 
policy, for instance, "is clearly not well-thought out. How 
do you ensure that disgruntled elements will not lodge 
false or frivolous complaints?" And if that policy beco- 
mes law, companies should have the right to terminate 
the services of such employees if the case is found to be 
frivolous. Another CEO, who refuses to go on record, 
feels it could tempt some managements to plant moles 
in rival companies to create trouble. *The J.J. Irani 
report is far too idealistic for today's times," he adds. 

Then, there is little clarity on whether independent 
directors can continue to sit on boards after three 
terms (nine years in all, as recommended by the ear- 
lier Narayana Murthy Committee report). Moreover, 
Irani's insistence that nominee directors should not be 
treated as independent directors has not gone down 
too well with India Inc. 

However, given the spate of corporate scandals 
around the world, the report has shown a lot of courage 
by giving directors the authority to regulate the affairs 
of companies. Its acceptance will go a long way in 
bringing Indian corporate governance practices in line 
with the best in the world. 

ASHISH GUPTA 
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One Revolution Ahead 
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Skyrocketing 
Salaries | 


It's celebration time for salaried professionals with salaries 


^ 


nudging the magical Rs 1-crore-a-year mark. The good 
news. things сап only get better. sy SUPRIYA sHRINATE 


ARE FEW PLEASURES AS 
vicarious and as stimu- 
lating as looking at 
someone else’s payslip, 
typically a dot-matrix 


printout that serves as the financial summary of an 
individual’s value to an organisation. India, then, 
should be in the throes of ecstasy today. Salaries are 
up, across levels, and those of senior managers are 
nudging the magical Rs 1-crore-a-year mark, once 
considered the exclusive domain of high-profile 
executives (the kind that gets written about in maga- 
zines such as this one) and CEOs. 

The individuals concerned must be smiling all the 
way to the bank but their public response is a mix of 
embarrassment and touchiness, with most refusing to 
speak to this magazine, and others agreeing to discuss 
anything but their salaries. Thus Sandeep Sahney, the 
41-year-old head of branded formulations (for all 
markets other than the US and Europe) at Dr Reddy's 
Laboratories—he signed on two months ago from Eli 
Lilly India where he was Director (Sales and 
Marketing)—says that it was the challenge and not the 
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money that influenced his decision. He is reluctant to 
talk numbers and will only say that his new salary is 30 
per cent higher than his old, although the buzz in the 
market is that he earns around Rs 80-90 lakh a year. 
And Rajiv Verma, the CEO of HT Media Ltd (the com- 
pany that owns Hindustan Times), insists that it was the 
challenge and the fact that he was being offered a 
position in a happening sector in India—he was a 
true global resource, having worked in Nestlé’s and 
Whirlpool’s operations in other parts of the world— 
that encouraged him to sign up with the company in 
October 2004. Verma is, again, not at all keen to talk 
numbers but whispers in the exec-search trade put 
his salary at around Rs 2 crore-a-year. 

Indeed, execs at headhunting companies (some 
insist they be called HR consultants focussed on 
recruitment; others are happy with the more prosaic 
search firms) rattle off a list of executives who have 
recently moved jobs and the impressive salaries at which 
they have moved. R.S. Prasad moved from Dr Reddy’s 
to head Chennai-based Orchid Chemicals and 
Pharmaceutical’s formulations business at a salary of Rs 1.5 
crore a year; Lloyd Mathias left Pepsi where (page 53) 
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Touching ... 
The Sky NEELAM DHAWAN, 42 


MANAGING DIRECTOR 
MICROSOFT INDIA 


hawan is one of the fev 

women CEOS.in the 

country; the lady, assert: 
one headhunter, is in the fast 
lane; the highest paid woman 
executive outside ої banking ii 
India with a salary comfortably 
into eight figures 


Senior-manager 
pay is close to the 
Rs 1 crore-a-year mark. 


24-40 


illai is said to be juggling 
offers from Pantaloon and 
a private equity fund 
(the buzz is, he will probably 
go with the first). Both offers, 
talk in the executive search 
circuit says, are in the region of 
Rs 1.3 crore a year 





inghvi represents an entire 

generation of B-school 

pass-outs that is attracting 
top dollar (literally) fron 


p foreign recruiters. The specifi 
—— in this case: an annual salary 


of $150,000 (Rs 66 lakh) foi 
a posting in London 





All figures are average senior manager salaries in Rs lakh = 5 
Source: BT estimates; salary surveys by HR consulting = “Ж 
firms; figures for large multinationals and for companies = 2% 
that are in the top tier of the BT 500 ^ 





bt cover story 


Ӯ 


NARENDRA BISHT 





On Wings Of Growth 


IRLINE INDUSTRY EXECS WOULD LIKE EVERYONE TO BELIEVE THAT THE JOB 
market relevant to them is not as overheated as it is made out to be. 
However, rumours of a no-poaching agreement between Air Deccan 
and Kingfisher Airlines, and Air Sahara’s decision to sue SpiceJet for poaching 
pilots tell a different story. Still, with most pilots already being well paid, the real 
salary boom is happening for ground staff with new airlines paying premia of any- 
thing between 50 and 100 per cent. “I have already lost several members of 
my ground staff,” says Captain G.R. Gopinath, Managing Director, Air Deccan 
(itself only three years old). “They have joined new carriers at salaries that are 
sometimes double what they used to eam." There's unlikely to be a shortage of 
ground staff, though, like there is for pilots; Sunil Arora, the outgoing MD of Indian 
Airlines, is convinced that even this is a temporary phenomenon “because there 
are more Indian pilots coming through”. “Salaries increased 12 years ago when 
several airlines entered the market,” he adds, “and then, when most collapsed, 
there was a glut of trained staff." With the economy on a (modest) roll—there's 
a direct correlation between economic growth and passenger traffic—and Air 
Deccan not imploding as many expected it to (proving, in the process, that a low- 
cost airline can be viable in India) that seems a remote possibility. 
KUSHAN MITRA 


e People; Higher P 

More People; Higher Pay 

N 2004-05, THE INDIAN BANKING INDUSTRY GREW BY 15 PER CENT; THE Те ГӨ" 

corresponding figure for the asset management (mutual fund) Ramkumar: 

industry was 9 per cent; and for insurance, 15 per cent. Bank jobs galore 
Growth engenders demand for people (which, in turn, encourages 
companies to loosen their hold over purse strings), with Ramkumar 
K., Senior General Manager, ICICI Bank, predicting that some 
35,000 people will be hired by the financial services industry this year 
(banking alone will account for 25,000, and ICICI Bank, 12,500). 
The sector is also open to poaching by IT enabled services firms that 
are focussed on the financial services space (most are). Ramkumar 
Stresses that ICICI Bank "does not compete in the employment 
market on (the basis of) salary" but there are enough firms that do, 
especially those seeking a toe-hold in booming markets such as hou- 
sing finance, asset management, investment banking and broking or 
new ones such as pension funds. “Salaries in the banking business 
have increased by around 20-25 per cent over the last two years," 
says Arun Das Mahapatra, Managing Partner, Heidrick & Struggles. 
This year promises to be no different. 


SOUMIK KAR 


PRIYANKA SANGANI 
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ENGINEERING/ MANUFACTURING Jindal Stee! & Power's 


Joseph: Experience pays 


Crucial Cogs Cost More 


OU KNOW THE SALARY BOOM IS WELL AND TRULY ON WHEN COMPANIES IN THE 
engineering and manufacturing sectors start battling high attrition = 

rates. The two, after all, are sectors where “human capital isn't the only 

cog in the wheel, and people are not the product”, according to N.N. Akhori, 
Vice President (Human Resources Management), Hero Honda. Surprisingly then, 
attrition in the engineering and manufacturing industries is up from 7-9 per cent 
two years ago and is nudging the 15 per cent mark; it is a mere few percentage 
points lower in IT services. That could explain why salaries in the two indus- 
tries increased by an average of 15 per cent last year and will, by a similar 
amount this year. The number is higher in the case of some companies; at Jindal 
Steel and Power, for instance, salaries have increased by an average of 24-28 
per cent over the past few years. “Three years ago an individual with eight to 
10 years experience would earn Rs 30,000 a month; today the same person 
would earn Rs 80,000,” says Joseph John, Deputy General Manager (HR), 
Jindal Steel and Power. One reason for the explosion in salaries is that com- 
panies in manufacturing and engineering are doing well; another is that the two 
sectors are a happy hunting ground for firms operating in areas such as IT servi- 
ces,consulting,or financial services looking for the ever-elusive domain skills. 
; KUSHAN MITRA 





WHAT THE NUMBERS SAY 


The estimates may vary, the message doesn't: there is a salaries-boom on! 


SECTOR MA FOI OMAM CONSULTANTS BT ESTIMATES* 
SENIOR MIDDLE JUNIOR SENIOR MIDDLE JUNIOR SENIOR MIDDLE JUNIOR 

к IT 30-40% 20-25% 15-20% 15% 18% 16% 10-15% 15-25% 7% 
ITES 30-40% 20-25% 15-20% 20% 18% 18% 20% 15% 1% 


Financial Services 20% 15% 10-12% M96 15% 15% 30% 20% 14% 
Engineering/ Manufacturing 20% 15% 10-12% 12% 13% 14% 14% 15% 15% 


Pharmaceuticals 30-35% 20% 15% 15% 16% 15% 20-25% 18-20% 15-18% 
Retail 30-35% 20% 1% 17% 18% 18% 35-40% 18% 15% 
Aviation NA. МА NA. 16% 18% 18% 15% 20% 5% 
Real Estate NA МА NA. 14% 14% 12% 255 20% 20% 


Í Media/ Entertainment 20-25% 15% 10% 16% 15% 14% 35% 06 25% 
Telecom 25-30% 18% 12% 13% 14% 13% 20% 15% 15% 


Figures are increase in salaries this year — *Based on inputs from companies and HR consulting firms that track a few of the 10 sectors listed here N.A.: Not available 





The Best Of Both 
Worlds 


R SHOULD THAT BE WORST? IN SOME WAYS, 

the Indian iTES OR business process out- 

sourcing (BPO) industry has everything 
going for it: a workforce of 350,000, set to touch a 
million by 2007-08 and an annual growth rate of 60 
per cent. And in some ways, it is an HR manager's 
nightmare: attrition rates average around 35 per 
cent; there is a significant mismatch between demand 
and supply; and there are few competent senior 
managers available. "Each new player who enters the 
market (to start a BPO) plays the compensation 
card," says Rahul Varma, Director (HR), Accenture. 
Given the industry's age (it is still a toddler), it is hard 
to find people with experience, and new entrants 
are more than willing to pay a premium for whatever 
experience is available. That (the scarcity of experi- 
enced hands) motivates people from the IT services 
and financial services sectors to look for greener 
pastures in ITES where they, more often than not, find 
them. Even at the junior level where, according to 
Deepak Dhawan, Vice President (HR), EXL Service, 
"we look for people with the drive to perform and the 
ability to think on their feet", salaries have increased 
by around 15 per cent a year over the past few 
years. And while employees celebrate their huge 
hikes, companies are beginning to lose sleep over wage 
inflation and the consequent erosion of the cost 
advantage India currently enjoys over other countries 
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Paying For Experience 


LLS LIKE OLD TIMES,” PRATIK KUMAR, 
Corporate Vice President (HR), Wipro. Kumar is referring 

to the pre-2001 era when IT services companies lavished 
half-yearly, sometimes quarterly hikes, on their employees 
(not across the board, though). The phenomenon of quar- 
terly hikes may not be back (at least, not across the industry), 
but if there is one sector that embodies the boom in salaries, 
it is IT services. One reason for this is the sheer number of peo- 
ple companies have been hiring. Over the past year, TCS, 
Wipro and Infosys have each hired over 10,000 people. And tech 
multinationals such as Accenture (from 1,000 employees three 
years ago, the firm has increased the strength of its work- 
force to over 13,000), IBM and EDS haven't been idle either. 
The predictable outcome: a scramble for talent. 

In other sectors, that may have resulted in a spurt in 
salaries at the entry-level; in IT services, says Ajit Issac, 
Managing Director, Adecco People One, a staffing firm, “it is pri- 
marily people in the middle and junior (not entry) levels that 
have seen a (significant) hike”. Bhaskar Das, Vice President 
(HR), Cognizant Technology Solutions, admits that salaries at 
the entry level have remained flat over the past two years. And 
T. Hari, Sr Vice President (HR), Satyam Computer Services, 
points out that although salaries have increased by around 12- 
15 per cent across the organisation, at the middle-management 
level, they have increased 18-20 per cent. The large number 
of engineering graduates India turns out each year (184,347 
at last count by NASSCOM estimates) is one reason for this. 
Another, explains Hari, is "the high demand for specialised 
skills". Thus, experienced technical architects, integration 
managers, change managers, programme managers and domain 
specialists are in demand. 

VENKATESHA BABU WITH E. KUMAR SHARMA 


ME SAYS 


Satyam's Hari: 
Specialisation pays 
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Dr Reddy's Chakraborty: 
No poaching, but... 


The Magic Pill 
HE MAGIC PILL (IN CASE YOU ARE 
wondering), something that 
can promise an increase in 

salary of 50 per cent or more, is 

available to individuals who are any- 
thing between a manager and a vice 
president in a pharmaceutical firm, 
and have skills in areas such as cli- 
nical research, new product develop- 
ment, quality, or marketing (generics 
especially, which are generic versions 
of off-patent drugs) in regulated mar- 
kets such as the US. "It is demand 
from Indian pharma players entering 
regulated markets, particularly with 
generics and speciality drugs, that is 
driving the salaries boom," says 
Ishwar Balchandani, Executive 
Director, Omam Consultants, an HR 


consulting firm focussed on recruitments. Thus, even Dr Reddy's 
Laboratories, which, according to Saumen Chakraborty, Executive Vice 
President and Global Chief of HR, "does not poach and does not offer 
fantastic hikes", has had to relax the rules a bit in functions such as R&D 


and regulatory affairs. In these, says Chakraborty, 


“the whole thing is 


about negotiation and what one presents as his value and what the 
employer perceives as it (the value)”. 






E. KUMAR SHARMA 





а rofe: fessional, Organised And Ready To Fly 


"WO YEARS AGO, WHEN KUNDAN VERMA, NOW HEAD OF HR AT THE ANSAL GROUP, 
[moved from the liquor industry to real estate, most people thought 


he was Executive Vice President 
(Marketing), to head the marketing 
function at Motorola India at a salary 
significantly higher than the Rs 50- 
60 lakh-a-year he was earning at the 
beverages major; Sanjay Viswanathan 
moved from iGATE (he was head of 
Europe) to GECIS as Managing 
Director, Europe, at a salary of 
$300,000 (Rs 1.32 crore); and Padma 
Ravichander signed on as head of 
Perot Systems India (from Oracle) at 
a salary of $325,000 (Rs 1.43 crore). 
“Indian salaries, especially for sen- 
ior managers, is fast racing towards 
the $250,000 (Rs 1.1 crore) mark,” 
says Venkatesh Shastry, Associate 
Director, Stanton Chase, a head- 
hunting firm. “This is comparable to 
the compensation in the us for mid- 
dle-to-senior-level positions.” The 
Indian salaryman has arrived. 


The Making Of The Boom 

India Inc. is on a roll. In 2004-05, a 
sample of 1,528 companies increased 
their revenues 19.37 per cent and net 


profits 28.74 per cent over the corres- 
ponding figures for 2003-04, “This 
is the first time that all sectors of the 
economy including traditional lag- 
gards such as steel and textiles are 
” says Sanjay Kapoor, 


doing well, 





there was something wrong with him. From being an industry only in 

- name, real estate is today, professional, organised, and with the govemment relaxing 
— rules regarding foreign direct investment in the sector, ready to fly. By some 
t ‘salaries in real-estate firms have increased by between 20 per cent and 
И j per cent over the last year. “The new companies have improved the way the 
Y A "sector works," says Anshuman Magazine, Managing Director, CB Richard 
T EON rares consultancy. Tat has Jed-Ao an Increase. in demand for 
lawyers, finance pros, even marketing execs. And although real estate 
re expanding to cities outside the metros (the Ansal Group, for instance, 
п о мн 
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s and, finally, competency-profiling.” jobs in real estate is now 
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Rs 12,10,000- 
crore нде 


HAT (RS 12,10,000 CRORE) IS THE 

size retail peas а firm KSA 

Technopak puts on organised 
retail in India by 2010. Retail has 
been the next big thing for sometime; 
apart from existing players such as 
RPG (Spencer's, MusicWorld), 
Shoppers' Stop, Pantaloon (Big Bazaar), 
and Trent (Westside), there are a clutch 
of foreign companies (read: Wal-Mart 
and the like) waiting to enter the coun- 
try once the government relaxes rules 
regarding foreign direct investment in 
the sector. When that happens, it will 
only exacerbate the existing manpower 
crunch in the industry (although FMCG companies are a happy hunting 
ground; RPG's Sanjeev Goenka has just poached Jeetu Mehta from HLL 
to serve as the Chief Operating Officer of the group's retail business). "This 
is what happens when you have lots of people suddenly chasing a limited 
talent pool," says Vijay Kashyap, Vice President (HR), Shoppers' Stop, 
referring to the phenomenon of companies willing to pay anything to attract 
that all-that-rare talent. "The retail industry is facing a shortage of people, 
especially in areas such as mall management and merchandising," says 
Sonal Agrawal, Senior Director, Accord India, a headhunting firm. "It will 
create one million jobs by 2010." 
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Shoppers' Stop's Kashyap: 
Dipping into a limited pool 
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Inda d Hottest Sector 
We Say More) 


ELECOM, INDIA'S MOST HAPPENING INDUSTRY, PROVIDES A GOOD ILLUSTRATION 
of how salaries can explode with. increments remaining in the 
modest 15 per cent to 18 per cent range. “Everybody is hiring from 
everybody else," says an executive at a large telecom equipment firm. 
“Attrition rates are going through the roof and people are leaving for salaries 
that are sometimes double what they-used to earn." That's an assessment 
that Steve Correa, Corporate HR Head, Hutch, agrees with. "Too many 
` companies are chasing too few people and only smart companies have been 
able to keep wages and associated costs in check.” And Bharti Tele- 
Venture's Executive Director and Acting Head, HR, Anil Nayar sees 
salaries continuing to rise in the sector as long as it contnues to grow. 
KUSHAN MITRA 


SHIVAY BHANDARI 


Partner, Amrop International, a head- 
hunting firm, proffering one reason 
for increasing salaries. The average 
increase in salaries across industries, say 
HR consultants, is around 15 per cent 
this year. The number is higher in sec- 
tors such as pharmaceuticals (25 per 
cent) and functions such as HR. “HR is 
one area where there is a huge demand 
for people,” says M.S. Rangesh, Head, 
Orchid. The pharmaceuticals-bit 
doesn’t surprise Sonal Agrawal, 
Director, Accord India, a headhunting 
firm, who believes that the demand- 
supply imbalance is most acute (and 
consequently, the phenomenon of 
stratospheric hikes in salary most 
prevalent) in sectors that are “fast 
growing and display structural imba- 
lances”. That would include tr services, 
business process outsourcing, 
pharmaceuticals, retail and airlines, 
which are either experiencing sudden 
unexpected growth or facing a shor- 
tage of people with either the right 
kind of experience or the requisite 
skills, or both. In some cases, there is a 
time-dimension to be considered as 
well; for instance, media companies 
rushing to launch editions or chan- 
nels by a certain deadline cannot afford 
to wait for the right talent to fall into 
their laps. “Their business plans would 
then get moved by six to 12 months,” 
explains Rekha Jacob Koshy, National 


Bharti’s Nayar: The boom 
won't end anytime soon 
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SpiceJet's 
Winders: It pays 
to be an expat 


THE EXPAT FACTOR 


The difference between expat and 
local salaries is shrinking. 


XPATS EARN MORE, AND THEY SHOULD. "IT IS ONLY FAIR 

that companies pay a premium not just over the 

Indian salary but also the home salary to attract 
expats," says Mark Winders, CEO, SpiceJet, himself an 
expat. However, over the past two years, the gap between 
Indian and expat salaries has narrowed: from a 
premium of 100 per cent earlier, expats now attract a 
premium of around 30-35 per cent. Part reason for the 
narrowing gap is the steep rise in Indian salaries. 
Another is the status of India as a hot emerging market 
that has, explains Gangapriya Chakraverti, Head 
(Compensation Practice), Mercer Human Resources 
Consulting, "ensured that many expatriates now want 
to be part of the excitement", She adds that even in 
these cases, the salaries are at a premium over "local 
levels". Then, expat salaries are the same as domestic 





Practice Head (Entertainment, 
Media and Communications), 
Accord India, *and that is some- 
thing no player can afford." 

Much of this has already hap- 
pened in sectors such as telecom- 
munications, media, pharmaceuti- 
cals, and rr and tr. services (there is 
a ripple effect across sectors too, 
but more on this later) and Vijay 
Kashyap, Vice President (HR), 
Shoppers' Stop, can see it coming in 
retail too, “With foreign direct 
investment being allowed (it hasn’t 
yet been, but is more a question of 
when than if), there will be greater 
upward pressure on salaries with 
more players chasing the same talent 
pool.” Apart from industrial growth, 
increased competition and the emer- 
gence of new sectors, salaries are 
being pushed North by another 
phenomenon: that of senior exec- 
utives in India being tapped for 
regional roles and the arrival of 
India as (possibly) the next big 
economic destination. “This would 
entail a different alignment of 
talent and compensation,” says 
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Atul Vohra, Managing Partner, 
Transearch India, a headhunting 
firm. It already has. 


Why Numbers Don't 

Tell The Entire Story 

Numbers—a 15 per cent, even a 
25 per cent or 30 per cent hike in 
salaries doesn't really qualify as a 
boom-—don't really tell the story. 
That's because India Inc. (the defi- 
nition includes multinationals ope- 
rating in India) has discovered the 
advantages of hiring across sectors 
(the ripple effect). For instance, 
telecom firms often hire marketing 
pros from fast moving consumer 
goods firms; while the salaries these 
people are hired at may be par for 
the course as far as telecom is con- 
cerned, they would be significantly 
higher than what they were earning 
(sometimes double). Such nuances 
apart, most people expect the phe- 
nomenon of rising salaries to con- 
tinue. As Roland Sequeria, Vice 
President and Head of HR at Tata 
Power, puts it, “As long as India 
continues to be an attractive 


ones only in the First World. 


destination for global companies, 
the market (for talent) will con- 
tinue to remain competitive.” “Will 
salaries continue to rise?” asks Anil 
Nayar, Executive Director who is 
overseeing the HR function at telco 
Bharti Tele-Ventures while it iden- 
tifies a new person for the job. “If 
the telecom market and the eco- 
nomy continue to grow, they will.” 

That may be good news for 
employees, but for companies it 
presents a unique set of challenges. 
Captain G.R. Gopinath, Managing 
Director, Air Deccan, offers the 
instance of his Deputy Airport 
Manager at Bangalore who left for 
a rival that promised to double her 
pay from Rs 30,000 to Rs 60,000, 
ruing the impact it has on his costs. 
“It is difficult to juggle employee 
costs and low fares,” admits Rubi 
Arya, Head (HR), Kingfisher Airlines. 
“Whether one is high cost or low 
cost, the talent pool remains the 
same.” Companies usually address 
such problems by offering yearly 
bonuses; apart from keeping 
immediate costs low, says Arya, 





TATRA 


I 8 € 6 iis 


A truck designed to go anywhere is now doing just that. 
The unstoppable Tatra has now made its way to Indonesia. 





Having recently exported thirty-two trucks to 
Indonesia, we looked back in time. We have come a long, long 
way. Since June 1998. Today, we stand tall as the leaders in off- 
road application vehicles in India. 


We started off as an SKD operations unit. We 
gradually moved on to CKD operations. And today, we 
manufacture the entire engine, cabin and chassis. With a high 
local manufacturing content, we have not only engineered our 
very own state-of-the-art indigenous versions. We have written a 
new chapter in history, by exporting them offshore. 


We mulled over the factors that have thrust us this far. 
ls it the swinging half axles that provide immense stability even on 
an off-road terrain? Or is it the Central Back Bone Tube Chassis 
that provides a damage-proof power line allowing operations with 


Factory - Hosur: 7&8 Sipcot Industrial Area, Phase 1, Hosur, Tamil Nadu- 635126, India. Ph :91-4344-277203 | 277996 / 278191 Fax: 
s- New Delhi: A-54, Kailash Colony, New Delhi 110048 Ph : 91-11-26445037, 9811007082 Fax: 91-11-26445033 Nagpur:1A & 1B, 
re, Nagpur 440 015 Ph: 91-712-2246647, 9823188110 Fax: 91-712-2244131 Kolkata: Ground floor, 30 А, 


Plot No. 3, Prasanth Nagar, Near Ап! Square, : 
» Kolkata- 700029, Ph: 91-33-24658747, 9830304104 Fax: 91-33-24658747 Hyderabad: 2 F, Brij Tarang, Green Land, Begumpet, Hyderabad. Ph: 91-40- 





least ground clearance? Maybe it's the investments in cabin 
welding shop, engine assembling and testing facility 


Whatever the reasons, the fact is, it took us a mere 8 
years to revolutionize the Dump Truck market in India. And to 
gear ourselves up to reach out to global markets. Thanks to our 
undeterred focus on optimum productivity at an optimum cost 
And the resolve and tenacity of our dedicated employees, 
customers, vendors, and business associates 


What's more, we are also venturing into highway 
commercial vehicles, pick-up vans and bus seating systems. And 
where do we go from here? Well, we would say anywhere. For 
where there is Tatra, there is a way. 
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HUMAN RESOURCES DEVELOPMENT MANAGERS 


IN ONE OF THOSE CRUEL IRONIES, INDIA INC. IS WAKING UP TO THE FACT THAT 
apart from suffering a limited pool of potential recruits, there simply 
aren't enough recruiters to go around. Apart from hurting corpo- 
rates, says K. Pandia Rajan, Managing Director, Ma Foi, a staffing 
and headhunting firm, this means firms such as his have it tough. 


FINANCE & ACCOUNTING PROS 


WHY? BECAUSE EVERY SEGMENT OF RETAIL FINANCE IS BOOMING, FOREIGN 
financial services majors are entering India with aggressive plans, 
and companies are feeling the pressure to focus on transparency 
and corporate governance. Now, where does that leave companies 
seeking to fill slots in their corporate finance function? 


MERCHANDISERS, MALL MANAGERS, 
SOURCING SPECIALISTS 


IF ORGANISED RETAIL IS A SCIENCE (THE COMPANIES IN THE BUSINESS SWEAR 
it is), people who belong to any of these three categories are the 
equivalent of research scientists. Not surprisingly, there aren't too 
many of any of the three types floating around. "People are scouting 
abroad for experienced people," says Dharmesh Jain, Chairman, 
Nirmal Lifestyle, a Mumbai-based mall developer. 


IT PROJECT MANAGERS 


THE DIVAS OF THE IT SERVICES SPACE, THERE ARE FEW PROJECT MANAGERS 
around who can manage a project involving 500-800 

people. “Finding the type is harder for MNCs that have recently 
come here to leverage India,” says Gautam Sinha, CEO, TVA 
Infotech, a Bangalore-based HR firm. “Domestic firms get by 
because they-have grown and nurtured talent internally.” 


SALES & MARKETING PROS 


CONSUMER CONFIDENCE (SEE ON TOP OF THE WORLD ON PAGE 88) IS ON AN 
all-time high; there is a real-estate boom on; there's a 
passenger-car boom on; and consumer durables aren't doing too 
badly either. “We usually hire sales and marketing people from 
other auto companies," says G.S. Ramesh, Senior Vice President 
(HR), Hyundai Motor India. "Given how fast we are growing, 

we have also started tapping other service-oriented industries." 


DO CEOs EARN MORE? 


They do, and thanks to incentives the gap between CEO and senior manager pay is widening. 


a year ago. Much of this, however, can be attributed to performance incentives (and with India Inc. continuing 


C^ SAYS ONE HR CONSULTANT, EARN, ON AN AVERAGE, BETWEEN 25 PER CENT AND 30 PER CENT MORE TODAY THAN THEY DID 


to outperform—the net profits of 1,528 companies increased some 28.74 per cent in 2004-05 over 2003-04— 
that shouldn't surprise anyone). "It is this component that is the real differentiator between the salaries of CEOs and other 
senior managers," says K. Pandia Rajan, Managing Director, Ma Foi, a staffing and executive search firm. For instance, 
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PILOTS AND AIRCRAFT MAINTENANCE ENGINEERS 


THE GOING RATE FOR THE CAPTAIN OF AN AIRBUS 320 OR BOEING 737 

is Rs 3-4 lakh a month. That for an entry-level aviation engineer, 
Rs 50,000-60,000. And domestic airlines have to compete with 
international carriers that, according to Captain G.R. Gopinath, 
Managing Director, Air Deccan, “pay in foreign currency, have 
better pay scales and tend to fly bigger planes (the bigger the plane, 
the more the pilot or engineer is paid)”. 


R&D AND CLINICAL RESEARCH PROS 


“THERE ARE AROUND 40 RESEARCH TEAMS IN THE COUNTRY THAT NEED 
to be rebuilt across 25 companies and a dozen-odd research 
hotshops with each needing around 30-40 people,” says 

R. Suresh, Managing Director, Stanton Chase, a headhunting 
firm. That's 1,000 people India doesn't have right now. 


PRIVATE EQUITY PROS, RESEARCH ANALYSTS 
AND FUND MANAGERS 


THE STOCK MARKET IS ON A ROLL (FACE IT, ALTHOUGH THE SENSEX IS A 

trifle volatile it hasn't seen 6,000 in a long while), foreign 
institutional investors (Flls) cannot get enough of India, and existing 
asset management firms are launching new schemes and new ones 
are entering the market. Says Paras Adenwala, an investment 
advisor, "There is definitely a shortage of good people in the market, 
especially on the investment side, which isn't surprising given the 
number of new players." 





these "serve the cause of retention." 
As salaries continue to increase, 
the average duration an employee 
(even at the senior levels) spends 
in a company is coming down. In 
sectors such as telecom, this statistic 
is now an unimpressive two years. 
Companies do not (and should not) 
have anything against hiring such 
executives. However, as Bimal 
Rath, Head (HR), South Asia, Nokia, 
points out: *The difficult part is 
weeding out people who are 
moving jobs just for the money, 
and there are a lot of such peo- 
ple." There are also some people 
who believe that if salaries spiral out 
of control, India could lose its edge 
in sectors such as IT and rr-enabled 
services. “It is important to give 
people the salaries they deserve," 
says Ramkumar K., Sr GM, ICICI 
Bank, *but we need to make sure 
that we do not run the risk of 
becoming unproductive." Should 
that happen, warns Ramkumar, 
jobs will move out of the country. 
"The competitive gap between 
remuneration and value needs to 
remain for the economy to remain 
productive," he adds. That's a 
sound theory. However, things do 
not always work that way in prac- 
tice. “With limited experience avai- 
lable, poaching on the basis of com- 
pensation alone has hiked salaries in 
industries where skill sets are 
portable," says Mohit Mohan, Sr 
Vice President, Gilbert Tweed 
Associates, a headhunting firm. 
Then, as Arun Das Mahapatra, 
Managing Partner, Heidrick & 
Struggles, another headhunting firm, 
would have it, *To say salaries are 
going through the roof would be 
wrong. They are realistic ." Which is 
probably why this is the best time to 
beasalaryman in India, @ 
ADDITIONAL REPORTING BY 
VENKATESHA BABU, 
RAHUL SACHITANAND, KUSHAN 
MITRA, PRIYANKA SANGANI AND 
E. KUMAR SHARMA 
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WILLIAM OWENS/ VICE CHAIRMAN & CEO/NORTEL 





AST YEAR IN APRIL, WHEN 

William “Bill” Owens 

took over as Vice 

Chairman and CEO of 

Nortel Networks, things 
were looking far from happy for the 
Canadian telecommunications 
equipment manufacturer. Former 
CEO Frank Dunn and nine other 
executives, including the CFO and 
the company controller, had just 
been fired over an accounting scan- 
dal that brought class-action lawsuits 
and required the company to restate 
its financials for 2000 through 2003. 
One year into the job, Owens, once 
the second-highest ranked military 
official in the Us, has moved simul- 
taneously on several fronts, cleaning 
up Nortel’s accounts, roping in new 
talent, allaying customer fears, even 
making acquisitions in April this 
year. Recently in India, Owens, 
who's also on the boards of Daimler- 
Chrysler and Carnegie Foundation, 
among others, spoke to BT's 
R. Sridharan on Nortel’s recent 
troubles, and how India, where 
Nortel has invested $10 million 
(Rs 44 crore) in Bangalore-based 
Sasken Communication, fits into 
its global strategy. Excerpts: 


This is your first visit to India as the CEO 
of Nortel. What do you think of the 
telecom market? 

It really is a revolution in a lot of 
ways. If you see the growth side, it's 
so exciting. It’s exciting not just for 
the growth, but also for what it 
does for the people of India. In a lot 
of ways, this has been interesting 
because India decided to grow 
somewhat gradually, and waited 
until a couple of years ago to really 
go full forward into the telecom 
marketplace. It was a wonderful 
time to do it because the products 
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“This Is 
Not The 


Old 
Nortel" 








were mature, the capability and 
data over mobile phones were 
greater, the cost of the GSM handset 
was much lower, and the market 
was ripe for mass distribution of 
low-cost mobile telephony. So, India 
is one of the most important coun- 
tries in the world for Nortel. Not 
because the early profits are going to 
be so great, but because it’s just a 
good place to be in to partner with 


some of the large telecom compa- 
nies, BSNL, Reliance, Tata, Bharti... 
you want to be present as a part 
of the Indian workforce, which | 
think everybody around the world 
realises more and more is very high 
quality. By being here, we become 
much more involved with that 
workforce, and you find ways to 
take advantage of that workforce 
and skill level not only in India but 





in other countries as well. For 
example, as a result of the BSNI 
project, we have found a number of 
Indian partners who give us a great 
advantage when we go to deploy 
network in another country. 


But isn’t Nortel late to the Indian tele- 
com party? It wasn’t until late last 
year that Nortel bagged its first big 
order from an Indian carrier (a $500- 
million or Rs 2,250-crore contract 
from BSNL). 

While we are a little later than 
some of the other players, I can't 
tell you exactly why. Гуе been chief 
executive at Nortel for one year 
What I can tell you is that the 
movement here was a strategic 
move for us. The BSNL bid was 
strategic bid... it was meant to get 
us here, have us develop partner 
ships, find new low-cost structures, 
use the Indian capability, etc. Yeah, 
we are later than others, but we are 
here as a strong power. 


Some analysts say that the BSNL deal 
is going to cost Nortel $200 million 
(Rs 880 crore) in lost profits. Is that the 
price you are paying to get your foot in 
the door here? 

[hat was a very competitive bid. 
We have learned a lot, and we did 
pay to get into the marketplace 
here, and how exactly the profit 
line will play out is something we 
just have to wait for, because ther« 
are many elements to how it plays 
out. Obviously, it's in the best inte 
rest of not only Nortel but also 
our partners if we make somi 
money on these projects, else we 
won't be here for the long term. S« 
Nortel expects to do that. Ws 
expect to compete handsomely 
with respect to further expansions 
of the build out, perhaps selling 
enterprise products over the net 
works. Remember that Nortel is 
one of only a couple of compa 
nies in the world that do both 
enterprise business and telecom 
equipment business. So we would 


1 


I doubt that 
any firm in the 
world can come 
down to the 
price level of 

a Chinese 
competitor that 
is government 
subsidised 





expect that whether it is e-gover- 
nance, or small and medium busi- 
ness, or large business enterprise 
services over these networks, there 
would be substantial opportunities 
for us there. Additionally, we have 
some of the best technology in the 
world. We spend more money on 
R&D than our competitors do. So 
there are a lot of opportunities for 
us to use our presence here to grow 
our revenue and profits. But it is 
also back to the earlier point, which 
is, being here and taking advantage 
of the Indian workforce allow us 
then to go to other places and make 
money in other places as well. So it 
has strategic dimensions to it. 


Are the Chinese telecoms equipment 
manufacturers like Huawei and ZTE 
forcing you to drop prices? Nortel has 
never been a price warrior... 

Huawei, ZTE and UTStarcom are 
fierce competitors. One would have 
to look at their overall business suc- 
cess in the long run to judge 
whether this is in their best interest. 
There are some advantages that 
Huawei and ZTE have over com- 
panies like Nortel. Nortel is required 
to and does account for every ele- 
ment of the balance sheet. That’s 
why we spent $200 million (Rs 900 
crore) last year to get our balance 
sheet accurate and complete, to 
meet all the criteria of SOX 
(Sarbanes-Oxley) 404. One would 
want to ask Mr Ren (Zhengfei, CEO) 
at Huawei, or the CEO of ZTE or 
Urstarcom if they've done the same 
kind of accounting. They can then 
compete, therefore, in ways that a 
Nortel cannot. But quality is the 
name of the game for Nortel. We 
have prided ourselves on our reli- 
able telecom networks, secure net- 
works; this is especially true as you 
get into IP packetised networks 
where... you know, all these wireless 
networks will go in that direction, 
whether it is CDMA or GSM. They 
will all become eventually packe- 
tised. When that happens, the ability 


of a virus or an intruder to come 
into those networks and have dra- 
matic effects on a nation-wide basis 
is great. How do you provide secu- 
rity and reliability in that environ- 
ment? We spend a lot of R&D 
money thinking about those things. 
That I think is really the edge. 


If Nortel is going to focus on the Asian 
markets, how can it come down to a 
cost structure that allows it to sell 
equipment at prices that are locally 
competitive? 

I doubt that any company in the 
world can come down to the price 
level of a Chinese competitor that is 
government subsidised. Further- 
more, you don't see a Sarbanes- 
Oxley overview of the Chinese com- 
petitors, so one doesn't know how 
much they are, or not, making. 


Talking of Nortel as a company, even for 
a seasoned soldier like you, the last 
one year must have been difficult. So 
what kind of a to-do list did you walk in 
with and how much of it have you 
achieved by now? 

Well, I had a large list and we have 
done a number of different things. 
Establishing financial credibility, 
transparency and accountability was 
of the greatest importance. With 
the release of our first quarter 2005 
numbers at the end of this month, 
when we return to normal financial 
reporting, Nortel has achieved that. 
We've spent a couple of hundred 
million dollars on accounting, and 
we have done a number of things to 
absolutely ensure ethical, transparent 
financial reporting. And I believe 
that this is a journey that will never 
end in terms of financial accounta- 
bility. We needed to start the path- 
way to profitability and cost reduc- 
tion . We needed to start down the 
pathway to reduce our opex (opera- 
ting expenditure) and we are well 
on our way there. As you may 
know, I announced a reduction of 
3,250 people and that would be 
complete by the end of the second 
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quarter. We will continue that assa- 
ult on opex. We announced that 
we were deeply interested in 
government solutions and security 
solutions when I came on board in 
April 2004, and you have probably 
observed the acquisition of a won- 
derful company called РЕС in 
Washington D.C., which is purely 
oriented to top-end government 
solutions, homeland security... the 
kind of application that may be 
relevant in other places in the world, 
certainly in this country. 


In Q4 of last year, Nortel became profi- 
table sequentially, but a lot of your 
profits came from extraordinary income. 
How much of your Q1 profits would 
come from continuing businesses? 
We can't afford to not make profits 
on our businesses. Nortel should 
have a good 2005, but I have not 
given any projections. 
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The more you 
get involved 
with India, the 
more you build 
partners. It’s 


more likely 
that you 
do more 
R&D here 





Did the accounting issues at Nortel 
affect customer relations? Recently, 
you lost the Cingular deal and also the 
BT Group deal... 

I don’t believe the loss at Cingular 
or BT was associated with the finan- 
cials of Nortel. We had a couple of 
products that were delayed as it 
relates to BT. It would be hard to 
say that management has not been 
distracted in 2004, with shift of 
half of the management team, and 
change in the board of directors. | 
have been out and around the 
world to talk to essentially all of 
our major telecom customers. I’ve 
spent a lot of time on the road to 
give them the reassurance of our 
complete commitment to credibi- 
lity. This is not the old Nortel. 
This is a very different company. 
This is a company that is much 
more strategically oriented, a 
company unquestionably sound 


financially, a company that is built 
with integrity and ethics. And | 
think our customers believe that. 


Indian telcos are going to be spending 
some $16 billion (Rs 70,400 crore) 
over the next two years. How much of 
that does Nortel hope to bag? 

I think it would be wrong to say all of 
it. Nortel will compete strongly and 
build the best possible relationships. 


Is there an India strategy that you have 
put in place? 
Sure. 


Do you want to outline that as safely 
as possible? 

(Laughs) No, but it has to do with 
substantial growth. Not just for the 
growth here but, like I mentioned to 
you earlier, the more you get invol- 
ved with India, the more you build 
partners. It’s more likely that you do 
more R&D here, more software work 
here, and find partners who do man- 
ufacturing of very high quality at 
low cost. I don’t think there is any 
other country in the world today 
that has all of these parameters. 


Why do good companies go bad? 
Nortel has always been a very ethi- 
cal company. And what happened at 
Nortel was due to a small number 
of senior executives. You must rea- 
lise that businesses have become 
much more complex. And accoun- 
ting has become very, very chal- 
lenging. But we have spent the last 
year getting that in order. All that’s 
behind us now. 


A final question. Is being a CEO tougher 
than being a soldier? 

I don't think so. They are two dif- 
ferent worlds. I’ve been in a couple 
of wars, and that hasn’t been easy 
either. It (being a soldier) is full 
immersion, full dedication, full alle- 
giance to your people and your 
organisation. It has a lot of the same 
features as being the chief executive 
of a company like Nortel. Efl 
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t narar bir HAD NEVER HEARD OF NEUSOFT BEFORE 1 CAME TO 
7 China 36 months back, but I have no problem 2 
пап || services JUSTY believing Walter Fang when he declares, not 
modestly, that “by 2010, Neusoft will be a household 
name in the United States and Europe”. One reason 
| soon challenge India is that Fang is a 27-year veteran of IBM, now the 
i Group Vice President and Chief Technology Officer 
. РӘХ of Neusoft, апа he should know. The other is that Neusoft is 
L 36 months, Talasila Rao, already China's largest outsourcing firm. 
ик “If I were United States or Europe, I should realise I am 
А МАТЕ AUI IESE no longer the centre of the universe,” says Jane Smith, the 
onerations | tidied the Senior Vice President of a $10 billion-plus (Rs 44,000 crore- 
TR i plus) financial services major with a growing footprint in 
Oustry, Meeting arge Tim China. “And, if I were India, I should start worrying (about 
competition from China in IT services).” Smith adds that the 
i domestic IT services market in China will grow to “a significant 
Ё nave neara of ana understanaina size by world standards" soon. 
АГУУ ТЕС SUPPE UNA “If one of the world's leading aerospace firms can trust 
7 
i 





| 
Ince ner 


ik le ar he nase e oad | Ufida (with meeting their demanding requirements), I am sure 
inte ere is a fil ersor other clients can trust our capabilities," says Guo XinPing, Vice 
Chairman of Ufida, formerly ur Soft and China's largest 
i He Ule el software products firm (it is the leader in the enterprise 
б resource planning segment). 
If Fang, Smith and Guo are to be believed (and there is no 


( reason to do otherwise), China is poised to become both ап 
L [ ) [o | Q attractive market and an outsourcing hub for IT services. A 
Ё study by IT research firm IDC puts the growth rate of the rr 
- services market in China at an average of 25 per cent a 
4 year. Taking into account the rapid growth rates in other ѕес- 
З Qa tors of the IT industry (hardware, software), the country 

could become the second-largest rr market in the world 
after the Us sometime in the next decade. Several firms see 


Ш 
> China as the next big market and have already established а 
E significant presence in it; others are scrambling to have a China 


strategy of their own more from a desire to keep up with the 


Joneses than anything else. However, both from the pers- 
pective of tapping the Chinese domestic market, or from that 4 
of viewing the country as an outsourcing destination, there are 
companies that are yet to decide on what to do. Many of these 
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have to do with the lack of information on China. Over 36 months, | 
sought to improve my understanding of the country and its IT services mar- 
ket (and prowess). This article contains some of my learnings. 


Utsourcina Challenae 


1 





е ТИЕМ 
| үч] N P, 
MYTH: Outsourcing to China has a long way to go 
REALITY: By 2007, China will be a ‘competent’ 


destination for outsourcing 


LL THROUGH 2001 AND 2002 WHEN INDIA INC. WAS BEING PARANOID 

about the coming Chinese Juggernaut, CEOs of IT services firms, and 

media analysts couldn’t stop talking about the threat China posed to 
them. Then, by 2003, the tenor of their arguments changed, perhaps a 
reflection of larger geo-political sentiments, and they started speaking about 
how it was no longer China or India, but China and India (Chinese expertise 
in hardware and Indian in software would help the two countries take on and 
take over the world, went the reasoning). Over the past few months, Beijing 
has been sending directives to local governments and Chinese companies to 
build economic relationships with India and Indian companies. 

Circa 2005, India has emerged the preferred destination for the out- 
sourcing of IT services (in some measure, thanks to the negative publicity the 
country received in the us all through 2003 and part of 2004). However, 
I realised that the Chinese are quietly working to build the capabilities 
required to grab a higher share of the market. 

The English Equation: English, most people continue to believe, is not spo- 
ken here. That may have been the situation 10 years ago, but today the num- 
ber (and quality) of English-speaking Chinese is growing by the day. Indeed, 
this is an area of focus for both individuals and the government and is reflected 
in the number of English instructors from ‘native-English-speaking-countries’ 





"If one of the world's 
leading aerospace 
firms can trust Ufida 
(with meeting their 
demanding require 
ments), | am sure 
other clients can tust 
our capabilities" 


Guo XinPing 
Vice Chairman/ Ufida 
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“By 2010 Neusof 
will be a househo 
name in the Uni 
States and Euro; 
Walter Fang 

Group Vice President & Chief 
Technology Officer/ Neusoft 








Level playing field: The newer generation of Chinese has access to same resources as, say, a teenager in the US 





(the Us, UK, Australia and New Zealand) floating around here. Elsewhere in the 
world it would take a generation before one can see the fruits of this effort, but 
if the track record of the Chinese in other areas is any indication, they 
should be able to cut this time to a half, even a third. I am told that in the past, 
most people in this country studied English as a core subject. The rigid nature 
of the study mandated memorisation, and coupled with China’s closed-system— 
it did not encourage contact with other cultures—this resulted in a situation 
where most Chinese could read English without really being able to speak it 
with any level of comfort. Since the 1990s, however, things have changed; the 
number of foreign companies (and foreigners) in China has increased expo- 
nentially; and students of English have at hand a range of learning resources 
they can tap to improve their speaking skills. I have encountered young men 
and women who speak English perfectly, with either American or British accents 
without ever having left China. 

Several travel agencies and banks in China (Ctrip, the largest online travel 
agency and China Merchants Bank come to mind) boast call centres staffed with 
English-speaking customer service agents (they serve the English-speaking 
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expatriate population in the country). І have dealt with the 
two companies mentioned here and discovered that there 
is tremendous improvement in the agents’ comprehension 
and speaking abilities, month on month. 

As any company in the outsourcing business knows, 
entire workforces need not be proficient in English; only 
client-facing functions such as project management, design 
and integration need to be; in terms of proportion that 
would translate to about 30 per cent of the workforce. 
Most people in this country believe that it will reach this 
magical number in the next five years. 

Then, there's the growing market for the outsourcing 
of non-voice business processes (non-voice BPO). Spoken 
English is not a pre-requisite for providing services such as 
data processing; people engaged in this business merely 
need to know to read and write the language. Ufida's Guo 
understands this; China, he says, has the requisite human 
resources to power BPO firms. That's an understanding that 
is also dawning on multinationals such as Gr and Affiliated 
Computer Services that have invested in BPO operations in 
the country. The government too is happy to encourage the 
growth of this market; it could be a significant generator 
of employment and has far less impact on the environment 
than manufacturing. Some Japanese firms such as Sony and 
Panasonic have also been quick to spot and tap this 
opportunity. Thanks to history, the country has a sizeable 
number of people who speak Japanese or Korean. 

The Process Thing: If China is a global manufacturing 
powerhouse, credit must go to the country's emphasis on for- 
mal processes in this area. Unfortunately, that phenomenon 
is yet to spread to IT services. Chinese IT services firms, cus- 
tomers in the Us and Europe believe, have processes lacking 
both in maturity and rigour, things that are the hallmark of 
most successful Indian rr outsourcing vendors. These con- 
cerns are shared by Smith; however, having witnessed the 
evolution of the Chinese software industry, she is con- 
vinced that it is only a matter of time before companies in 
this country show improvements in both. 

As I write these words, China is going through a 
CMM-craze of the kind India went through in the early 
2000s when every company in the business wanted a 
level four or level five Capability Maturity Model (a 
model developed by Carnegie Mellon to measure the 
maturity of the code-writing process) certification. The 
government too is encouraging vendors to pursue a 
CMM-4 or CMM-S certification (this is actually a precondi- 
tion in certain government tenders). 

Processes, though, are not the only cause for con- 
cern. The Chinese, it is widely believed, are not flexible 
thinkers, largely a result of a rigid education system. That 
can be a limiting factor while executing projects that 
involve uncertainty and require brainstorming with clients 
and team members. Vendors in the us and India will 
continue to maintain their lead in (and dominate) these 
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Centrally-planned 
Economy? Well, Not Quite 


China's economic system falls midway 
between a centrally-planned system and 
a no-holds-barred capitalist one. 


HE CHINESE ECONOMY MAY HAVE BEEN CENTRALLY 

planned 20 years ago; today, it is partly 

that and partly free-market (well, almost). 
Most important industries, however, are 
dominated by the state. The provinces, counties 
and cities compete fiercely for foreign direct 
investment ғор). This has resulted in the mush- 
rooming of special industrial and economic zones 
and, consequently, excess capacity in terms of 
infrastructure in some areas. The government 
has belatedly recognised this and is restricting 
the growth of some such zones. Local officials in 
Cities and provinces wield enormous power. They 
are subjected to annual performance reviews by 
their bosses; much like executives in progressive 
companies, they are judged on the basis of key 
performance indices. For instance, local officials 
have to meet a target regarding rbi. Those that do 
not are replaced. That's a meritocracy of sorts. 


Awry growth? Excess infrastructure capacity is an issue 
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kind of projects. However, there are two trends that are 
in favour of China as a significant outsourcing destination 
for other projects. The first is the fact that technology has 
become increasingly commoditised and processes have 
matured to such an extent that the amount of critical (read: 
flexible) thinking that goes into technology- 
implementations has decreased significantly. The second 
is that the newer generation of Chinese is no longer fet- 
tered to the past. It has access to the same resources as, say, 
a teenager in the US. Its thinking and approach is certain 
to be innovative and creative. It is this new generation that 
is entering the workforce today. 


The Booming 
Domestic Market 


MYTH: The domestic market for IT services is 

yet to reach critical mass 

REALITY: Both industry and government have 
wholeheartedly embraced It; this has resulted in a large 
domestic market that can only grow 


HE APPEAL OF CHINA’S DOMESTIC MARKET IN 
areas such as cars and telecommunications is well 


known. What isn't is the fact that things are no dif- 


ferent for rr services. Neusoft's Fang points out that the 
Chinese IT services industry derives 90 per cent of its busi- 
ness from the domestic industry and 10 per cent from out- 
sourcing. In India, as everyone knows, things are the 
exact opposite. 

Motivated by a desire to improve efficiencies, manu- 
facturing firms in China (both domestic and multina- 
tional) are in the midst of an ERP (enterprise resource plan- 
ning) wave. Ufida, for instance, derives the bulk of its reve- 
nues from the sale of ERP software to the local manufac- 
turing sector. Then, there’s the move by companies 
across sectors to focus onjvalue-added services. Chinese tel- 
cos, says Fang, are focusing their efforts on increasing 
revenues and average rdvenue per user (ARPU); they pro- 
pose to do this by off 
services require inves 
there is an increased den 
is happening in the 
imminent entry of m 
the country signed at 















ents in IT; and, consequently, 
d for IT services. A similar thing 
ial services industry with the 
ionals—according to the terms 
time of its entry into the WTO, 


ng value-added services; these | 


Chinese Truths 


E The joint venture thing 

Forging a joint venture (JV) with a local Chinese firm is not 
for the faint-hearted. Even in developed markets such as 
the United States and Europe, JVs fail more often than they 


succeed. In China, the natural mortality rate of JVs is. - 


increased by complexities such as cultural and linguistic 
barriers, differences in business environments and the evol- 
ving nature of the market economy. In the IT services 
space, a JV between a foreign firm and a local one only 
makes sense if the two bring complementary strengths to 
the marketplace. For instance, the former can contribute 
capital and technology and the latter, local expertise and 
selling and distribution expertise. 


Ш Soldiers are fine, but where are the commanders? 
There is no shortage of software developers in China: 
Universities churn out a lot of eager engineers ready to 
make their mark in the IT services industry. What China 
lacks is the middle- and senior-management essential to 
take on large complex projects. There are very few senior 
executives in China with adequate experience (read: 
15-years-plus) in the IT services industry. There are 
plenty of overseas Chinese in the US. However, there are 
two issues with this talent pool: overseas Chinese expect 
to earn the same they did in the US back home in China; 
and most boast an experience of just five to six years, good 
enough for the post of a project leader or a project mana- 
ger, but nothing more senior. 


E Please fund me 

Good Chinese IT services firms lack the financial 
resources to expand. This is mostly due to the fact that 
China lacks mature financial markets. It is difficult for a 
Chinese IT firm to get funding from private or public 
sources to grow. Given that IT services firms need to fo- 
cus on scale (as proved by the India story) this is a crip- 
pling constraint. Currently, the IT services industry in 
China is highly fragmented, with around 10,000 small 
firms. Few (if any) have more than 10,000 employees. 
In sharp contrast, even mid-sized Indian IT services 
firms have more than 10,000 employees. The challenge 
for China is how to build 100 large firms from the frag- 
mented industry. Some analysts believe that the Chinese 
IT services space will witness frenzied M&A activity 
over the next few years. 


Courting China: Several firms see 
the country as the next big market 
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Banking System: The Weak Link? 


The current state of Chinese banks, unless reformed, 
could bring the country's economy to a grinding halt. 


F THERE IS ONE THING THAT CAN BRING THE HYPER-ACTIVITY IN CHINA TO A 

halt, it is the wobbly state of the country's banking system. The country's 

banks are carrying non-performing loans that account for almost 40 per cent 
of their assets. The core problem is that local politicians in cities and provinces 
across China control the levers of loan issuance. The result has been gross mis- 
allocation of financial resources on unproductive activities or on activities 
that produce market-distorting oversupply. The government recognises this prob- 
lem and is trying its best to clean up the banking sector. One approach is the 
creation of asset reconstruction companies that take over bad debts and, in turn, 
sell them at a discount. Another is to attract equity participation in Chinese banks 
from foreign banks (this will have the same effect as recapitalisation). And yet 
another is the government's effort to get leading Chinese banks to list on US stock 
markets, in the hope that this will force them to adopt better risk management 








Y 


Ft 


and governance practices. 





China’s financial services industry will be open to for- 
eign players from 2006—providing an added incentive 
for local companies to strengthen their own IT systems. 

The foreign firms themselves will contribute another 
revenue stream as they face the challenge of tailoring 
their products and services to meet the unique demands 
of the Chinese market. For instance, regulations gover- 
ning insurance offerings differ from province to 
province, even from city to city within the same 
province; not many ‘western’ software products can 
accommodate such requirements. Other sectors that 
will contribute to the growth in the domestic market 
for IT services include embedded devices, energy, 
healthcare and government. 


Whose P |5 It Anm 


V ay ? 
MYTH: Kiss your intellectual property goodbye in China 
REALITY: The situation is not very different from 
other countries; taking simple precautions is the key 


HINA HAS EARNED THE WRATH OF THE OFFICE OF 

the United States Trade Representative (USTR) for 

gross violations of intellectual property (IP) 
rights. However, Smith believes that the situation in 
China is not very different from that in other developing 
countries with ІР problems. It is just that 1р violations in 
China happen openly and publicly. 

The issue of iP in China has to be viewed from a 
uniquely Chinese perspective; Western firms entering 
China expecting an IP regime similar to that in their 
home countries are bound to fail in protecting their IP. 
The Chinese law-enforcement and legal system is com- 
plex and constantly evolving. At this stage it makes sense 
for companies to focus on prevention rather than 
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enforcement. Some Japanese companies have succes- 
sfully adopted this method. They have created dis- 
crete processes for manufacturing and outsource dif- 
ferent pieces to different Chinese vendors. They make 
it very difficult for anyone to copy their iP by assembling 
the processes and technologies together. This method 
makes it extremely difficult for anyone to reverse- 
engineer the product. Companies such as Smith's fol- 
low a different approach. They do acknowledge that 
their software could be out in the market as pirated ver- 
sions, but Smith explains that because the software is so 
complex and requires as much customisation as it 
does, it is very difficult for any counterfeiter to generate 
any long-term value out of it. 

Several firms fail to take basic precautions such as 
registering their trademarks. And some believe the IP 
enforcement mechanism will ensure they are safe—not 
a good strategy in China. Then, foreign firms would do 
well to develop localised pricing strategies for China, as 
indeed media giants such as ^ot. Time Warner have 
done recently. One of the key steps in precautions is to 
build up relationships with local authorities; | under- 
stand that Chinese authorities act on 1р theft if they see 
the *unfairness" of it all. 

Today, I know more about China and its IT services 
market than I did before coming to the country. 
However, it would be foolish on my part to expect this 
to translate into immediate gains for any company. 
There's no denying the opportunities China presents as 
a destination for outsourced rr and business process ser- 
vices. However, to succeed, a company will have to 
have the right China strategy and display a long-term 
commitment to the market. 

The opinions expressed here are of the author and 

do not represent those of iGATE 
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URRENT WISDOM DICTATES THAT 

it’s mostly industries with a 

high “sexiness quotient”—IT 

services, biotech, BPO, retail 

and the like—that clock high 
double-digit growth rates, which in turn 
makes companies in such industries better 
placed to reward shareholders handsomely 
and often. Oh, yeah? Try telling that to 
the managements of companies like Sintex 
Industries and Aarti Industries, which make 
plastic water tanks and benzene deriva- 
tives, respectively. 

Core competency may be a forgotten 
catchphrase these days, and few gurus are 
screaming “stick to the knitting” from the 
rooftops of their consultancies simply because 
most corporations these days do just that. A 
few of course don’t. That, as BT’s study 
points out, doesn’t stop them from being 
immensely investor-friendly. Case in point: 
Indian Rayon & Industries, which operates 
in a diverse range of industries, right from 
carbon black and insulators to BPO, IT services 
and insurance. Sintex Industries somewhat 
bizarrely makes plastic water tanks and, 
well, textiles. If investors don’t seem to 
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India's Most 


They range from the famous to the obscure, with a 
presence in businesses ranging from banking to 
shipping to plastic water tanks to benzene derivatives. 
What's common to all of them, though, is an obsession 
with creating shareholder value via a healthy mix of 
good governance, effective communication and—the 
proof of the pudding—fat dividend cheques. 


mind, pretty much nobody else should. 

Reality check #3: Even cyclical industries 
can be highly investor-friendly in an era of 
rapid economic growth. Great Eastern 
Shipping has been consistently rewarding 
shareholders for years now, never mind the 
vagaries of the industry in which it operates. 
Ditto with engineering Goliath ABB India. 
Clinching the case for cyclicals in today's 
business environment is that there's not 
even one company from the so-called 
‘defensive’ sectors—T services, pharma and 
FMCG—on the top 10 list. 

Lesson: Pledge to reward investors 
periodically, to communicate with them 
continuously and to almost maniacally fol- 
low good governance practices. Then go 
ahead and do that IPO. 

What follows are pieces on BT’s top 10 
investor-friendly companies, and what 
exactly makes them so. Note: skF India 
and Century Textiles, #8 and #10 on our 
list respectively, were unwilling to coop- 
erate for this feature and are hence not 
covered. Instead we’ve done write-ups on 
#11 and #12, Bharat Electronics and Aarti 
Industries, respectively. 
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Company 


Bharat Forge 


Aban Loyd Chiles 


UTI Bank 


Great Eastern Shipping 
Corporation Bank 


ABB India 


Indian Rayon & Industries 


SKF India 
Sintex Industries 


Century Textiles & Industries 
Bharat Electronics 


Aarti Industries 
Praj Industries 
Tata Metaliks 


Tata Sponge Iron 


Alembic 
indian Hotels 


United Phosphorus 
Bank Of Rajasthan 


Sterling Biotech 


Gujarat Mineral Dev. Corp. 


ICICI Bank 
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SMOKESTACK LIGHTNING 


HEN A COMPANY’S REVENUES 

X grow at over 30 per cent 
year-on-year, its investor-friendli- 
ness quotient automatically clips. 
Little wonder then, Pune-based 
Bharat Forge, which is today the 
world's second-largest forging com- 
pany, ranks #1 in our survey this 
year. There are many factors that 
make Bharat Forge investor-friendly, 
but what sums it up is its growth 
in the topline and bottom line. 
From a turnover of Rs 689.22 crore 
in 2002-03, Bharat Forge hit 
Rs 2001.4 crore as of March 2005. 
A key to that growth is the com- 
pany's global strategy. In November 
2003, Bharat Forge acquired Carl 
Dan Peddinghaus, a euro 116-mil- 
lion or Rs 614.8-crore German 
forgings company, at a throwaway 
price of euro 29 million or Rs 153.7 
crore. As a result, during rv 2005, 
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64.2 per cent of the company's reve- 
nues came from outside of India, 
making it a global company of sorts. 
But the company's global strategy is 
not at the cost of the domestic mar- 
ket. During the last financial year, 
Bharat Forge's revenues from the 
domestic market grew by 42 per 
cent, and export revenue by 53.3 
per cent. The company posted a 
healthy 29.3 per cent growth in net 
profit in FY 2005, at Rs 161.3 crore. 

After growth comes trans- 
parency. Bharat Forge is amongst 
the few companies that puts its 
management discussion and analy- 
sis in its annual report. *We are 
transparent in our communication 
with our investors," says Amit 
Kalyani, Executive Director, Bharat 
Forge. The company's website has 
all you want to know about the 
company—right from its financials 
and vision, to its new phone num- 
bers as well as driving directions 
to get to its plant in Mundhwa, 
near Pune! Says Kalpesh Parekh, 
Senior Analyst at ASK Raymond 


James, Mumbai-based brokerage: 


“Bharat Forge has set a benchmark 
amongst ancillary companies for 
investor-friendliness." 

SWATI PRASAD 


AMIT KALYANI 


Executive Director 
Bharat Forge 


Automotive Ancillaries 


Acquisition of a German 
forgings company 





AHEAD OF 
THE PACK 


IE FIRST NAME YOU'D 
recall if vou were asked to 
name the top three or four 

Indian private banks, but then 
perceptions don't always mirror 
reality. Certainly not in the case of 
UTI Bank, one of the very few in 
the Indian corporate sector to 
have embraced corporate gover- 
nance in its true spirit. Consider 
this: though promoted by finan- 
cial institutions, it boasts a pro- 
Not just that, 
independent directors do actu- 


fessional board. 
ally occupy half of the seats on 
the board. It gets better: The capi- 
tal adequacy ratio works out to 
12.66 per cent, well above the 








COMPANY: 


INDUSTRY: 


MOST INVESTOR-FRIENDLY MOVE: 





Reserve Bank-fixed threshold of 9 
per cent. Net non-performing asset 
levels too are well below industry 
norms, at just around 1 per cent. 
“үлп Bank also scores high on trans- 
parency," points out Shriram lyer, 
Head (Research) at Edelweiss 
Capital. *Their quarterly results give 
a very good business perspective. 
They are upfront and disclose all 
that they are able to." 

S. Chatterjee, Executive Director, 
urti Bank, sums it up when he says, 
“The board guards all stakeholders.” 
It becomes easier to do so when 
you've been clocking an annual net 
profit growth of 45 per cent over the 
past five years. Even more impressive 
is a 30 per cent-plus growth in 19 out 
of the past 21 quarters. *We con- 
centrate on income sources that are 
sustainable," says Chatterjee. That's 
exactly why uri Bank could show 
growth despite a steep fall in treasury 


ETTING THROUGH TO THE MANA- 
gement of the painfully media- 

shy Aban Loyd Chiles is a bit like 
drilling for oil—results don't come 
easy, sometimes they don't come 
at all. From the numbers, though, it 
appears that this Chennai-based 
provider and operator of rigs has 
been more successful at finding oil 
than this correspondent has been 
at meeting the company's head hon- 
chos. "Strong cash flows from the 
rig operations are to make 
the oil-drilling division free of debt 
mid-way through 2006, making it 
capable of targeting fresh acquisi- 
tions for further growth," says a 
research note generated by 
ShareKhan.com, an equities-focussed 
analysis firm and a part of SSKI 
Securities. The note also states that 
Aban's oil drilling assets are around 
Rs 1,325 crore. “This gives a net 
asset value of approximately 
Rs 1,800 per share,” the note adds. 
Company officials defend the 


SOUMIK KAR 


income, from 31 per cent (as a per- 
centage of total operating income) in 
2003-04 to 3 per cent last year. Fee- 
based income came to the rescue, 
climbing from 17 per cent to 33 per 


low-profile stance taken by Aban, 
arguing that returns to investors 
are more important than posturing 
to the external world. “We are 
media-shy and low-profile by 
intention, not by accident. For us, 
investors are part owners of the 
business and we have to drive value 
for them rather than bask in the 
limelight,” says C.P. Gopalkrishnan, 
Director (Finance) at Aban Loyd 
Chiles. This stance comes as a boon 
to small investors, since Aban is 
very wary of divulging informa- 
tion to big stock-broking 
and leaving smaller shareholders 
in the lurch, “Some large specula- 
tors have asked for data on the 
company and we have desisted 
from giving it to them, purely 
because we keep our smaller share- 
holders’ best interests in mind,” 
adds Goplakrishnan. The distance 
between Dalal Street and Chennai 
just got longer. 

RAHUL SACHITANAND 





cent. “Fee income is the real growth 


story for the coming years,” stresses 
Chatterjee. Watch this space—rather, 
watch UT1 Bank. 

NARENDRA NATHAN 





bt special 





BOUNTY AHOY! 


INDUSTRY: 


MOST INVESTOR-FRIENDLY MOVE: 


21-YEAR UNINTERRUPTED DIVI- 
end-paying streak in а 
highly-cyclical business like ship- 
ping is no mean feat. And just in 
case there still exist long-faced 
shareholders, Great Eastern (GE) 
Shipping has been generous in 
doling out rights issues and 
bonuses, and has also concluded 
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two share buyback programmes. 
That GE Shipping can thrive in an 
industry that has its periodic 
downcycles is thanks to the 
managemenr's ability to reduce 
the cyclicality of earnings. This is 
done by actively hedging pro- 
jected future earnings in 
markets. For instance, roughly 
55 per cent of GE Shipping's cur- 
rent year earnings are already 
covered (such information is 
revealed on a quarterly basis, 
segment-wise). It's such hedging 
that's played its part in keeping 
investors satisfied with chunky 
returns—the company generated 
a return on net worth of 43.8 
per cent last year. 

Not surprisingly, then, GE 
Shipping is one of those few 
companies with the lowest num- 
ber of investor complaints. 
Analysts love GE Shipping for its 
corporate governance and trans- 
parency policies. *On a 10-point 
scale, GE Shipping will score eight 
on transparency”, says Sachin 
Kasera, Senior . at Pioneer 
Intermediaries. “And on the 
corporate governance issues, the 
score is higher (9/10)", he con- 
tinues. “Everybody associated (or 
expecting to be associated) with 
our company has the right to be 
informed and it is our obliga- 
tion to provide the same", says 
Bharat Sheth, Managing Director. 
For good measure, the company 
has been coming out with weekly 
updates on the shipping industry 
for the last rwo and a half years. 
GE Shipping may be operating in 
an industry fraught with uncer- 


tainty, but there's little cyclicality ` 
when it comes to shareholder 


information. 
NARENDRA NATHAN 


SAFE AS 
HOUSES 


О NE SUREFIRE WAY OF КЕЕР- 
ing the investor satisfied 
is to keep those chunky divi- 
dends coming—even when 
the bottom line takes a hit. 
That's how Corporation Bank 
stays investor-friendly: even 
when profits came down by 
around a fifth last year, this 
Mangalore-based bank 
decided to reward its share- 
holders with a 65 per cent 
dividend (compared to a 60 
per cent one in the year 
before). What's more, there 
were few eyebrows raised in 
the fastidious analyst com- 
munity simply because the 
drop in profits was more 
because of aggressive provi- 
sioning rather than any fun- 
damental reversal. In fact, 
Corporation Bank (in which 
Life Insurance Corp. has a 
27 per cent stake) might have 
scored a few brownie points 
with analysts for such a pru- 
dent move. “In a borrowers’ 
market, Corporation Bank 
has been able to hold its own. 
Our net NPAs are in the range 
of 1.12 per cent of total 
advances while our capital 
adequacy ratio is at 16.2 per 
cent. It is this good prudent 
culture within the bank that 
has helped us maintain 
growth momentum,” points 
out V.K. Chopra, Chairman 
& Managing Director. 

In its centenary year, the 
bank has commissioned Bos- 
ton Consultancy Group (BCG) 
to identify areas where it 
needs to beef up. Based on 
the firm’s recommendations 
the bank has requested per- 
mission from the Reserve 


Value... 








* GeoEngineering & GIS * Engineering & Design for Power, Process, Refinery & Petrochemicals * Mechanical Design & PLM * Internet and eBusiness * 


ы! 


Exceptional Capabilities. Global Resources. 


Rolta's unique status represents the prudent maximisation of its potential, gained as a first-mover in its 
selected business areas and proactive measures in each of these business environments. 


This is clearly visible in Rolta's rich track record and its ability to diversify through the successful 
launch of a number of synergistic business offshoots. For instance, it leveraged its dominating position 
En the domestic CAD/CAM/GIS market to become a leader in GeoEngineering/GIS services as well as 
(Plant Design and Engineering services, worldwide. 


онам, the company's Intemet Services Division, is looked upon as a fountain of technology, enabling 
the Company to provide cutting-edge eSecurity, Network Management, Software Development and 
| esting services, globally 


Given the prevailing competitive environment, most mapping/engineering businesses need much more 
than just point solutions; they need an interplay of various additional competencies that are needed to 
ulfil their enterprisewide requirements. 


, Rolta's ability to interlink its Mapping/Engineering and eBusiness/Internet solutions seamlessly, 
=. comprehensive service offering, for its customers is increasingly relevant and provides the 
sompany with a unique value proposition. 
= ensure that Rolta maintains a high international standard of deliverables, the Company has set ир 
[state-of-the-art Competency Centers, equipped with infrastructure and facilities that match global norms. 
Staffed by an expert resource pool drawn from industry and academia, these Centers develop the 
eecessary combination of strategies, ideas, techniques, processes, toolkits, utilities and products, to 
| meet varied and complex customer needs. 


25 forte is its capability to obtain learnings trom one business and construct another. These efforts 
empower it to specially interlink its solutions into customer environments and create value for them 
"Which is what you'd expect from a truly world-class company. 


» India's Number 1 CAD/CAM/GIS solutions provider 

» Amongst the world's top AM/FM/GIS & Photogrammetry services providers 

» Leading provider of Plant Design Automation Solutions in India, and preferred partner for providing 
Plant Engineering Design services globally to international giants like The Dow Chemical Company 

> Joint Venture established with Stone & Webster Inc, USA, one of the world's foremost engineering 
companies for addressing large projects, in segments like power, petrochemical, refinery and others 

> One of the top-three Premier Global Service Partners of Computer Associates, worldwide, for IT 
services in the areas of Enterprise Management, Security, S/W Development & Testing 

» Strong business partnerships with international technology leaders - Intergraph, 21 Imaging, PTC, 
IBM, Microsoft, Oracle and others 

» Worldwide presence with over 3000 professionals, and state-of-the-art infrastructure including global 
connectivity and software development centers in India & USA 

» Subsidiaries in USA, Canada, UK, Germany, Netherlands, Saudi Arabia, Middle East and a network 
of over 15 full-fledged offices in India 

> Top quality certifications such as BS 7799, BS 15000, ISO 9001:2000 and SEI CMM Level 5 

> A leading Public Company with over 1,30,000 shareholders, profitable and consistently paying 
dividends since IPO in 1990 

» Ranked by Forbes Global for three years in a row (2001, 2002, 2003) amongst the 200 Best 
Companies in the world (Sales upto US $ 1 billion), only eighteen such companies worldwide 

> Impressive list of domestic and International Customers, such as: Saudi Telecom, British Telecom, 
National Grid, Verizon, Sodexho, Cingular, Shell, Technip, EDS Medical, US Army, ONGC, IOCL, 
LAT, Reliance, Indiana Supreme Court, Telus, Bechtel, Aramco, Phillips Medical, HSBC, Master 
Card, Bear Stearns & Co, Indian Defence, EIL, BHEL, BSNL, Tata Chemicals, Pollution Control 
Boards, NRSA and many others 


ROLTA 


Managing Technology...Maximising Value 
Rolta India Limited, Rolta Technology Park, MIDC - Marol, Andheri (East), Mumbai - 400 093. Tel.: 022 - 2832 6666 www.rolta.com 


DEEPAK PAWAR 


ON CRUISE 
CONTROL 


І TS PARENT MIGHT ВЕ UNDERGOING 
a difficult phase (primarily 
because of asbestos-related claims) 
internationally, but ABB India has 
been on a smooth ride. This power 
and automation technology leader 
has almost doubled its turnover in the 
past three years without increasing 
the headcount. And in case you for- 
got, ABB operates in the rather sedate 
engineering and manufacturing sec- 
tor of the economy. Whilst the 


RAVI UPPAL 


MD and Vice Chairman 
ABB India 


Engineering 


Seventeen successive 
quarters of growth 
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DEEPAK G 


V.K. CHOPRA 
Chairman and MD 


Corporation Bank 


Banking 


A65 per cent 
profits fell 


upswing in the manufacturing and 
infrastructure sectors—two major 
target segments for the company’s 
offerings—no doubt have helped 
the company to put in a sterling per- 
formance, it has also done well in the 
power segment despite having to 
deal with not-so-healthy state elec- 
tricity boards. The markets have 
taken notice, with the share price 
quadrupling in the past three years to 
around Rs 1,300. Says Ravi Uppal, 
MD and Vice Chairman, ABB India: 
“Our stakeholders have acknow- 
ledged ABB India’s strong perform- 
ance over the last few years and this 
is reflected in our market standing.” 


dividend even though 


Bank of India to operate 
representative branches in 
Dubai, Hong Kong and 
Antwerp. “Nearly 15 per 
cent of our deposit base 
comes from NRIs. In order 
to serve them better, we 
require a physical presence 
in these places," says 
Chopra. And to move away 
from the image of being a 
South Indian bank, 70 per 
cent of the expansion acti- 
vities are focussed on the 
northern and western mar- 
kets. That should ensure the 
dividends keep coming. 
VENKATESHA BABU 


K. Rajgopal, CFO of ABB India, 
adds that a sharp focus on working 
capital management has yielded 
good results. *Our portfolio mana- 
gement has also been excellent. We 
have 44 different streams of busi- 
ness. Earlier, 80 per cent of our 
revenues used to come from projects 
and the rest from products and ser- 
vices. We have been able to change 
this to a 60- to 40- mix." The 
advantage of such a reshuffle is 
more stable revenues and growth. 
Growth is something ABB India 
knows a thing or two about—it's 
had 17 successive quarters of it! 

VENKATESHA BABU 
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Presenting 
India s first fan 
with an lonisen 








Usha lon Air fans have an loniser that 


produces negative ions that attract dust 






particles and make them heavier. This causes 
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inhaled by people. So you 






breath in a pure, healthy 






and dust free environment. 





The undisputed leader in fans. 
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THE SPICE OF VARIETY 


OU WON’T STUMBLE ON TOO 
hee companies with as 
diverse a mix of old and new-age 
businesses as Indian Rayon & 
Industries. The traditional com- 
ponent comprises viscose filament 
yarn (VFY), carbon black and insu- 
lators, whilst the more contempo- 
rary activities—flagged off over 
the past five years via acquisitions 
and joint ventures—include 
branded garments, life insurance, rr 
services and BPO. Doubtless the 
faster-growing, higher-margin port- 
folio, the new service-oriented busi- 
nesses are expected to account for 
at least three quarters of consoli- 
dated revenues over the next five 
years; in 2004-05 they accounted 


MOST INVESTOR-FRIENDLY MOVE: 








for a little over half the consoli- 
dated top line. 

"Indian Rayon was always a 
diversified company and the new 
businesses will only fuel growth," 
points out Adesh Gupta, Senior 
President & cro. The makeover of 
Indian Rayon began five years ago 
with the acquisition of Madura 
Garments. In one stroke, brands 
like Louis Philippe and Van Heusen 
facilitated the foray into the grow- 
ing branded apparels sphere. A year 
later, a JV with Sun Life of Canada 
for life insurance took shape; rsi 
Data Systems was acquired in the 
same year. In 2002, Indian Rayon 
bought over back-office processing 
firm Transworks, even as the insula- 
tors business was demerged through 
a JV with NGK of Japan. The shift in 
focus, away from the traditional 
activities, was clearly underway. 

Clearly it's not as if the new 
businesses will hog all of centrestage 
in the years to come. “The existing 
businesses too are very solid," 
stresses Sanjeev Aga, Indian Rayon's 
newly-anointed MD. In insulators, 
for instance, this Aditya Birla group 
company is the domestic market 
leader, and is #2 in the vrv and car- 
bon black. Esoteric businesses per- 
haps, but what matters to investors 
is the returns they're yielding. 

KRISHNA GOPALAN 





INVASOD HSINN 





ON DALAL 
STREET'S 
RADAR 


[ SPENDS 5 PER CENT OF TURNOVER 
on basic research and develop- 
ment, and has close to 10 per cent of 
its workforce in the labs. Must be a 
top-notch pharma company, right? 
Not quite. We’re talking about a 
public sector company called Bharat 
Electronics Ltd (BEL), which makes 
electronic equipment for the defence 
sector. BEL designs and manufac- 
tures state-of-the-art electronics for 
radars, defence communication, opto 
electronics, telecommunications and 
sound and vision broadcasting 
equipment. There’s obviously good 
demand for such products, consi- 
dering that BEL has been able to 





LEARNING THE ROPES 


T'S BECOME FASHIONABLE THESE 
days for India’s large-cap com- 
panies to meet institutional in- 
vestors and share their plans with 


COMPANY: 


INDUSTRY: 


MOST INVESTOR-FRIENDLY MOVE: 





parlay this into a growth of around 
15 per cent per annum over the 
last five years to reach a turnover of 
around Rs 3,250 crore in 2004-05. 
Says Y. Gopala Rao, Chairman & 
Managing Director, BEL: “This is a 
vindication of the fundamental 
strengths of the company. Today 
our revenue mix is 80 per cent from 
defence and 20 per cent from civilan 
projects. Our exports have jumped 
by 40 per cent in the last one year.” 

Rao reveals that an internal 
exercise dubbed ‘cost reduction for 
survival and growth’ has yielded 
results. For instance, an early war- 
ning radar, which it supplies to the 
Indian Army, cost 9 per cent less 
this year than what it did last year. 
“We are always one step ahead of 
the curve in anticipating and meet- 
ing the requirements of our cus- 
tomers,” says Rao. And it’s not just 
defence projects alone that BEL is 


them. But when a relatively less- 
known company from Gujarat that 
makes plastic water tanks begins 
having such one-on-one meetings 
with investors, you have to sit up 
and take notice. With sales of Rs 
659 crore and profits of Rs 54 
crore last year, it becomes even 
more difficult to ignore Sintex 
Industries. “We believe that cor- 
rect and timely communication is 
the basis of public confidence in 
the corporate system. And suc- 
cessful centres of economic activity 
are those that inspire trust." That's 
not some management guru pon- 
tificating; it’s just Amit Patel, 
Managing Director, Sintex Indus- 


tries, explaining his company’s con- 


cern for investors. 
Sintex Industries, which has 
become synonymous with plastic 


COMPANY: 


INDUSTRY: 


MOST INVESTOR-FRIENDLY 
MOVE: 


pocketing. Recently, for instance, in 
the face of stiff competition from 
multinational firms, BEL bagged a 
project to hook up all the police sta- 
tions in the country on a common 
network. Rao says his goal is to 


water tanks (it has a 55 per cent 
market share in that segment), 
manufactures a range of plastic 
products at its seven plants across 
India. Rather oddly, it also has a 
textiles division that makes pre- 
mium men’s shirting (but then 
again if Indian Rayon can make 
insulators as well as garments, why 
can’t Sintex make water tanks and 
shirts). Says Kishore Chinai, Vice 
President and Head of Equities, 
Tower Capital & Securities Pvt. 
Ltd: “The management is very re- 
ceptive and open. Even though it is 
a family-run business, it has many 
professionals on board.” 

Like most frontline Indian com- 
panies, Sintex too is eyeing global 
markets and has serious ambitions 
of tapping the European market 
for shirting fabrics. Alas, those 
plastic water tanks may not find 
too many takers in the EU. 

SWATI PRASAD 


DEEPAK G. PAWAR 





satisfy the needs of all stakeholders: 
shareholders, employees and cus- 
tomers, both civil and defence. 
That's never easy, but Rao's pulled 
it off pretty spectacularly so far. 
VENKATESHA BABU 
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WV NINNOS 


EASY BURN 


| kik BIGGER THAN MANY SECOND- 
rung IT services companies, with 
revenues of Rs 688 crore, of which 
Rs 250 crore are export sales. But 
it’s pretty understandable if Aarti 
Industries isn’t spoken of in the 
same breath as a code shop with 
an ‘Infotech’ or a ‘Software’ suffix. 
Alas, benzene-based intermediates— 
which is Aarti’s primary business— 
hardly sends the adrenaline of fund 
managers, venture capitalists and 
headhunters soaring. Producing 
basic and specialty chemicals 
(needed to make polymers, agroche- 
micals, surfactants and pigments) 
may appear unsexy, but try telling 
that to Aarti Industries’ sharehol- 
ders. Three years after going public 
in 1992, Aarti announced its first 
bonus issue of 1:1. Early this year it 
got better, with shareholders recei- 
ving two shares for every one held. 
“Effectively, a shareholder with one 
share in 1992 will hold six shares 


today,” beams Rajendra Gogri, Vice 
Chairman & Mp, Aarti Industries. 
If Aarti can dole out such lar- 
gesse at will, it’s because it is confi- 
dent of at least 20 per cent annual 
growth. Exports will grow even 
faster, at 25-30 per cent, because 
specialty chemicals attract a large 
clientele from Europe. Indeed, there 
exists a huge demand from develo- 
ped countries, where the cost of 
manufacturing is roughly 30 per 
cent higher than in India. This 
doesn’t mean that Gogri is ignoring 
the Indian market, although the con- 
sumption of specialty products isn’t 
too high in India. The company’s 
plant in Tarapore (in Maharashtra) 
has received USFDA approval, which 
will make it a supplier to reckon 
with in the pharma sector. Any road- 
blocks ahead? “There has been some 
fluctuation in benzene prices and 
we hope that will stabilise.” Benzene 
may be volatile, toxic, inflammable 
and all that, but it’s also pretty rewar- 

ding for Aarti Industries. Œ 
KRISHNA GOPALAN 


A GRUELLING SELECTION PROCESS 


Screening 
W Companies listed on the BSE and the NSE, with a market cap 
of over Rs 250 crore as on March 31 2005, were selected. This 
shortlist comprised 412 companies. This list was further refined 
to include only those companies that outperformed the BT 50 
during the last three years, cumulatively as well as on a year- 
on-year basis. This is to make sure that only companies giving con- 
sistent returns are selected. Only 97 companies cleared this level. 
There are seven parameters on the basis of which the final list 
was drawn up: 
1. Retum to investors: 25 marks. This is measured by the 


- cent return (total and not annualised) got the full 25 marks. Else, 
they were scored on a proportional basis. 

2. Concern of | for investors: 75 marks. This is fur- 
ther divided into five subheads and each of them carries 15 
marks each. 

3. Regular dividend distribution: We have considered the average 
dividend payout for the last three years. ies with more than 
a 100-per cent average dividend payout got the full 15 marks, 
while the ones below 10 per cent didn't get any. Else, they were 
scored on a proportional basis. 

4. Declaring shareholder information on time (the lag between 
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the quarter-end and the declaration date): Companies where the 
average gap (for the last four quarters) is less than 10 days have 
got the full 15 marks, And the ones where the gap is more than 
25 days got no marks. For those in the 10-25 day bracket, marks 
were allocated on a proportional basis. 

5. Number of investor complaints: Big companies with large 
shareholder bases will obviously have more absolute complaints. 
So, what we have considered is the average investor complaints 
(for the last four quarters) with the public holding (in Rs crore). 
Companies for whom the average investor complaints are more 


than 1 per Rs crore of public holding did not get any marks. Else, . 


they were scored proportionately. 

6. Conducting the AGM on time: Companies that have conducted 
the AGM within 60 days of their year-end got the full 15 marks. 
The ones that have waited for more than 180 days get no 
marks. For companies where the gap is between 60 and180 days, 
marks were allocated on proportional basis. 

7. Declaring quarterly results on time: Companies that took less 
than 15 days over the last four quarters to declare results got the 
full 10 marks, Those that took more than 30 days got nothing. 
For companies with a 15-30 day gap, marks were allocated on 
proportional basis. 

And finally the sanity test: Companies that scored no marks on 
any of the above parameters were eliminated. And, as an addi- 
tional safeguard, only companies with a minimum average daily 
turnover of Rs 1 crore (on BSE+NSE) were considered. 
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We innovate to make 
things simpler. 








Simply Smart 


Simple outside. Intelligent inside. 


Itis a philosophy built into every 








Telemecanique device. Complex 
technology packed within a user-friendly 
interface for ease in using the most complicated 
technology. It couldn't have been simpler, it couldn't 


have been smarter. 


à brand of 
Schneider " 
Electric Telemecanique 


Schneider Electric India Pvt. Ltd., 
Corporate Office: A-29, Mohan Co-operative Industrial Estate, Mathura Road, New Delhi-110044. 
Phone: 011-51590000. Helpdesk: in-helpdesk@in.schneider-electric.com 
For more information. visit us at www.schneider-electric.co.in 
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On Top Of The 


F EVER THERE WERE TO BE A CONSUMER MARKET 

А А utopia іп India, we аге surely on our way there. For 

The Indian consumer Is not only does the Business Today-Indica Research 
ecstatic, for sentiment as Index of Consumer RO FAE E EES 
А measures sentiment across 10 major cities—for 

measured by BT-IRICS is ata May 2005 stand at its all-time, three-year high (Br-IRICS 
three-year high. And with no started out in August 2002) of 206, it has leapfrogged 


almost 22 per cent in a matter of just four months, 


party-poppers in sight, boom from an already high 169 in January this year. And y 
time for marketers has just remarkably, all 11 index variables have moved up in tan- 


dem and reached new peaks. 
begun. BY SHAILESH DOBHAL : From the consumer's sense of her current economic 











situation, future economic expectations and con- 
sumption mood, everything is gung-ho, Current 
income is up 28 per cent and expectations of rise in 
future income up a whopping 42 per cent. Not 
without reason. For, salaries across the board in 
corporate India have jumped over 15 per cent in FY 
2005 (see cover story Skyrocketing Salaries on page 
48). Business conditions look upbeat, and it will 
only improve in the next 12 months. 

"We're getting a loud and clear message 
from the consumer. And it’s not just on increased 


206 







Not only is Consumer Confidence at an all-time high, it has doubled 
in the last three years 


100 


Aug Jan Apr Feb July Oct an May 
2002 2003 2003 2004 2004 20 005 
Index based on the assumption that a consumer confidence score of 12 in August 2002, i 
equivalent to 100 








We have not seen anything like this before, with highest scores across 
6000 SAME WORSE 
Financial Status Мау 2005 32 41 26 


As Compared Jan. 2005 29 41 30 
To Last Year Oct. 2004 30 43 3 
Business May 2005 44 20 36 
Conditions an. 2005 41 33 25 
This Year 04. 2004 27 38 2: 

May 2005 46 41 9 

Income jan, 2005 36 47 13 

This Year oa 2004 39 3B 15 


Again, it's pure unadulterated optimism, and nothing is expected to go wrong 
6000 SAME WORSE 
May 2005 44 35 14 
Jan. 2005 36 34 23 
Oct. 2004 33 38 16 


Financial Status 
Next Year 


Business Way2005 38 45 16 


Conditions Next jan 2005 36 48 16 
Year oct. 2004 33 49 18 
Employment May 2005 14 57 23 
Next Year Jan. 2005 14 21 62 
Oct. 2004 8 15 7] 

Prices In The цу 2005 4 79 45 
Next 12 jan 2005 2 14 82 

Months Oct 2004 2 7 86 

Income In мау 2005 37 39 18 
Relation to Jan. 2005 26 43 29 
Prices 0¢ 2004 31 36 26 

YES NO 

May 2005 57 34 

Do You Spend jan. 2005 33 58 
More Now? Oct 2004 49 24 

Is It A Good Time To "2005 88 19 
Buy Durables? J". 200 65 26 

Oct 2004 59 23 

Is КА Good Time То #2005 | 67 kd 
Buy Vehicles? "795 [63 = 

Oct 2004 58 22 


All figures in per cent 
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Have Money, 
Will Spend 


JA JUMP in number of people (R9 43 per cent versus R8 40 per cent) who 
O believe that their REAL INCOME, after adjusting for inflation, has gone up 


17% INCREASE (R9 79 per cent versus R8 62 per cent) in consumers who will 
© SAVE MORE 


119. JUMP (R9 62 per cent versus RB 51 per cent) in number of people who say 
О that it's a GOOD time to BUY an AUTOMOBILE 


8% INCREASE in number of people (R9 15 per cent versus R8 7 per cent) saying r 
© employment will be GOOD next year HE CONSUMER IN THE NORTH WANTS TO 


North: 








16% JUMP in consumers (R9 66 per cent versus R8 50 per cent) who believe it's a spend and save more at the same 
© GOOD time to BUY a DURABLE time. Well, it's not exactly a contra- 
diction, for even while discretionary 

: s spends are down, rise in current and 

ы. я rapa Ë future income is buoying durable and 


auto purchases. And this even while 

agriculture, the mainstay of North’s 

economy, fared badly in FY 2005. 

2 @ Imagine what an average-to-good 

Good” Same Bad © Others Comparative figures are for May 2005 (R9) over January © Figures in per cent monsoon can do to both sentiment 
and the market here. 





Jobs Aplenty 


10% JUMP (R9 44 per cent versus R8 34 per cent) in consumers who say their 
Oprice-adjusted REAL INCOME has gone UP 


5% DECREASE in number of consumers (R9 42 per cent versus R8 
© 47 percent) who want to SAVE MORE 


195 ١ DROP (R9 79 per cent versus R8 80 per cent) who say now is a GOOD South: 





time to BUY an AUTOMOBILE 


1% INCREASE (R9 14 per cent versus R8 13 per cent) in people who say job HE SOUTH'S ECONOMIC ENGINE OF IT 
© market will be GOOD next year & ITES apparel and auto man 
; T 

о DROP (R9 81 per cent versus R8 86 per cent) in consumers who say i i i 
5 % now is а GOOD time to BUY a DURABLE ufacturinig Is chugging along nicely. 


No wonder income is up, job op- 
portunities are aplenty and, there- 
Jncome Compared To Last Year. — Financial Status Next Year. BI HERES c met fore, the desire for indulgence is 


Jan. ‘05 May '05 Jan. '05 high. With most SEC A & B house- 
11 » Uv. c holds already owning most con- 
sumer durables, South is splurging 
money on that coveted foreign hol- 
& Bad Others Comparative figures are » May 2005 (R9) over January 2005 (R8) Figures in per cent iday d that gaming console. 
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Іп Sync With Times 


10% JUMP (R9 27 per cent versus R8 17 per cent) in consumers who say their 
О REAL INCOME has gone UP 


1% INCREASE (R9 86 per cent versus R8 85 per cent) in people who say they 
О will SAVE MORE 


6% JUMP (R9 48 per cent versus R8 42 per cent) in number of people who 
believe now is a GOOD time to BUY an AUTOMOBILE 


Lo Y 
s 14% DROP (R9 7 per cent versus R8 21 per cent) in consumers who are optimistic 


about JOB opportunities next year 


STATUS QUO (R9 49 per cent versus R8 49 per cent) in number of 
consumers who believe now is a GOOD time to BUY a DURABLE 








Same 18 Bad = Others Comparative figures are for May 2005 (R9) over January 2005 (R8) Figures in per cent 


Future Tense - 


2% DROP (R9 14 per cent versus R8 16 per cent) in people who say their price- 
© adjusted REAL INCOME has gone up 


65, 

718 

A 
LY 





sr F 19% DROP (R9 32 per cent versus R8 51 per cent) in consumers who intend to 
Xu O SAVE MORE 
3% DROP (R9 39 per cent versus R8 42 per cent) in people who believe now is а 
YO GOOD time to BUY an AUTOMOBILE 
4% DECREASE (R9 13 per cent versus R8 17 per cent) in number of consumers 
e. ТО who are OPTIMISTIC about JOBS next year 
po 32% DROP (R9 31 per cent versus R8 63 per cent) in the number of consumers 
ХО who believe now is a GOOD time to BUY a DURABLE 
ay 





© Good T Same 38 Вай 7 Others Comparative figures are for May 2005 (R9) over January 2005 (R8) Figures in per cent 
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T EAST DEFIES ALL LOGIC. INCOME 15 
up here, and so is the intention 
to buy an automobile or a durable. 
And on a not-so-happy note, job 
optimism has taken a dive, already 
high savings rate is still up and 
broader business outlook a year 
from now looks bleak. The con- 
sumer is less optimistic of her fi- 
nancial status next year. With elec- 
tions due in West Bengal next year, 
things can only get worse. 


HE STOCK MARKET (READ: SENSEX), 

though off from its intra-day high of 
6,954.86, is still going strong. Corporate 
profits and sales are again very strong 
and the economy is set to grow at least 
by 6.7 per cent this year. So it's a surp- 
rise why consumers in the West are fe- 
eling bad. Income is down, job expectati- 
ons are down and so is the consumption 
mood. Do they know something that 
consumers in other regions don't? 
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consumption, but more importantly on change in the 
fundamentals that drive consumption,” says Nakul 
Chopra, Group President of ad major Publicis India. He 
is right. Take the case of eternal consumption bugbears 
such as job insecurity and price rise. Just about a 
fourth of all consumers are pessimistic about 
employment now compared to two-thirds to three- 
fourths almost six months to a year ago. And price 
negativity is down to just 15 per cent of all consumers 
compared to over 80 per cent all these years. 

Not that prices aren’t going to go up, but it has more 
to do with consumer 
mindset change than price 
per se. For, inflation is THE SEC C EFFECT 
still over 5 per cent and 
there is risk of manufac- 
tured goods prices 
escalating if the artificially 
subdued oil prices were 
to be upped by the 
government. And quite a 
few manufacturers are 


our earlier target groups SEC A & B. 





already taking PHOS UP. ue Ax $m Fes 
or at least calling off long- 2002 2003 2003 2003 2004 


Starting May 2005, we are introducing a separate index that includes SEC C with 








are expected to remain stable. The only real concern is 
the monsoon, because manufacturing and services 
growth is pretty much on auto-pilot, predicted to 
grow over 7 per cent and 8-9 per cent, respectively. 
It is the volatility in agriculture growth—up more 
than 10 per cent in 2003-04, but down to under one 
per cent last year—that makes the difference between 
average, good or great economic growth. “For some 
time now the two-wheeler market has grown on the 
strength of cities," says S. Shridhar, Vice President 
(Marketing & Sales), Bajaj Auto. With over 60 per cent 
of 4.9 million two- 
wheeler sales coming in 
from rural and semi-urban 
markets, agriculture 
growth will be critical in 
reaching the 15 per cent 
growth that the industry is 
gunning for in FY 2006. 
"Our major concern 
from here on is not so 
much growth but its dis- 
tribution across various 
income segments," says 
Kotak's Pan. A fact borne 


169 176 





July Oct Jan. May 
2004 2004 2005 2005 





running prices wars, such 


as in detergents, tooth- A WORLD OF DIFFERENCE 


pastes and two-wheelers. SEC С consumers are not so gung-ho as their SEC A & B brethren, 


But by all indications, 


demand across consumer Financial Status Compared To Last Year — 4 


market in durables, autos, Business Conditions This Year 


expendables and enter- "come This Year 


tainment remains strong Financial Status Next Year 
and headed north. Business Conditions Next Year 
“There is belief in the Employment Next Year З 
country, across govern- Prices Іп The Next 12 Months 
ment, industry and the !псоте In Relations To Prices 


consumer that if high po You Spend More Now? 


global oil prices did not iş It A Good Time To Buy Durables? 
impact growth anywhere 15 It A Good Time To Buy Vehicles? 


else, why should it be dif- 

ferent for India?" says 

Indranil Pan, Chief Economist at Kotak Mahindra 
Bank. Little wonder the most pessimistic forecast of eco- 
nomic growth for 2005-06 (surprisingly coming out of 
the Prime Minister's Economic Advisory Council) is a 
good 6.7 per cent, with a caveat of 0.5 per cent bonus 
growth if the monsoon turns good and the government 
took some proactive policy initiatives in the infra- 
structure sector. 

*A high index (BT-IRICS) is coinciding with the 
upward economic and investment cycle across the 
economy," says Rajiv Kumar, Chief Economist at Cll. 
Non-food credit growth, a measure of industry bor- 
rowings, remains strong. Interest and lending rates 
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out by BT-IRICS new paral- 
lel track on socio eco- 
nomic classification (SEC) 
C consumers (see The sEC 
C Effect and A World Of 
Difference). For just about 
everything—from current 
economic status, eco- 
nomic expectations to 
consumption mood—sEc 
C consumers are some- 
what restrained compared 
to an out-and-out bullish 
SEC A & B consumer. 

Perhaps this explains 
why marketers who are 
now tapping upcountry and middle-to-lower income 
consumers in big cities, though positive on growth, are 
still shy of committing big and bold marketing invest- 
ments. The silver lining though is that new SEC A, B & 
C BT-IRIGS is still 4 per cent higher at 176 compared to 
169 in January 2005. And there is an almost 30 per cent 
increase in even SEC C consumers who are spending 
more now compared to even four months ago. *The 
outlook for all café chains is rosy,” says Brotin Banerjee, 
СОО, Barista Coffee Company. Obviously, more and all 
manner of consumers are walking into the 450-odd cof- 
fee cafés that dot the country. A rising economic tide, 
it seems, will set everyone’s boat clipping. 


SECA&B SECA,B&C 












INDICA RESEARCH INDEX OF CONSUMER SENTIMENT: 


The Indica Research Opinion 


The Great Indian Elbow Point 


уй BT-IRICS INDEX HAS CROSSED 200 WITH A WHOOSH, AND MOVES ТО 

206 from 169 in Feb. 2005. The sec A & B householders expect 
their financial status to improve and prices to behave well—so the per- 
ception of income relative to price has improved a lot. And they are in 
a mood to spend. 

Looking from a consumption standpoint, the summer is traditionally 
a period when nothing much happens. Categories that have a direct relation 
to summer witness a seasonal peak—ice cream and soft drinks—for instance. 
Another category that enjoys its seasonal high is education—be it the for- 
mal one or the informal sector of tuitions or preparations for CAT. 

But these no longer seem to hold true. Indeed the anecdotal evidence 
is that in several categories the peaks and valleys are getting evened 
out—another indication of spending that is not specifically con- 
strained or timed. 

This is driven by the larger pricing regimes too. The data suggests that 
it’s the perception of price where the improvement is pronounced—and 
hence the translation into a better expectation on the income relative to 
price. The prices have temptingly dropped in some categories like home 
theatre systems and consumer electronics. But they have most visibly 
dropped on air travel, a service that is both functional and aspirational to 
the middle class. 

The budget did have some oddities like the FBT, but it does not affect 
the larger set of sec A and B. On the other hand, the stock markets and the 
successful POs, one would expect, would have actually released spendable 
amounts into the wallet. 

Moreover, the data also suggests that the penetration of mobiles has 
crossed the 50 per cent mark (the sample average is 51 per cent across all 
markets). It is nowhere close to what the international evidence would sug- 
gest as being the potential, so one can expect the action to shift to the 
smaller towns. This would then yield some discretionary monies to flow 

' into a variety of other categories in the metros and larger cities as well. 

Amidst all this optimism amongst SEC A and B, we must note the dif- 
ference in SEC C, which we included in this round (the future RICS mea- 
surements will include sec C). They are not that optimistic—the index when 
SEC C is included is still higher but not that much—176. The notable dis- 
quiet is in the North, where the optimism amongst the traders and small 
businessmen, who also constitute a part of the sec C, is dampened by the 
VAT implementation. 

We daresay that this data would lend support to the ‘tipping point’ 
theory that we hypothesised in February. If the monsoons are also good, 
we should look forward to a buoyant year of consumption. 

So a range of factors are working together, some ephemeral perhaps, 
but some fundamental. All in all it certainly points to exciting times 
ahead—what with even the other Great Indian Elbow now seemingly well 
on the way to complete recovery іп а few weeks. 3 
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Compelling Chemistry 


In a first-of-its-kind deal, bulk drug-maker Matrix Labs and formulations 
manufacturer Strides Arcolab have merged to create a vertically-integrated 
pharma major. It’s also a sign of things to come in the industry. 

BY E. KUMAR SHARMA WITH VENKATESHA BABU 


HE PIECES FELL IN PLACE 
beautifully and, per- 
haps, inevitably. Just 18 
months after turning 
profitable and raising 
$40 million or Rs 1,760 crore in 
foreign currency convertible bonds 
(FCCBs), Bangalore-based Strides 
Arcolab’s Arun Kumar moved into 
higher gear. The up and coming 
formulations manufacturer had been 
a customer for the bigger, 


- Hyderabad-based Matrix Labo- 


ratories for five years, and Kumar, 
Strides’ hard-charging CEO, felt it 
was time to propel the relationship 
to a higher orbit. Over two rounds 
of meetings this year, Kumar and 
Matrix’s Chairman & CEO N. Prasad 
agreed that it made sense to merge. 

On June 1, just a few days after 
they finally agreed to combine 
forces, the two made a formal anno- 
uncement, although none of the 
merger details like swap ratios, mana- 
gement restructuring, etc. had been 
worked out. “The fit was perfect. 
Our coming together will create a 
vertically-integrated player that will 
have a better chance of emerging as 
a major player on the global stage,” 
says Kumar. Adds Prasad: “This 
industry is entering a consolidation 
phase and this is a proactive move.” 

While the deal is yet to be 
sealed, it’s hard to deny that this 
merger is possibly the best in the 
industry so far. The pieces, like 
Kumar says, fit perfectly. Matrix, 
where Newbridge and Temasek are 
investors, is strong in active phar- 
maceutical ingredients (APIs), or bulk 
drugs, while Strides is focussed on 
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B.K. RAMESH 


Matrix Laboratories’ Prasad: Leap-frogging to the industry Top 10 


STRENGTH IN NUMBERS 


If the merger goes through, the new entity will emerge vastly stronger. 









STRIDES 
Rs 462 crore* 


NEW ENTITY 
Rs 1,099 crore 





MATRIX 


PROFITS Rs 44 crore* Rs 174 crore 
MARKET CAP ye Rs 959 crore Rs 3,753 crore 
INDUSTRY RANK BY #15 #7 

REVENUES 

# OF EMPLOYEES 1,300 3,300 

STRENGTH Formulations APIs+Formulations 
KEY MARKETS Africa, Asia, Latin Canada, US, Europe, 


America, Europe, Latin America,Asia 
US, Canada India, Africa** 


*For 15 months ended December 31, 2004 **Not a complete list 





, 


formulations, or finished dosages. 
The immediate impact is that the 
new entity will be vertically integ- 
rated. Again, Matrix is strong in 
the us and Europe (besides India), 
whereas Strides has beachheads in 
Latin America, Africa and Asia, 
besides the us and Europe (see 
What’s Hot About The Two?). Then 
there are other benefits: an ability to 


Strides Arcolab’s Kumar: Leveraging a long relationship 


WHAT'S HOT ABOUT THE TWO? 





MATRIX 


€ Is an active pharmaceutical 
ingredients major 


e Has a good knowledge base 
(has over 200 scientists) and 
| track record 


@ Has already filed for 46 DMFs; 
24 more are planned 


e Has filed for 29 patents and 
nine novel polymorphs 


@ Comes with eight out of the 11 Ў 
APIs and intermediate plants 
that the new entity will have 


shave common costs, better leverage 
R&D expenses and manufacture 
products at lower prices (hence, 
better margins). “We couldn't have 
asked for a better synergy," says a 
beaming Prasad. The glee could 
also be because the merger will put 
the Matrix-Strides combine amongst 
the top 10 pharma companies in 
India. Actually, with a market cap of 






STRIDES 


e Is one of the largest 
exporters of branded generics 


e Makes formulations by way 
of capsules, tablets and liquid 
injectibles 

e One of the world's top five 
manufacturers of soft gel capsules 


e Runs the only globally-dedicated 
soft gel facility for hormones 


e Does contract research and 
manufacturing for global 
pharma majors 


MATRIX 







Rs 3,753 crore, it comes in as the 
ninth most valuable company in 
the industry. 

In terms of facilities, the 
merged company will have six 
bulk drug units, five intermediate 
plants, nine formulations sites and 
operations in 70 countries, 
including plants in India, the us 
and Latin America. By the end of 
the current year, it hopes to file 70 
drug master files or DMFs (for bulk 
drug approvals by the USFDA) and 
20 ANDAs (abbreviated new drug 
applications, or generic copies). 
Bulk of the ANDAs will be from 
Strides, but will also include a few 
from Matrix. In other words, the 
global markets will see the emer 
gence of another strong generics 
player from India, in addition to 
existing majors such as Ranbaxy, 
Dr Reddy’s, Cipla and Sun. 

To Matrix watchers, the deal 
doesn’t come as a surprise. In its 
four years of existence (the com 
pany was originally incorporated 
as Herren Drugs & Pharmaceuticals 
in November 1994, but Prasad and 
two other partners bought it in May 
2000 and less than a year later gave 

it the present name), Matrix has 
grown through acquisitions. It 
started by acquiring and merging 
with itself a Rs 40-crore com 
Medicorp 


Technologies, the attraction 


pany called 
being that it had a USFD 

appre V ed manufacturing unit 
near Hyderabad. Since then 
it has acquired more such com 
panies (see Hungry For Growth) 
with the aim of either expanding its 
manufacturing capacity or gaining a 
toehold in regulated markets. This 
deal, of course, is Matrix’s way of 
telling the world that it has arrived 
[hat the bigger players had better 
watch out. Says Ajay G. Piramal, 
Chairman, Nicholas Piramal India 
“This could be the start of a new 
trend. Indian promoters are no 
longer shy to merge, which wasn't 


the case earlier." 
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The Way To Go 
In other words, the Matrix-Strides 
deal is a sign of things to come. 
Soaring R&D costs, stricter regula- 
tions and growing competition in 
the pharma industry have put 
tremendous pressure on the manu- 
facturers. This is more so in the 
case of companies that make generic 
drugs that are copies of branded 
drugs. The window of opportunity 
for a generics manufacturer is typi- 
cally limited (ranging from a few 
days to a few months, depending on 
the products) because as more imi- 
tators enter the market, price of 
the drug falls rapidly. To withstand 
such competition, the players will 
need to squeeze more and more 
out of their R&D, manufacturing 
and marketing rupee. Says Venkat 
Jasti, former President of the Bulk 
Drugs Manufacturers Association 
(BDMA) and Vice Chairman & CEO 
of Hyderabad-based Suven Life 
Sciences: *Going forward, the key 
drivers will be size and movement 
up the value chain. We will see 
more companies merging and the 
number of players could, therefore, 
halve in the next three years (to 
around 500 pharma players)." 
That consolidation is in the air is 
not in doubt. Even before the 
Matrix-Strides merger announce- 
ment was made, there was talk of 
Strides merging with the Chennai- 
based Orchid Chemicals & 
Pharmaceuticals, a big manufac- 
turer of cephalosporins. The com- 
mon factor being Schroders, an 
international investment banking 
and asset management group, which 
holds more than 30 per cent in 
each of the two companies. That 
did not happen and Strides itself 
got into the cephalosporins space. 
Besides, Orchid's promoter 
K. Raghavendra Rao says timing is 
not right for Orchid to think of 
either acquiring any company or 
getting merged. *We still have to 
unlock the value from our entry 
into the regulated markets and the 
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investments made into dosage 
facilities and R&D,” he says. 
However, he admits that 18 or 
24 months down the line, the 
company could consider look- 
ing at mergers or acquisitions. 

Mergers in the industry will 
be driven not just by Indian play- V. 
ers, but also by Big Pharma and 






Although Matrix is just four years old, 
it has already acquired several small companies. 


May 2003: Acquired Rs 40-crore Medicorp Technologies, 
which had a | USFDA-approved API facility near Hyderabad. 











May 2003: Merged the Rs 120-crore Vorin Laboratories, which had ү 
a customer base in the semi-regulated markets of South East Asia, Africa 
and Latin America, 


March 2004: papes Ven Labortoned, a USFDA-approved 
manufacturer of bulk drugs і in Vizag. Revenues then: Around Rs 30 crore. 








March 2004: EF andèr Rs 20-crore Find Drugs & Chemicals, 
a subsidiary of Vorin, which had a manufacturing unit ne near Hyderabad. 





March 2004: Acquired Medikon Laboratories and Calibre Engineering 
(a subsidiary of Herren Drugs & Pharma, which is Matrix in its old avataar). 





other global generics giants. There 
are rumours that world leader Pfizer 
is eyeing home-grown giant 
Ranbaxy (although given the Singh 
family's 35 per cent stake, it's not 
clear how much elbow room Pfizer 
has; on its part, Ranbaxy "catego- 
rically denies" any possibility of 
being acquired). There have also 
been persistent rumours that 
Aurobindo Pharma, a Hyderabad- 
based bulk drugs manufacturer, is in 
play and that it could be on the 
radar of a generics major like Teva 
of Israel. Aurobindo's Chairman 
P.V. Rama Prasad Reddy, however, 
denies that his company is up for 
sale. “These are baseless rumours 
and I don’t know why they are 
being spread," he says. “There is 
no point in being a contract manu- 
facturer to a big foreign or Indian 
company and losing one's identity." 

Maybe not, but big is getting 
more beautiful in pharma. Take 


Matrix and Strides for example. 
Instead of scrambling individually to 
raise, say, Rs 45 crore every year to 
invest, the two can now raise 
Rs 150 crore on the strength of 
their merged balance sheet. Besides, 
they will not need to duplicate 
investments. All that, of course, is in 
theory. In the days to come, the 
two companies will have to resolve 
a number of issues, ranging from 
swap ratios for the merger to divi- 
sion of responsibility between 
Prasad and Kumar to integrating 
the two cultures. *Of course, integ- 
ration is going to be our biggest 
challenge and since the size is bigger 
in this case, the challenge would 
be that much bigger," admits Prasad. 

He must be hoping that his imp- 
ressive track record at mergers will 
help him this time around too. If he 
pulls it off, Prasad would have vastly 
improved Matrix's odds of making it 
big in the global generics market. @ 
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Under Section 54(EC) of IT Act 





5.20% p.a. for 5 years 
on Annual Option 
(with 3 years Put/Call Option) 


5.30% p.a. for 7 years 
on Annual Option 
(with 5 years Put/Call Option) 





(Rate of Interest w.e.f. 2.4.2005) 








* Total owned funds Rs. 22,371 crores (as on 31.3.2004 
* NPAs 0.0016% (as on 31.3.2004) 

* Capital Adequacy ratio 39.41% (as on 31.3.2004) 

* Redemption without surrendering of Bond Certificate 
* No TDS on interest (Except for NRIs) 

* Electronic Clearing System facility available 

* Easy issuance of Bonds 

* Demat Facility available on fresh application 
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* Wide network & service centres across the country 
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Landscape 


It took 10 years for the first 2,500 organised retail stores 
to open in the country. The next 2,500 could get added 
in just five years. Yet, small mom-n-pop stores are 
opening all over the country. What will the retail 
landscape look like tomorrow? A new ACNielsen 
report offers some answers. A BT exclusive. 





MODERN ST ORES ARE BOOMING 
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NDIA IS NOT ONE COUNTRY, 
but a hundred different 
markets. You'll often hear 
marketers say that. And for 
good reason. With 28 states 
and seven union territories, 
14 different official langu 
ages and hundreds of dialects, multi 
ple ethnicities, cultures and habits, 
not to mention trade rules and regu 
lations, India is a difficult market 
to get your arms around. Adding 
to that, from the marketer’s point of 
view, is the fragmented nature of 
the retail industry. Organised retai 
in 2003-04 is estimated to have been 
worth Rs 22,500 crore, or less than 
2 per cent of the total retail market 
(according to KSA Technopak). That 
means the nine million or so neigh 
bourhood stores, or traditional trade, 
dominate the industry. The average 
Indian store sells just Rs 300 worth 
of branded consumer goods a da 
making a bare Rs 30 in profit mar 
gins. No wonder, then, while India 
accounts for half of all FMCG stores 
in Asia-Pacific, its value share is an 
abysmal 7 per cent. “Even in the 
next five years, (organised retail) 
won't account for even a doubl 
digit share of our sales. The market 
is too fragmented," says C.K 
Ranganthan, Chairman & Managing 
Director of CavinKare. 

That said, there's no denying th 
fact that organised retail has beei 
growing steadily since the mid-90s 
A variety of players has entered th« 
market with several innovative foi 
mats; organised. real estate, in 
form of malls, is coming up, making 
it easier for retailers to standardise 
the look and feel of their stores and 
offer consistent consumer experi 
ence across the chain. Supply chain 
remains a big area of concern still, 
but that's likely to fall into plac 
too once the larger retailers 
Pantaloon, Spencer's, Shoppers’ Stop 
and Trent gain critical mass. Th 
key piece in the retail equation, 
however, is foreign investment 
Allowing foreign retailers to come 


AL RI 
He's still the hey link iri the lon g and 
fragmented supply chain 





f A RETAIL LAGGARD... 
Trade ‘Tectonics In other emerging economies, modern retail has a higher share of FMCG sales. 42 


India 10 10 

















* Reforms in retail moving at a slow pace 9 
* Legislation is the primary barrier to growth in 
organised retailing 
* Given that the first chain started operations 
in 1996, modern trade should have been at 30 
per cent of FMCG in 2006 
Figures indicate years to reach 20-30 per cent China Thailand Brazil Poland 
...NOT SURPRISING AT ALL 
India's FDI in retail is the lowest in Asia-Pacific 
100 B) 
OWEVER FAST MODERN RETAIL MAY - 84 79 76 3 * 
develop, it still can't replace the 30- pp we а 11 
nine million neighbourhood stores 9 
that dominate retail in India. Even by 50 7 
2010, they will dominate close to 90 40 5 
per cent of the markets. Last year 30 3 
alone, almost 5,00,000 new stores 5н | 
opened to sell FMCG. But monthly o. MS a: CE m3 E | Ei Ж ! E 4 
turnover for the traditional trade has Hong Kong Australia Philippines China | India 
remained constant between 1998 Korea Malaysia Thailand Vietnam 
and 2004. In real terms (minus in- Modern Trade (percent) 8 FDU/ GDP (per cent) 
flation) the average store turnover 
for this category has got eroded by 
20 per cent. The pan-biri store, INEVITABLE GROWTH о retail wil | Bap dE RCRUM 
which has done a wonderful job of pase ng pR cent of F 6 sales by 2010. |- 
reaching the masses with sachets, | 
has maintained its share of FMCG. India 2010 ER 1 + 
This channel has seen a growth of * More than 5,500 modern trade stores Р 19 
about 50 per cent in numbers since * Account for 10 per cent of India FMCG South Metros) MEARE REY у ү 
1998, reaching a count of 14 lakh. *30percentofmetroFMCG = fire ah Dine i a ci 
Despite such increase in the 
numbers, their throughput has come 
down. The есите тот KORDI Ww SOUTH-WEST, à NT EE 
the traditional trade has gone down ome cities have taken to modern retail faster. eee pet sry some categories 
drastically in the towns where mod- koch perse meae eso rena] 40 
ern trade has developed. Hyderabad, 4 Loi oi ШШШ 34 
Vizag and Kochi are some exam- Vra nl 38 Cheese ЕРИНЕН 29 
ples. Stores contributing to more Hyderabad Fs 33 Hair conditioners ms 23 
than 8 per cent of FMCG in metros Coimbatore Emm 23 RIE cereals rs 2 3 
have started providing “home deliv- Ahmedabad 00000059 22 Squashes БЕНИ 2 1 
ery” to their customers. Another set Mumbai 
contributing 12 per cent of sales are ёз Е" à — 
capable of doing so. Therefore, trade ài co EE 
schemes, retailer margins and CRM ennai EE 15 Attershaves НИ 19 » 
for retailers are likely to gain impor- Bangalore ШШШ 15 Perfumes/ Deos as 17 
tance in the traditional trade. Madurai EE 10 Diapers И 14 
The writer is Senior Manager Indore NI 10 Shaving creams И 1 З 
(Modelling & Analytics) at ACNielsen Surat [mmm 10 Ketchup/ Sauces WIN 1 1 
and author of the report. Vadodara NNI 8 Home insecticides INE 1 1 
BERZISOUASWUUPENDNEEDRGIRG*DE. non TF. a STS HEFA Nagpur 999 8 Shaving systems [i 10 





Figures are value contribution to FMCG in per cent 


THE FRIENDLY PANWALLAH 
The kiosks have done a wonderful job of 
taking the sachet revolution to the masses 


MIRORRING ASIA-PACIFIC 


The trend in India is in tune with other countries 
in the region. 


Packaged | Packaged) Нат | Toilet | Shampoos 


cheese | rice | conditioners Soaps | 
Breakfast Cooking ^ Ketchups/ Laundry 
cereals oils Sauces detergents 


Figures are shares of modern retail in per cent 


GETTING FRAGMENTED 


The traditional store count is growing, but not revenues. 
8,000 
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W PDO (Val) Inflation Adj PDO: Per dealer offtake 
Turnover Turnover 
increases in declines for 
* Grocers ' Chemists 


* 23 Metros and rural * <1 million towns 





KIOSK TROUBLES 


Kiosk numbers are up since 1998, but marketers 
need to reach 50 per cent more to maintain sales. 


BITTER PILL 


Chemists are losing OTC business to grocers and 
general stores. 








1998 rs 9 35,000 CONTRIBUTION OF FMCG 
20 TT 14,00,000 
80-77. 80 
60 
SHOEBOX RETAILING " 
— of the stores in rural India are less a. 15 14 
than 100 sq ft big. А 8 me (6 
Stores (%) Turnover (%) 1998 2004 
1999 2004 1999 2004 
Above Rs 10,000 (45° 38 8 73 CONTRIBUTION OF OTC VALUE 
Rs 5,000 to 10,000 29 29 M 17 8- sg 
Upto Rs 5,000 1287 33 6 10 —MH 4 
TOTAL 890 100 100 100 8 s 43 
Shop Area 20 
Above 200 sq ft Е 3 19 10 45 16 
100-200 sq ft 225 17 и 29 EC аат. 
Upto 100 sq ft 12 80 99 61 Figures are іп per cent 
TOTAL 100 100 100 100 W Chemist MGrocery+GenStore #8 Others 
GETTING ORGANISED 
Modern trade is affecting sales of traditional stores. 
HYDERABAD MT Contribution VIZAG MT Contribution 
2002 NN 15413 7 ШЫНЫН; 
ООВ 11,895 ” 2003 8,429 
х8 7 277 2004 5,354 
KOCHI DELHI 


2002 8.618 Чу 
2003 7.550 чуу 
2004 TT 6,807 Sp 


т Traditional trade PDO figures in Rs 


NN 24953 70 
IT 25 92: со 
VG 25,752 072 


MT. Modern Trade (in per cent) 






Small-town mall/ Jallandhar: 
Small towns will be among the 
early adopters of modem retail 
A 







Vitan/ Chennai: 
Southern metros lead the adoption 
of modern trade 


Traditional mom-n-pop store/ Delhi: 
In the capital, they seem to have with- 
stood competition from modem trade 











MAKING ROOM 
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Led by metros and Class 1 towns, all traditional channels stock more categories. 





1998 2004 


OLD IS BOLD 


By 2007, there will be 7.8 million traditional stores. 6,915 7,246 
6,548 











**Urban stores will grow faster than rural 
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Figures are in thousands 


2003 


would help the industry mature 
faster and result in the creation of a 
viable ecosystem—just like it 
happened in the case of the auto- 
motive industry. 

While it’s hard to say how 
much of FDI in retail will be per- 
mitted, one thing is apparent: The 
face of Indian retail is changing 
with every passing day. So just how 
will the retail landscape of tomor- 
row look? A recent study by market 
research firm ACNielsen offers some 
clues. Using its proprietary Modern 
Store Format Census, the firm 
analysed the modern format stores 
in top 28 towns in India. The fin- 
dings are interesting. Even with- 
out any FDI in retail, the study 
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No. of categories 


23 


Metro 





7,403 7,800 





2004 2005 2006 2007 


expects the number of organised 
retail stores to go up from 2,500 
currently to 5,500 by 2010. That 
means, while it took the first 2,500 
stores 10 years to open, the next 
3,000 will be up and running in 
half that time. 

ACNielsen Shoppers’ Trends 
shows that 67 per cent of con- 
sumers already use modern trade 
(AcNielsenese for organised retail), 
indicating that there will be no 
dearth of footfalls when the new 
stores open. The study estimates 
that these stores will contribute 
to 10 per cent of FMCG sales in 
India, and close to 30 per cent in 
the top 28 towns. Who will be 
the other early adopters of modern 





retail? ACNielsen reckons that these 
will likely be the towns that have 
adopted modern banking prac- 
tices, and range from towns like 
Bhubaneshwar and Ludhiana to 
Thiruvananthapuram and Surat. 
Says Dinesh Sharma, General 
Manager (Marketing), Whirlpool 
of India: “Organised retail invites 
a different profile of customer, 
more upmarket, so the business 
is more profitable for us even after 
accounting for the chain's better 
bargaining power." 

The question that marketers, 
however, want answered is, whether 
the shift to modern trade will be 
uniform across all product categories 
or are there certain categories where 
the shift will be faster? The answer: 
it'll unlikely be uniform. Take FMCG, 
for example. In urban India, FMCG 
sales via modern trade account for 
4 per cent of overall sales, but some 
categories like cheese, liquid soaps 
and hair conditioners account for a 
significantly larger 20 per cent. The 
point: some product groups such as 
lifestyle, convenience and health- 
based products are more likely to 
get sold through modern trade. 

To a marketer, this means that 
his category could have high, 
medium or low modern trade con- 
tribution, in the short term as well 


as in the long term. This would . 


not only have a bearing on how 
he manages his sales activities, 
but also impact the kind of pro- 
motions he needs to offer. Given 
the bargaining power of modern 
trade in other developed nations, 
it is likely that for categories with 
high modern trade contribution, 
more and more money will be 
spent on store-specific discounts 
and promotions. 

Just the same, the marketer 
would ignore the traditional stores 
at his own peril (see Small Is Big). 
Last year alone, some 500,000 of 
them opened all over India. Now 
you know why there's no retail 
market like India. El 
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CENTRE FOR FINANCIAL MANAGEMENT | 
Director: Dr.Prasanna Chandra 


» . Announcesthefollowing Distance Learning Programmes. | 
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Where Theory meets Practice 


CONTENTS 

INVESTMENT ANALYSIS AND PORTFOLIO MANAGEMENT 
PROJECT APPRAISAL AND FINANCING 

TREASURY AND FOREX MANAGEMENT 

STRATEGIC FINANCIAL MANAGEMENT 


4 HIGHLIGHTS 
V/ State of the art curriculum 
у“ World class courseware 
у^ Web - learning support 
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FOR WHOM | 
CAs, ICWAs, MBAs, PGDBAs, CSs, CAIIBs and students in these programmes. Н 
DURATION : 1 year FEES: Rs.10,000 LAST DATE : JULY 31,2005 | 


EXAMINATIONS AND QUALIFICATION 
Twice a year . Successful candidates will be awarded the qualification CERTIFIED FINANCIAL MANAGER 
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FINANCE FOR NON-FINANCE EXECUTIVES 


CONTENTS 

= Accounting and Control = Financial Management 

HIGHLIGHTS 

7 State of the art curriculum < World class courseware < Web - learning support 
FOR WHOM 


Non-finance executives in various areas (like marketing, production, purchase, R&D, HR, and IT), 
entrepreneurs, and software professionals. 


€ DURATION : 6 months FEES : Rs.4500 LAST DATE : JULY 31,2005 


EXAMINATIONS AND QUALIFICATION 
Twice a year. Successful candidates will be awarded the qualification DIPLOMA IN FINANCE 


For PROSPECTUS and other details of both the programmes visit us at www.cfm-india.com 
Email: infoQcfm-india.com @ 080 - 2659 7634, 2659 5183. 
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With mid-cap stocks on fire, you may be tempted to cash in and move out. 
But that will be a mistake. Here’s why. BY ASHISH GUPTA 


ED PRAKASH CHATURVEDI MUST BE RUING 
his luck. The 39-year-old Managing 
Director of Mumbai-based Tata Mutual 
Fund, which launched a mid-cap fund 
on June 1, would love to, if he could, 
rewind to 2004, when mid-cap stocks and, by ex- 
tension, mid-cap funds, outperformed all other stocks 
and funds by a wide margin. Consider this: In 2004, 
the bellwether BSE Sensex rose 26.8 per cent and the 
NSE Nifty grew 11.9 per cent. The corresponding fig- 
ure for the CNX Midcap 200, the mid-cap index of the 
National Stock Exchange (NSE): 112 per cent! Mid-cap 
funds gave impressive average returns of 35-50 per 
cent, compared to 20-24 per cent for large caps in 
2004. It’s more of the same if you look at a three-year 
(2002-2004) horizon. During this period, the CNX 
Midcap 200 gave an annualised return of 56.89 per 
cent compared to 28.73 for the BsE Sensex and 25.25 
per cent for the NsE Nifty. 
This success has drawn several fund houses and retail 
investors to the mid-cap party. The Tata fund men- 
tioned above is expected to have a corpus of Rs 500 


ANALYSTSPEAK 


crore, and will target 30-40 stocks from the CNX 
Midcap. And Templeton's Prima Fund, which had an 
exposure of Rs 300 crore to mid-caps in 2003, now has 
Rs 1,600 crore riding on them. 

With so much action in this space, an obvious 
question springs to mind: is the mid-cap segment 
overvalued? Another question follows, naturally: is it 
likely to crash? Most mid-cap stocks have risen from 
less than their book values in 2002 to 12-14 times the 
number today. So, is it time to bail out? The answer 
to that is an emphatic No. Why? Because there are still 
hidden treasures tucked away in the universe of 
5,000 mid-cap stocks floating around the bourses. Says 
Sandeep Neema, Fund Manager at the Mumbai- 
based J.M. Financial Mutual Fund: *There are always 
new undervalued and non-researched stocks to look 
out for." Agrees Anoop Bhaskar, Head of Equities, 
Sundaram Mutual: *One can still construct a portfolio 
of mid-cap stocks that will give double-digit returns 
over the next few years." 

There are two reasons for this bullishness. One, FIS 
(foreign institutional investors) have mostly exhausted 


Four leading market watchers give their take on the mid-cap story as it stands now. 


SHASHI KRISHNAN 
CEO/ Chola Mutual Fund 

Quit mid-caps? No 

Reason: The problem of liquidity, which 
= plagued mid-caps earlier, is now a thing 
of the past. Greater inflows will drive 
prices up 











SANDEEP NEEMA 
Quit mid-caps? No 
there are major structural changes in the 
restructuring and better market opportunities 


Fund Manager/ JM Financial Mutual Fund 
Reason: The mid-cap rally is for real because 
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aw- ON A PATH OF HIGH GROWTH 
2600 — While large-cap stocks (represented by the CNX Nifty) experience 

intermittent corrections, mid-cap stocks (represented by the CNX 
jig. Midcap Index) continue to surge. 


18 CNX Midcap 200 W CNX Nifty 
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the investment limits stipulated by SEBI (Securities 
& Exchange Board of India) for large-cap stocks 
and have now trained their guns on mid-caps. Two, 
the general improvement in the economy and the soft 
interest rate regime have given a boost to mid-rung 
companies. Says Nilesh Shah, President, Kotak Mutual 
Fund: “As long as the economy is on an upswing, 
mid-caps are unlikely to crash.” 

So how do you select potential winners from a 
pack of 5,000? “The trick,” says Nikhil Vohra, Vice 
President at SSKI, “is to select mid-caps that have the 
potential to become large caps over a period of 
time.” That’s easy to say, but hard to implement, par- 
ticularly for retail investors. So, to ease your burden, 
we profile six mid-cap stocks that have the potential 
to give a loud bang for your buck. 

Bharat Earth Movers: This public sector manufac- 
turer of earth-moving equipment, the second largest in 
Asia, has a 70 per cent market share in its industry. 
With products like hydraulic excavators, heavy-duty 
trucks, rail coaches and high-power diesel engines, dn 
and a bulging order book of Rs 2,003 crore, the | Figures are BSE closing prices in Rs 
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company is poised to extract full value from the boom 
in sectors such as coal mining, steel, cement, power, 
irrigation, construction, road building and railways. 

IVRCL Infrastructure & Projects: A leading con- 
struction company in the water-related projects space, 
IVRCL has a robust order book of Rs 2,540 crore 
(which is more than two years’ sales). Besides, its 
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investments in Oman and Sri Lanka (where it is 
working on turnkey water-related projects) are likely to 
bear fruit over the long term. 

Praj Industries: India’s dependence on oil imports 
and, consequently, the move to increase the availa- 
bility of blended ethanol and petrol for use as fuel 
spells good news for Praj Industries, a manufac- 
turer of distillation equipment that is used for the 
production of ethanol. The company is looking to 
spread its wings beyond India’s borders, and looks a 
good bet for the future. 

Marico Industries: It may be a second-rung FMCG 
major, but Marico is still a leading player in the hair oil 
segment (think Parachute and Care) and in branded 
edible oils (think Saffola and Sweekar). Leveraging 
these, and focussing on new businesses such as Kaya 
Clinic and Sundari Clinic will help propel Marico into 
the big league. Three Kaya Clinics have already been 
launched in Mumbai, Delhi and Bangalore—Marico des- 
cribes them as wellness centres for skin—while Sundari 
Clinic deals with ayurvedic skin-care products. 
Geometric Software: A company that provides product 
life-cycle management (PLM) solutions to global original 
equipment manufacturers (OEMs) in partnership with 
Dassault Systems, EDS, IBM and others, Geometric 
Software is likely to be a major beneficiary of increased 
spending on IT. Analysts expect this aspect to turbo- 
charge the company's bottom line. Revenue growth for 
2005-06 is projected at 45 per cent. . 
Automotive Axles: Part of the booming auto-com- 
ponents manufacturing sector, Automotive Axles, an- 
alysts expect, will see its exports zoom from 
Rs 11.5 crore in 2003-04 to Rs 100 crore in 2005- 
06. The company's foray into the supply of gear 
parts and other high-value components will boost 
both its top- and bottom lines. 

As with all success stories, there are pitfalls to 
watch out for. *During a slowdown, mid-caps are 
likely to impacted much more than large caps," 
says Bhaskar of Sundaram Mutual. Also, any firming 
up of interest rates or squeeze in liquidity can leave 
mid-caps gasping for funds. 

Picking the right mid-cap stocks to put your money 
in is, therefore, not as easy as picking an Infosys or an 
HLL. Besides the six companies profiled in this article, 
there are other potential winners as well. To spot 
them, you need to screen companies using standard 
stock selection parameters such as nature of business, 
financial performance over the years, position vis-à-vis 
the market leaders, growth prospects, etc. It's a deci- 
sion that requires research and involves risks. An easy 
way out is to go the mutual fund way. With the 
records of several fund houses readily available, that 
shouldn't be a difficult choice to make. 


y 





- 


Now tax saving can 
add to your income. 


Not take away from ít. 


Post Budget 2005, investments (up to Rs. 1 lakh) in mutual fund equity-linked savings schemes (ELSS) 
like PrulCICI Tax Plan are now eligible for tax benefits. That means, you no longer need to sacrifice 
growth potentialtosavetax. 

In today's falling interest rate scenario, Pru ICICI Tax Plan seeks to offer a unique " growth " dimension 
toyourtaxplanning. Compareits returns since inception against traditional tax-saving options. 
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2475467; Vijayawada: (0866) 5518882, 5516662; Visakhapatanam: (0891) 5566333, 2762660 or your Financial Advisor or log on to www.pruicici.com or email us at enquiry@pruicici.com 
Statutory Details: Prudential ICICI Mutual Fund (The Fund) has been set up as a Trust sponsored by Prudential Corporation plc (through its wholly owned subsidiary Prudential Corporation 
Holdings Limited) and ICICI Bank Limited (erthwhile ICICI). Prudential ICICI Trust Limited is the Trustee to the Fund and Prudential ICICI Asset Management Company Limited is the 
Investment Manager to the Fund. Risk Factors: Mutual Funds and securities investments are subject to market risks and there is no assurance or guarantee that the objectives of the 
Scheme will be achieved. As with any securities investment, the NAV of the Units issued under the Scheme can go up or down, depending on the factors and forces affecting the capital 
markets, Past performance of the Sponsors, AMC/Fund does not indicate the future performance of the Scheme of the Fund. The Sponsors are not responsible or liable for any loss 
resulting from the operation of the Scheme beyond the contribution of an amount of Rs. 22.2 lacs, collectively made by them towards setting up the Fund and such other accretions and 
additions to the corpus set up by the Sponsors. Prudential ICICI Tax Plan is an open ended equity fund ( is to generate long term capital appreciation ) Entry Load - 2.25% of the 
applicable NAV for investment of less than Rs. 5 crores and Nil for investments of Rs. 5 crores and above. Exit Load - Nil. Prudential ICICI Tax Plan is the name of the Scheme and does not 
in any manner indicate either the quality of the Scheme or its future prospects and returns. Please refer to the Offer Document for scheme-specific risk factors before investing 
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Despite a much-improved performance, mutual funds could not keep pace with 
the markets in May. A BT-MUTUALFUNDSINDIA.COM REPORT. 


IREWORKS RETURNED TO THE BOURSES IN MAY 
Е: the broad-based indices, BSE Sensex and 

NSE Nifty, saw a complete turnaround in for- 
tunes. The volatility seen till April gave way at last as 
the Sensex sprinted from -3.35 per cent returns in 
April to 9.11 per cent in May, and the Nifty from 
-4.1 per cent to 9.73 per cent. Mutual fund (MF) 
returns reflected this rise, albeit at a slower pace. Still, 
there was ample reason for investors to rejoice as 
funds, across categories and sectors, saw striking 
improvements in their performances. The AUM (assets 





Scheme Absolute Retums (%) 
SBI Magnum Equity Fund 11.37 
ING Vysya Select Stocks Fund 11.20 
Escorts Growth Plan 11.08 
Prudential ICICI Growth Plan 10.79 
Franklin India Opportunity Fund 10.79 
Peer Group Average 


Figures are for the month ending May 31, 2005 
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under management) of the MF industry stood at 
Rs 1,68,852.48 crore, a rise of 5.98 per cent over the 
previous month. 


Fund Performance 

In the diversified equity category, all five rank holders 
gave double-digit returns. In April, only Kotak 
Opportunities Fund (11.98 per cent return) clocked 
double-digit returns. 581 Magnum Equity Fund, which 
has a corpus of Rs 140.2 crore, topped the tables in 
May, with returns of 11.37 per cent. Its highest 


Scheme 


Absolute Returns (%) 
Kotak Tech Fund 15.50 
Franklin Infotech Fund 15.39 
Alliance Buy India Fund 13.43 
UTI Growth Sector Fund - Software 13.09 
SBI Magnum Sector Umbrella - Infotech 13.01 


Peer Group Average 
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HDFC Cash Mgmt Fund-Savings Pus 20856. 

UTI Liquid Advantage Fund 554 

JM Floater Fund-STP 5.49 
Canliquid у 5.44 

X шаш А 5.42 
5.05 


Figures are for the month ending May 31, 2005 





exposure (24 per cent of net assets) was to the auto 
and auto-ancillary sectors. Sectoral schemes also 
saw a churn at the top. Four of the top five were IT 
schemes; the other was FMCG. This category gave 
average returns of 9.15 per cent, a huge improve- 
ment over the corresponding figure of 0.31 per 
cent in April. Topper Kotak Tech Fund, with a 
fund size of Rs 49.23 crore, gave 15.5 per cent 
returns. It had an exposure of 49.5 per cent to 
Infosys and 11 per cent to Wipro. 

In the ELSS (tax-saving) category, ING Vysya 
Tax Saving Fund jumped from #5 in April to #1; 
returns soared from 3.04 per cent to 10.76 per 
cent. Its corpus, though, was only Rs 2.5 crore. This 
category as a whole did well, too, with average 
returns moving up from 1.33 per cent to 8.25 per 
cent. In the balanced funds category, SBI Magnum 
Balanced Fund, with 7.49 per cent return, emerged 
at the top of the charts. It has a corpus of 
Rs 99.95 crore; the scheme invested 67 per cent of 
its assets in equity and 23.5 per cent in debt. 
Nearly 5 per cent of its assets were invested in IVRCL 
Infrastructure and Projects. 

But MiPs (monthly income plans) were, without 
doubt, the star performers in May. In April, #1 
Reliance MIP gave a 15.75 per cent return, even as 
the category averaged returns of only 2.55 per 
cent. In May, the category average zoomed to 
19.07 per cent; and numero uno, UTI MIS Advantage 
Fund, with a corpus of Rs 28.72 crore, gave 28.84 
per cent returns. Second-placed HSBC MiP, which has 
a fund size of Rs 125.51 crore, gave 28.62 per cent. 
Income schemes also did well, with the category's 
average return moving up from 2.72 per cent in 
April to 7.10 per cent in May. 

Unlike most other categories where April's top- 
pers were toppled in May, uri Bond Fund, with a 
corpus of Rs 858.52 crore, managed to retain top 
billing among income funds with a return of 21.39 
per cent. Next in line was Deutsche Premier Bond 
Fund, which gave 19.72 per cent. 

Liquid funds remained stable in May, with 
the category average moving up marginally from 
4.98 per cent in April to 5.05 per cent. All rank 
holders gave returns in the 5-6 per cent range. 
HDFC Cash Management Fund pipped previous 
topper UTI Liquid Advantage Fund to the #1 slot 
with returns of 5.56 per cent. The scheme had an 
average maturity of 146 days, and a corpus of 
Rs 1,843.2 crore. 

Given the positive sentiment prevailing on the 
bourses now, the gains of May are likely to gather 
momentum in June. And for investors, it could well 
be the return of happy days. 
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SALES ENTREPRENEURS 








Masters Of Their 
Routine And Reward 


Stuck with a routine-bound, low-paying, thankless job? How about becoming 


an entrepreneur-salesperson? BY INDRANI RAJKHOWA 


BHISHEK GUPTA, 25, IS JUST 
two years into his work life 
and already earns close to Rs 


1 lakh a month and drives around in 
a brand new Indica, which he 
recently gifted himself. No, he isn’t 
your typical hi-flying management 
graduate from a top business school, 
just a plain Bachelor in Business 
Administration (BBA) from Jagannath 
International Management School, 
New Delhi. He’s neither employed 
by an MNC nor even a top invest- 
ment bank. In fact, here’s the catch, 
he doesn’t work for anyone! 

If you haven’t guessed by now, 


An army of over two million sales entrepreneurs is 
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Gupta, much like India’s growing 
army of over two million-odd sales 
entrepreneurs, is self-employed. 
Gupta sells general insurance for 
Bajaj Allianz in New Delhi. For the 
rest, it could be anything from soaps 
to books, kitchenware to auto loans, 
insurance to mutual funds. 
Masters of their own routines 
and rewards, these people have 
opted for being sales entrepreneurs 
simply because it’s empowering. 
And forget about just income-less 
housewives taking to being direct 
sellers for companies such as Avon, 
Amway and Tupperware, though 


WV» типо 


a majority of the 1.3-million sales 
entrepreneurs with the 16-odd com- 
panies that form the Indian Direct 
Selling Association (IDSA) is still 
women (40 per cent is men). 

Today, becoming an independ- 
ent seller is a choice that even work- 
ing professionals are taking. “There 
are many instances of well-quali- 
fied people quitting regular jobs to 
take up insurance selling because 
it is a lucrative opportunity,” says 
Rajesh Sud, Director (Agency, 
Bancassurance and Direct Sales 
Distribution), Max New York Life. 

Take the case of Mumbai-based 
Havovi Sethna, 40, an erstwhile 
employee at Madura Coats. Besides 
the freedom to set her own work- 
time, there was no way her BCom 
degree could have taken her this 
far in life. Eight years ago at 
Madura, she was barely earning 
Rs 3,000, but now as an 
Independent Sales Manager with 
Avon, she brings home almost 
Rs 70,000 per month. 

“Exotic foreign trips that come 
with achieving targets is the icing on 
the cake,” says Sethna. Bajaj Allianz’s 
Gupta has relegated his family-run 
artefacts business to a part-time 
endeavour now, instead focussing 
his energies on taking up his six-fig- 
ure income by selling insurance 
products such as health, personal, 
accident, and travel to corporates. 


Move Over Pots And Pans 
What's best though is that pioneering 


vw 


work done by the Amways and 
Avons over the last decade in 
making direct selling both accept- 
able, respectable and rewarding, 
has really opened up opportunities 
for entrepreneurship to bloom 
across banking, mutual funds, bonds 
and initial public offerings. 

Over 20 per cent of the industry 


sales of Rs 1,381 crore comes from : 


insurance products, with non-IDSA 
direct sellers—companies such as 
HDFC Bank, ICICI Bank, Citibank 
and ABN AMRO, who sell anything 
from auto loans to personal/business 
loans through their direct selling 
associates (DSA)—totting up another 
Rs 1,064 crore in sales. 
According to insurance 
regulator IRDA (Insurance Regu- 
latory and Development Authority), 
private insurers already boast 
200,000 life-insurance agents and 
5,777 non-life insurance agents (as 
of March 31, 2004). So you can 
look at it as a Rs 2,500-crore 
industry, with over 100 compa- 
nies to choose from in over 300 
product and service categories that 
cannot be mass-sold very effec- 
tively. “It (appointing direct sellers) 
helps save time and costs incurred 
in setting up a conventional sales 
and distribution structure, and also 
in maintaining low overheads,” 
says Asha Gupta, GM, Tupperware 
India. With the India success story 


SPOTLIGHT 
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AN CHAKRAVORTY 
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4 "^X 0 YOU HAVE THE KEEN EYE OF A PHOTOGRAPHER WITH THE AESTHETICS OF A CHEF? IF YES, YOU CAN TRY THE 
A job of a food stylist. Food styling, Michael Swamy Fernandes, a Mumbai-based food stylist who 
started his career as a chef in London, says is all about "presenting food for the camera". So whether 
‘it is magazines, cookery books, food shows on ту, ads, hoardings or restaurant menus, а food styl- 
ist these days is pretty indispensable. Best of all, currently there are just a handful of food stylists in 
the country, with the field wide open as niche publications, lifestyle Tv channels and shows, and above 
all gourmet restaurants, proliferate. There aren't any courses in India on food styling, but if you have 
the flair for it, a quick one-week course at the Culinary Institute of America can start you on a career 
that pays around Rs 20,000 for a day shift. 


luring all manner of foreign com- 
g foreig 
panies, the demand for direct sell- 
ers will only swell. 


Easy To Get In 

To become a direct seller with IDSA 
takes just a few thousand rupees, 
dollops of grit and determination, 
and little else. However, for sell- 
ing financial products such as 
mutual funds or insurance, you need 
to clear the mandatory tests of the 
Association of Mutual Funds of 
India and the IRDA, respectiv ely. 
Well, getting in is the easy part, 
though; staying put and succeed- 
ing, as in most selling jobs, is the dif- 
ficult part, with just a third of the 
three million people who have dab- 
bled in being sales entrepreneurs 


Bajaj Allianz's Gupta: Sidelined his family business to focus on direct selling 





in the past decade, staying put 


leing a good networker, a glib 


talker and the ability to walk the 


customer through the entire sales 
process helps. “Initially it 


convincing pet pk 


vas tougn 
about t 


giene and durability of the prod 


ucts, that too plastic products with 
expensive pr ; 
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Bangalore-based Sreelata Kumar, a 





top-performing, consultant with 
Tupperware. But we all know how 
time and 55,000-consultants down, 
Tupperware products have gained 

strong foothold even amongst 
health- and design-conscious mid 
dle-class consumers. “Selling is a 


Kumar 


growing 


cakewalk now,” says 
Anyone tor a piece of the 


sales entrepreneurs’ pie? 


AMANPREET SINGH 


peddling everything from soaps to mutual funds 














COUNSELLING 


1 am a 35-year-old post-graduate in political science, work- 
ing as a branch manager at a reputed film distribution com- 
pany. | am responsible for branch administration and mar- 
keting of movies that are distributed by the company. 
Although my field of work is interesting, chances of growth 
and future prospects are limited, and also the money is 
not good. Prior to this, | was in charge of territory sales for an 
FMCG major. | am thinking of going back to the FMCG 
sector. Will | be doing the right thing? 

The fact is that in our country the FMCG sector is more 
organised and established than the feature film dis- 
tribution industry. Plus, the remuneration is also 
good. Hence, I can understand your desire to move 
back то the FMCG sector. I would say go ahead and do 
it. However, professionalism in film distribution and 
related industries in the entertainment area is some- 
thing whose time has come. This sector may be 
worthwhile looking at in the future. 


| am a 21-year-old science graduate. I've taken the CAT 
once but was unable to fare well. | wanted to take time off 
and prepare hard to get admission into one of the country's 
premier B-schools. My predicament is that my father 
doesn't want me to waste a year preparing for CAT. He has 
already submitted forms for an MBA course in a college that 
l've never heard of. | can't say anything because | am 
financially dependent on him. However, | do not want to do 
my MBA from a low-rung institute. Please help. 

I agree with you that it is better to get into a good busi- 
ness school, though it may be difficult, than opt for any 
institute offering an MBA. I also agree with your father 
that you need not waste a year just preparing for CAT 
and there is no guarantee you will get admission. 
Chances are, you will study four-to-five hours in the 
day and spend the rest doing nothing. You need to be 
realistic. Depending on your capability, apply to 
institutes where you think you have a good chance of 
getting admission. If you think you can clear CAT, 
then convince your father that at 21, one year of 
preparation may be worthwhile from a lifetime career 
point of view. You can also opt for a part-time job and 
have a back-up plan in case you do not clear car. 


HELP 
TARUN! 


| am a 30-year-old science graduate with a post-graduate 
degree in rural development. | have been working with an 
NGO for the last five years. But | have never been happy 
with the nature of the job. Now | want to move to a different 
sector. | would like to know what options are open to 
me. | am keen on doing an MBA from a reputed institute. 
Is it possible to do an MBA at this stage, and if yes, can | 
get any financial support? 

I do not see why you should have any problems doing 
an MBA at this stage. Also, there are institutes that 
offer correspondence courses and part-time evening 
courses. Should you opt for a part-time or evening 
course, you will not have to give up your job. This way 
you can fund your studies yourself, without requiring 
financial support from others. At the same time, should 
you require, you can also avail of student loans, which 
are easily available. Your stint in the NGO sector may 
actually be a plus on your resume. 


| am a 25-year-old electronics & communications engineer, 
working in a multinational company for the last two years. 
Prior to this, | had worked in a BPO outfit for less than a year. 
But | quit fearing a shutdown, given the anti-BPO sentiment 
in the US. However, my current company is going through a 
financial crisis, and there is no scope for growth in the 
near future. Today | feel it would have been better if | had 
stuck with my initial employer since the BPO sector seems 
to have taken off. Please advise what | should do and 
which industry | should join to boost my career prospects. 
In today’s times, we will have to get used to the fact 
that a sector that may seem to be a rising star may 
suddenly hit a rough patch. One has to be prepared 
to face any kind of eventuality. It is something we all 
have to live with. Luckily for you, with your back- 
ground and experience, you have quite a few options. 
You can look at the telecommunications sector, the 
media and entertainment sector, and the hardware 
and software sector. You could also rejoin the BPO 
sector. You are only 25 and that gives you the flex- 
ibility of doing all these. I do not see why you 
should have any problems in getting a job in sectors 
you have already worked in. 


Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—1 10055. 
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Referral Rewards 


Be a headhunter for your company. It pays. 





SHOME BASU 


TechSpan's Gupta: Four referrals, Rs 1 lakh in pocket 


UST FIVE MONTHS INTO HIS NEW JOB AT JUNIPER 
Је and Siddhartha Bhan, 30, has already 
earned over Rs 5 lakh on the side. No, he hasn't 
been moonlighting, only that he has helped place 
five new people at his Bangalore-based company, 
and earned a neat Rs 1.12 lakh per referral. Then, 
Kamal Gupta, a consultant at Noida-based TechSpan, 
made over Rs 1 lakh by referring four candidates. 
Cisco Systems pays Rs 88,000 for every successful hire 
through employee referral. 

With rr companies on a hiring spree, employees are 
realising there is money to be made in referrals. Most 
IT firms today have an HR policy to fill over a third of 
all new hiring through employee referrals. It makes 
sense both ways. “Employees are best ambassadors 
both for the company and those they refer, and 
know exactly who fits in the company," says Charles 
Caldwell, HR Director (Asia Pacific), Juniper. And 
even though the cash rewards seem arbitrarily high, 
most recruiters will tell you that other means in 
terms of professional headhunters or recruitment 
ads work out much more costlier. 

SUPRIYA SHRINATE 





India’s No.1 
Job Site 











PG In Economics? 


Time to polish your resume. India Inc. needs you. 


CG WHO INDIA INC. IS TURNING TO AS A GUIDE IN 
an increasingly globalised world order, with newer 
business risks in currency fluctuations, inflation and reg- 
ulatory risks in foreign markets, and above all con- 
ducting business in the era of the World Trade 
Organisation (WTO)? Well, it’s the humble economist. 

“Our job is not merely to analyse the current 
economic situation, but also make forecasts based on 
research on various variables such as price, demand, 
interest rates and other specific business-related 
risks,” says Ajit Ranade, Chief Economist at the 
Aditya Birla Group. Little wonder then, Indian 
companies across the board are beefing up their erst- 
while one-man ‘economic cells’. The Aditya Birla 
Group has a couple of economists on its rolls, the 
Tata Group six, auto major Mahindra & Mahindra 
two, and even a logistic company like DHL has 
taken in an in-house economist. 

Whilst a good masters degree in economics is a pre- 
requisite for a corporate economist’s job, the clincher 
comes from Siddhartha Roy, Chief Economist, Tata 
Group, who puts it as “the ability to marry funda- 
mental knowledge of economics with market and busi- 
ness requirements”. And so much better if you have a 
business school degree in finance on top of it all. El 

ASHISH GUPTA 


SVT 3INOHS 


Aditya Birla's Ranade: It's an economist's world 
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{psp + DATA SECURITY EXPERT 
Achieva Services Pvt. Ltd. 

| The applicant should have 4-6 years experience in development 
of products related to Firewalls, SPAM filters, IDS/IPS, IPSec, 
SIM, and other data security products. Well versed in various 
encryption technologies, network security principles etc. 

| Experience: 5-7 years 
Job Code: 29384217 


PROGRAMMER ANALYST 
Infosys Technologies Ltd. 
You will be responsible for the design, build and deployment 
of various solutions for complex IT environments. You are 
required to closely interact with the client contacts and mentor 
the project team during execution. 
Experience: 3 - 6 years 

b Code: 30266854 


SENIOR SYBASE DEVELOPER 

Lehman Brothers 

The candidate will work closely with global Lehman IT teams 
on development, enhancements and support. He/She will be 
involved in development of key finance initiatives. 
Experience: 2 - 5 years 

Job Code: 30810254 


TECHNICAL ARCHITECT 

McAfee Software India Pvt. Ltd. 

Should have hands on experience in developing, implementing 
designs in C++ and using OOAD techniques. Experience in 
Unix Internals and Multithreaded Application Development is 
a must. 

Experience: 7-10 years 

Job Code: 28221823 


INFRAME PROFESSIONAL 
Nihilent Technologies 
Will actively participate in requirements analysis, estimation, 
design, reviews, system testing, and implementation of the 


application. He/She will be working with-in a technical team of 
developers. 


Experience: 2 - 7 years 
Job Code: 29912279 


SENIOR ANALYST 
Satyam Ventures 
Theincumbent will be responsible to carry outvarious 
CAE/simulation activities, such as FE meshingand model . 
building, linear and non-linear static analysis, non-linear 
dynamics, optimization, NVH studies, fatigue evaluations, among 
hers. 

Experience:2-5 years 

Р _ Job Code: 30386217 


HOW TO APPLY FOR THESE JOBS: 


1. Logon to www.monsterindia.com 
| 2. Click on “Search Jobs" link 
P 3. Type the job ID number in the “Keyword Search” field 
ie. Click the “Search Jobs" button 
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SYBASE DBA 

Financial Software & Systems 

The incumbent should have experience in Sybase General 
Database Administration, Application Tuning, Database 
Security, Backup, Recovery, Capacity Planning and Production 
Support to Mission Critical Databases. 

Experience: 2 - 5 years 

Job Code: 30675570 


TECHNICAL LEAD 

Juniper Networks India Pvt. Ltd. 

The applicant should hold Bachelor's or Master's degree in 
Engineering with 7+ years industry experience in networking 
space with minimum of 2-3 years in leading projects. Excellent 
C/C++ programming skills. 

Experience: 7 - 10 years 

Job Code: 30260143 


SOFTWARE TESTER 

MAQ Software 

The incumbent will be involved in preparing test plan, 
designing and executing test cases, defect management, bug 
fixing and bug reporting through bug tracking software, 
monitoring process implementation and test reporting. 
Experience: 2 - 5 years 

Job Code: 29690843 


SOFTWARE QUALITY ANALYST 

NetEdge Computing Solutions 

The incumbent will be involved in definition of processes, 
reports and audits. He will also be responsible to review 
project code, creating test plans, reporting errors, documenting 
and maintaining QA process. 

Experience: 4 - 5 years 

Job Code: 28788309 


SENIOR CONSULTANT 

Oracle India Pvt. Ltd. 

To work closely with the CoreTech practice management and the — | 
North America Technology Demand Organization to define and 
architect the Oracle solution being proposed, so that it aligns with 
customer technology strategies and meets business requirements. 
Experience: 7 - 10 years 

Job Code: 30189948 





APPLICATION SERVER ARCHITECTURE 

Sun Microsystems India 

The successful candidate will be working as part of the PTS 
Software group. He/She will be responsible for identifying 
problems in the code and working with the team to devise and 
implement improvements in the code/deployment processes. 
Experience: 3 - 6 years 

Job Code: 28860255 
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Finance Jobs 


INVESTMENT COUNSELLOR 
ABN AMRO BankN.V. 


The incumbent should provide support to various bank 


_ channels for investment product sales, structure segment 


strategies to maximize cross-sales to bank's clients & new client 


` acquisition, train all sales channel in investment sales. 


Experience: 4 - 6 years 
Job Code: 29675073 


ACCOUNTANT 
Google Online India 


_ Good hands-on experience in handling Accounts Payable 


activities for a medium sized organization, preferably an IT tax- 


holiday Company. The candidate has to have good knowledge 


of accounts payable processes and controls. 


_ Experience: 4 - 6 years 


Job Code: 29106472 


ВОМ - FINANCE 


Intel 
In this position, you will be responsible for managing banking, 


_ insurance and securities accounts. This will include programs with 


the State Governments and Central Government. You will be 
responsible for maximizing Intel Architecture in these accounts. 
Experience: 8 - 10 years 

Job Code: 30757413 


. COMPANY SECRETARY 


Lobo Interim Staffing Pvt. Ltd . 

He/She will be overall head of the Finance, Accounts, 
Administration, HR and Secretarial Division. Minimum of 2 
years experience as Company Secretary in a Company 
registered under The Companies Act, 1956. 

Experience: 2-5 years 

Job Code: 29383118 


BUSINESS ANALYST 

Syntel, Inc. 

The candidate will be responsible for analysing the business 
needs of internal and external clients and developing technical 
solutions to improve processes. 

Experience: 2 - 5 years 

Job Code: 30805509 


ASSISTANT VICE PRESIDENT 

UTI Bank 

The incumbent should be fully conversant with all aspects of 
agricultural finance, and should be highly skilled in the areas of 
sourcing, appraising and monitoring agriculture related credit 
proposals. 

Experience: 3-4 years 

Job Code: 29498327 


HOW TO APPLY FOR THESE JOBS: 

|. Logon to www.monsterindia.com 

2. Click on "Search Jobs" link 

3. Typethe job ID number in the "Keyword Search" field 
4. Click the “Search Jobs" button 
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FINANCE MANAGER t 
Diebold Systems Pvt. Ltd. 

Job involves finalization of annual accounts under Indian GAAP 
and laise with Statutory Auditors, monthly and annual reporting 
under US GAAP, management of accounts receivables - National 
role with Branch accountants as Direct Reports, etc. 
Experience: 10 - 12 years 

Job Code: 29695284 


RISK ANALYST 

IDBI Bank Ltd. 

You should have exposure in analysis, appraisal and assessment 
of credit requirement of corporates. Should have good excellent 
communication skills (both written and verbal) and knowledge 
of statistics. 

Experience: 2-5 years 

Job Code: 28624944 


CHIEF FINANCIAL OFFICER 

Interface Cybertech Pvt. Ltd. 

You will be responsible for General Ledger and lead closing on 
Indian GAAP & US GAAP, lead the payables, fixed assets & 
accounts receivable processes and ensure sub-ledgers are closed 
periodically. 

Experience: 5 - 10 years 

Job Code: 30784884 


TRAINEE - EXECUTIVE ACCOUNTS 

Snecma Aerospace India 

Job involves coordinating bank activities, preparing cash receipts 
and cash payment vouchers for disbursement, verifying complete 
accuracy of accounting records e.g. payments and receipts, 
expense reports and reconciliations, TDS etc. 

Experience: 2 - 3 years 

Job Code: 30313024 


+ 


BUSINESS PLANNING EXECUTIVE B 
TVS Electronics Ltd. 

We need Business Planning Executive with CA/ICWA/MBA 
with 3 to 5 years experience, who will be responsible for cost 
management, consolidation of business performance and 
reporting. 

Experience: 3-5 years 

Job Code: 30587631 


BUSINESS FINANCE MANAGER 

Wipro Technologies 

You will closely work with the CE/ Vertical head and be the 
one point contact from the field point of view - closure of 
contracts (with backend legal support), pricing, and 
commercials etc. 

Experience: 4-6 years м 
Job Code: 29930261 
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Sales and Marketing Jobs 


TECHNICAL MARKETING 

Analog Devices India Pvt. Ltd. 

Candidate would be responsible for identifying and developing 
ADI business in Northern India, promotion of ADI solutions to 
prospective customers and also liaising with the distributor sales 
teams in identifying opportunities and winning sockets for ADI. 
Experience: 3 - 5 years 

Job Code: 27376757 


SOFTWARE TELESALES EXECUTIVES 

BOSS International 

As a Telesales Executive, you will be responsible for driving lead 
generation, business development, and sales for our USA sales 
office. 

Experience: 1-2 years 

Job Code: 26004580 


BUSINESS DEVELOPMENT EXECUTIVE 

Frost & Sullivan India Pvt. Ltd. 

Job involves developing new business by following the Account 
Executive (AE) process, meeting sales targets and 
developments requirements - proactive telephonic sales calls, 
and introducing assigned clients to Frost & Sullivan's services. 
Experience: 1 - 2 years 

Job Code: 30392527 


PRE-SALES CONSULTANT 

Hewlett Packard 

The incumbent will be responsible for presales for server and 
storage products. You should have strong knowledge of Server, 
Storage, OS and Application Development technologies and 
should have experience of presales engagements. 

Experience: 4-6 years 

Job Code: 30659333 


SALES MANAGER 

Newgen Software 

The incumbent will be responsible for direct selling of IT 
professional services and staffing outsourcing services to major 
accounts in these regions. He/ She will be responsible for staff 
augmentation and project sales. 

Experience: 5-7 years 

Job Code: 28741271 


"DEPARTMENT MANAGER 
/Shoppers's Stop 
The incumbent will be responsible for developing sales plan to 
'achieve the targets, communicating the plan and targets, monitoring 
eof the targets, feedback to Merchandisers, customer assistance 


ement, monitoring shortages and beeps of cashiers. 
xperience: 2-5 years 
ob Code: 30639613 


10W TO APPLY FOR THESE JOBS: 
Logon to www.monsterindia.com 
Click on "Search Jobs" link 
Typethe job ID number in the "Keyword Search" field 


Click the "Search lobs” button 


MARKETING MANAGERS 

ANG2IT Solutions 

Job involves marketing of Mutual General Insurance Products 
like: Motor, Householder, Building, Mediclaim, etc to retail 
Fire, Marine, Transit, Risk Cover, Malpractice, Directors' 
Liability, Mega Risk, Group Cover, etc. 

Experience: 5 - 7 years 

Job Code: 30545732 


MARKETING CO-ORDINATOR 

EdVenture Systems, Inc. 

Marketing Co-ordinator will be responsible for generating 
sales lead, co-ordinating training sessions, interacting and 
coordinating with existing and potential customers, promoting 
sales activities through Mailer, and telecalling. 

Experience: 1-2 years 

Job Code: 26556257 


AREA SALES MANAGER 

GE Advanced Materials 

Primarily responsible for field or HQ based direct sales to 
customers, Manage Sales, Receivables, Revenue, and Inventory 
turns. 

Experience: 3-5 years 

Job Code: 30674438 


ISV BUSINESSSOLUTION PROFESSIONAL 
IBM 

As ISV Business Solution Professional for Siebel, you will 
execute sales leadership and demonstrate proficiency in 
identifying ISV opportunities in conjunction with our top ISV 
partners that lead with Business Consulting Service offerings. 
Experience: 7 - 10 years 

Job Code: 27566034 


MANAGER - BUSINESS DEVELOPMENT 
Parsec Technologies Ltd. 

'The candidate would be overall responsible for developing the 
above segments and meeting sales target. The field sales team 
reporting separately to the Sales Head would assist him. 
Experience: 2-5 years 

Job Code: 29451893 


SALES ASSISTANCE 

Spica Elastics Ltd. 

A graduate with textile sale knowledge will be preferred or MBA 
with marketing can also apply. 

Experience:2-5 years 

Job Code: 30705276 
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The Unlikely Icon 


The unauthorised Book of Jobs, and a 14-day fitness plan from a top trainer. 


Apple's Jobs: Reinventing the brand 


O A WORLD THAT’S USED TO 

thinking of Apple co-founder 

Steve Jobs as the archetypal 
Silicon Valley wunderkid, the iCon 
must come as a shocker. Exhaus- 
tively researched and brilliantly nar- 
rated, the Jobs biography is an 
exercise in demystification of one of 
tech world’s most celebrated 
entrepreneurs. In its pages, Messrs 
Young & Simon, both long-time 
Valley watchers, lay bare the real 
Jobs. Even in the petty, weird and 
paranoid world of tech mavericks, 
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ICON 
STEVE JOBS 


THE GREATEST S 


Ü SINESS 

By Jeffrey S. Young 
& William L. Simon 
John Wiley & Sons 
PP: 359 

Price: Rs 1,098 


Steve Jobs | 


e 


JEFFREY 5. YOUNG 
WILLIAM L. SIMON 


Jobs stands out. He is a man not 


half as talented as his older friend 
Steve Wozniak, but incredibly 





self-assured to the point of being 
conceited; he’s a man who doesn’t 
think twice about lying or cheat- 
ing if it helps him; a man who 
wouldn’t even own up to father- 
ing a child that he had. Hardly any- 
body’s idea of a tech innovator, 
much less a tech revolutionary that 
many consider Jobs to be. 

So is Jobs a sham? A pretender 
in blue jeans and turtleneck? An 
interloper in Silicon Valley? Hardly. 
If despite being a technology igno- 
ramus—well, almost—Jobs has gone 
on to become a living legend, it is 
because he had (and, clearly, con- 
tinues to have) what some of the 
other geniuses in the Valley, 
including Wozniak, lacked: an eye 
for business and the charisma and 
drive to get the most talented, but 
idiosyncratic, engineers to deliver on 
his near-impossible vision—even if 
that was borrowed from someone 
else to start with. As the authors 
write, “Steve could infuriate his 
employees but at the same time 
stand on a pedestal as the creator of 
the dream and the culture, the cru- 
sader leading the charge. He was the 
guy who kept the Apple polished.” 

[he authors narrate numerous 
instances where Jobs, a hard-charg- 
ing orphan who’s worth $250 mil- 
lion by the time he’s 25, manages to 
pull Apple out of seemingly impos- 
sible situations because of his ability 
to seize on a big picture and gal- 
vanise the organisation towards it. 
lake the case of Apple Macintosh. 
After hand-picking the team and 
housing it in a separate building, 
Jobs gives it just one year to bring 
the computer to the market. Never 
mind that some of the features, like 
graphical display, the Macintosh of- 
fered had never been attempted bef- 
ore. It's a different story that after its 


initial success, the Macintosh tanked. 

When Jobs leaves Apple in 1984 
after an aborted bid to oust CEO John 
Sculley, a man he himself had helped 
rope in from Pepsi, he’s still only 30— 
very rich (by the standards of the early 
80s) and very angry with the world. He 
has a simple plan: “He would launch 
an entirely new company, hire the best 
and the brightest—a crew of superstars 
from Apple—and show the world that it 
really was Steve who was the heart and 
soul of Apple”. But his new company, 
NeXT, and its fancy computer (Cube) 
prove to be a non-starter. By a quirk of 
fate, Jobs finds himself back at Apple. By 
1995, the company he had helped co- 
found is in trouble. Sculley has been 
gone for two years and IBM PCs, sporting 
Microsoft Windows, are beating the hell 
out of Apple. It’s clear that Apple needs 
a White Knight. And Jobs, a master 
showman and despite a budding business 
in Pixar, is determined to be it. By the 
end of 1995, Apple decides to buy Jobs’ 
NeXT for $377.5 million in cash and 1.5 
million Apple shares. 

But the Jobs that takes over as CEO in 
1997 is very different from the one that 
left it more than a decade ago. Now 
more than 40 years old, he brings a 
more mature head to the company and is 
focussed on innovations, not revolu- 
tions. Write the authors: “It was the old 
Steve, but with a fair number of his good 
ideas from the early days still intact. He 
was going to trust his instincts, drive a 
small group to outdo themselves, and 
capture the consumer mindshare with 
panache, style, and a handful of innova- 
tions, not revolutions.” The rest, as they 
say, is history. Jobs reinvigorates Apple by 
leading the launch of a series of best-sell- 
ers: the iMac, the iBook, and more def- 
initely, the iPod, which hasn’t just proved 
to be a runaway success, but emerged as 
the coolest cultural icon of the new mil- 
lennium. In fact, if there's anything in the 
book one feels cheated about it is that the 
authors haven’t dealt with the iPod story 
with the same thoroughness they bring to 
the Jobs story up to that point. Needless 
to say, expect a sequel. 

R. SRIDHARAN 





HEN HEIDI KLUM, LINDA EVANGELISTA AND LIV 

Tyler go ecstatic about your book in 
backcover blurbs, you can be sure you have a 
winner. In The Ultimate New York Body Plan, 
David Kirsch, fitness trainer of the rich, famous 
and glamorous, offers a 14-day body plan 
comprising fat burning and cardio-sculpting 
exercises that promise to change not only your 
body, but also your life. As long as you stick to 


E BODY 
PLAN 


THE ULTIMATE the programme and, of course, the diet sug- 
NEWYORK gestions he recommends. 

It's not easy. Kirsch's plan involves 45 
€ e minutes of cardio sculpting moves along with 
McGraw-Hill 45 minutes of high-intensity cardiovascular 
PP: 256 exercise (like running, cross-training, power 
Price: Rs 966 walking, climbing, etc.) every day. That is, a 


good hour-and-a-half of exercise every day. 
What's cardio sculpting? It's Kirsch's programme of 35 high-intensity 
exercises done in sequence. According to him, it is a “unique heart-pump- 
ing, sweat-inducing calorie and fat incinerator”. His cardio sculpting 
exercises typically involve compound muscle movements like squats, don- 
key kicks, complex push-ups, etc. Think shadow boxing with dumb-bells 
in your hands or jumping jacks where you combine them with dumb- 
bell presses to work your shoulders. Now imagine 35 such exercises in 
sequence, done with very little rest in between. Get the picture? 

Some of Kirsch's cardio sculpting 
moves are serious heart-pumpers: ball 
tucks, pikes and push-ups to T-stands. The 
last is where you start off by doing a 
push-up and then instead of coming back 
to the usual start position, you do a T- 
stand on one hand. Tough. 

The second part of Kirsch's book is on 
the nutrition plan that has to comple- 
ment the exercises. Kirsch has an A, B, C, 
D, E and F rule. These are extreme sac- 
rifices and if you want a great body, 
Kirsch says you have to eschew these. 
Like Alcohol (it's a complete no-no), Bread 
(they're loaded with carbohydrates), 
(starchy) Carbs, Dairy (most of it is loaded | 
with lactose), Extra sweets and most Fats. To help you along, Kirsch also 
has some interesting recipes. And, at least in print, they seem tasty. 

Kirsch has a no-nonsense, breezy style of writing and is a good 
motivator. And like many of his clients, he’s become a celebrity himself. 
His TV show, Extreme Makeover, is a hit and so is his Madison 
Square Club and books. But as anyone who's embarked on a fitness 
regime knows, getting a good guide or trainer may be important, but 
ultimately it's up to the individual who takes up the exercise. 

MUSCLES MANI 
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KNOW WHAT THE 
FUTURE LOOKS LIKE 
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ind technology change our lives, SCIENTIFIC AMERICAN India makes sure you are up to 


SCIENTIFIC 
AMERICAN 


rjv ae 
TIMERS 


AMERICAN Get the inside track on emerging trends in science, technology & business and how‏ ا 


they are shaping our future - today. Opinion leaders have turned to its pages since 
1845 to learn about important ideas early; months & years before other media 
recognize their importance. You are now cordially invited to join them. Subscribe to 
Scientific American India and discover tomorrow, today. 


RO, / 


Subscribe now & save up to 35% and receive a copy of “How it Happens" FREE! Worth Rs. 650/- 


The everyday world is full of fascinating phenomena 

that most of us take for granted; cells dividing, 

snowflakes falling, CDs playing, goose bumps forming, 

cereal popping and stomach growling. HOW IT онт мое 
HAPPENS is a step-by-step guide to more than 500 of 

these everyday processes. Providing just enough 

technical detail to inform readers without over- 

whelming them, this book satisfies — and inspires — a 

wonder of the way the world works. 


» (Please fill the following form and send in the business reply envelope) 
* SUBSCRIPTION INVITATION AND SAVINGS 


YES! Please start my subscription to SCIENTIFIC AMERICAN India for the term I've indicated below. 


O 3 Years (36 Issues) at Rs. 65/issue - Total Rs. 2,340/- (Save 35%). Plus my FREE book 'How it Happens’. 
О 2 Years (24 Issues) at Rs. 75/issue - Total Rs. 1,800/- (Save 25%). Plus my FREE book ‘How it Happens’. 
О 1 Year (12 Issues) at Rs. 80/issue - Total Rs. 960/- (Save 20%). Plus my FREE book 'How it Happens'. 

O Yes! Please send my FREE GIFT. 


Name: (Mr./Ms.) 
Address: O Home O Office 


Postal Code: 

Email: 

Payment Details: 

O Charge ту Credit Cad L] ев] ШШ] ®] Card Мо: iia у а сое 


Payment Enclosed: O Cheque O DD No: (in favour of Living Media India Limited. For non-Delhi cheques, please add Rs. 10 


Subscription Terms & Conditions: SCIENTIFIC AMERICAN india cover price is Rs. 100/- • Savings are off the cover price * Special rates, and offer valid in India only until September 30 

processing of your subscription * Your free gift will reach you in about 4 weeks of commencement of your subscription * Do not send cash • Add Rs. 10 for non-Delhi cheques • It wi able SCIENTIFIC 

request for cancellation once the free gift has been dispatched • Superscribe your name and address on the reverse of the cheque/DD * All disputes are subject to the exclusive jurisdic comp Г АМ E R IC A N India 
forums in Delhi/New Delhi only Terms & conditions apply www.sciam.co 
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A BANGALORE-BASED FORMER JOURNALIST BELIEVES MURDER 


MYSTERIES ARE A GREAT TEAM-BUILDING EXERCISE FOR TECHIES. 
RAHUL SACHITANAND WITNESSES A MURDER TO FIND OUT HOW. 


AMIANT заа зза 





DICK TRACY WAS A CODE JOCK!!! НЕ 
ON THE MOVE AND ALWAYS CONNECTED 


T'S MURDER MOST FOUL AND THE LIST OF SUSPECTS 
is almost endless. Aishwarya Rao, the has-been 
Queen Bee of the movie industry has been 
stabbed in broad daylight at a movie audition and 
everyone at the scene, including ex-husband 
Farukh Khan and swindling secretary Mary Popemin, 
is a suspect. The onerous task of catching the culprit falls 
on the dull and lethargic cop Murkh Khan. 
The ageing-yet-beautiful Aishwarya was all set for 
a dream. While the culprit has managed to stab the star- 
let and escape, commotion ensues at the venue, with 
Khan seeking to calm down everyone at the scene, sus- 
pects and witnesses alike. Then, the veil Aishwarya is 
wearing (the scene requires one) is lifted to reveal 
that it isn’t her in the first place; instead, the corpse turns 
out to be that of a common thief, Devanand, imper- 
sonating the actress at this audition. Even as this unfolds, 










Aishwarya’s daughter (actually, the actress herself in d 
guise) appears at the scene to check things out her 
Now, before you suspect that this correspondent has 
tell you that 
this isn’t a dramatically-written crime report, but 
clever piece of dramatic innovation by perhaps Inc 


And before vou think 


been wandering in the summer sun, let me 


first mystery services company. 

Scotland Yard has followed UK 
centre to [ndia, 
role-playing game for India Inc. devised by Bangalor 
based journalist M.D. 


's train reservations 


allow us to tell you that this is just 
Riti, who was inspired by 
detective games and puzzles she played with her nine 
year-old daughter. Riti has already devised halt 
a-dozen variants of her murder games and her growing 
clientele includes tech companies that need to infu 
sense of team spirit and belonging among an otherwise 
insular bunch of code-jocks. 

When Business 1 
one of the murders, 
35-year-old inductees of the Palo Alto, California 
based Symphony Services, divided into two groups 
to enact the ‘crime’. by 
a real-life theatre actor. 
that he 


oday was allowed to ‘witness’ 


it was an assortment of 25 


Each techie was chaperoned 
knows 


and the other 


Only the murderer 
she has committed the crime 


Engineering а murder: Code jocks of 
Symphony Services try their hand at a 
different-vocation as they unravel the 


mystery behind the “murder” of a movie 


players have to find out who it is. 

The idea behind this exercise, Riti explains, is to get 
otherwise introverted and shy engineers to come out of 
their shells and interact with strangers to solve the 
mystery. Each of the players begins the game with a 
small pouch containing a basic theatre prop and a 
note with a brief description of the character they 
play along with clues that they inadvertently drop 
along the course of the investigation. At the Symphony 
session, the geeks crowd together, laughing and giggling 
embarrassedly; the pros have to push them hard to 
‘perform’; once they get into the groove, however 
(everyone does), things coast along. “That’s part of the 
process and why we think this concept will be popular,” 
says Vijayanand Krishnan, Head (Learning and 
Development), Symphony Services. “This group hasn’t 
interacted earlier so the challenge is to make com- 
plete strangers collaborate on solving a problem.” 

Some companies use Riti’s game to help employees 
understand how functions other than theirs work in the 
organisation; others, to just help new employees get to 
know each other and older members of the team. 
This bunch of recruits at Symphony is just coming 
off two days of induction, spent listening to lectures 
(“Like going back to school,” laughs one employee) on 
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Mystery mastermind: Bangalore-based 
M.D. Riti (left), a former journalist, has 
devised a unique way to create a sense of 
bonding among employees of software 
companies by getting them to participate 
in plays based on murder mysteries 


the company and its values. The murder is an 
escape valve, a diversion of sorts. “We had a 
game involving our support staff like HR, adminis- 
tration, finance and networks,” says Uma 
Sudhindra, a senior HR exec at iGate, a Bangalore- 
based software services firm. “Three batches of 24-25 
employees were part of the programme and it helped 
everyone understand the role and challenges of each 
unit.” Riti herself sees (as she should) a larger role 
for her murder mysteries. “We can see that some 





games help unearth good problem solvers,” she says. 
“And as some games progress, we discover employees 
with leadership and motivation skills.” 

Meanwhile, investigations by the less than able 
Murkh Ram have progressed rather quickly and for out- 
siders such as this writer, most bizarrely. The ‘detectives’ 
have even taken a 15-minute breather to assess their sit- 
uation at hand. Then, the two groups re-assemble and 
each one tries out its theories. Here’s how it finally 
unfolds. Aishwarya Rao knew her secretary was robbing 
her blind, so she planned to catch her in the act. 
Instead, she finds a jewel thief Devanand in her house 
about to make off with her valuables, Rather than 
raising the alarm, she blackmails him into appearing as 
her (Aishwarya) at the screen test. When the embezzling 
secretary stabs someone, it turns out to be the petty thief 
rather than her real target, who is watching all this 
unfold, disguised as her own daughter! 

How’s that for a twist in the tale? 





In Search of 
Excellence 


The MBA Program of ICFAI will broaden your business acumen 
and sharpen your analytical insights. The unique combination of 
both Indian and international perspectives and the general 
management focus will give you an edge in your career 
progression and will prepare you to act effectively as a successful 
manager in the ever-changing business environment. 


The unique features among many include quality courseware; 
e-learning package; training classes; case-based learning; web 
support; 4 times a year examinations and electives in seven 
disciplines. 
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On The Move And Always Connected 


The 02 Xda Ili lets you make calls, surf the web and send e-mails, at a price. 


NCE UPON A 

time—actually, 

only five years 
ago, but that can seem 
like aeons in the mobile 
technology world—any- 
body who was some- 
body flaunted the same 
mobile handset: the 
Nokia 3310. Perhaps 
that’s why it’s the best- 
selling handset of all 
times—150 million 
have been sold so far. 
But the movers and 
shakers have moved 
on... to shaplier gizmos 
packed with cutting- 
edge technology. 

One such device in the overcrowded but ever- 
growing mobile phone market is the O2 Xda Ili. It 
is a slim and compact product with an integrated 
Personal Digital Assistant (PDA) and a mobile phone 
packed with a host of features. A user can surf the 
Net, send e-mails, take pictures and make calls. 
So you can easily access information and keep in 
touch when on the move. 

The O2 Xda Ili has an integrated keypad that 
makes texting easy; a normal keypad would have 
made the handset difficult to use. The device uses the 
latest Windows 2003 2nd edition software, which 
makes syncing the phone to your computer a breeze; a 
520-megahertz Intel processor; 128 megabytes of 
on-board RAM (random access memory) and storage; 
plus an expansion slot where you can install up to 
two gigabytes of additional storage. The big 3.5-inch 
screen, with 65,000-colour display, makes taking pic- 
tures with the high-quality 1.3-megapixel camera fun. 

With both GPRS (general packet radio service) and 
Wi-Fi connectivity, you can, theoretically, surf the 
web, but with GPRS operators charging 50 paise for every 
10 kilobytes downloaded, you might have second 
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Upwardly mobile: Information at your fingertips 


thoughts on using this 
bit of technology. 

However, if money 
is not an issue and con- 
venience is, then O2 
Xda Ili is the phone for 
you, as it makes your 
life easier. The device 
can be calibrated to 
download your office 
mail straight into its 
Outlook inbox. And the 
‘transcriber’ function 
allows you to write your 
text in as you take notes 
but God help you if 
your handwriting is any- 
thing like a doctor’s 
scrawl. And it’s damn fast—the processor is the fastest 
offered on any PDA. Ever! 

But this is where convenience gives way to cons- 
ternation. It requires a lot of juice and needs two sets of 
leads to hook up to the nearest plug point. So a masters 
degree in wire disentanglement might come in handy 
for users. There is an alternative, though. You can 
also charge the device straight from a computer's Usb 
port; this is a lot easier. But other than that, there are 
no usability issues plaguing this device. Unless, of 
course, you have too many applications running simul- 
taneously; then the phone might stop functioning and 
will need a hard boot; that means taking the battery out, 
much like a regular Windows Pc. 

It's expensive: Rs 45,000. For the same money 
you can get a decent laptop, but then it won't fit into 
your pocket. At the same time, like most Wintel PCs, 
there is no particularly distinguishing factor in this 
device. Acer, HP and Dell offer ditto products at ditto 
prices; and the Nokia Communicator and Sony Ericsson 
P9101 look far cooler. In sum, the O2 Xda Ili scores 
well on its various attributes and features, but ulti- 
mately, it's too expensive a toy. 
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SHOE TALK 


HAT'S THE BEST WAY TO CHOOSE RUN- 
\ X / ning or jogging shoes? It can be a con- 
fusing exercise. First, there are the big 
brands and their in-your-face advertising, usu- 
ally accompanied by gimmicky claims about tech- 
nology they've used. Then, of course, there's the 
fashion angle and the visual appeal that seem to 
dominate all other aspects of choosing the shoe. 
Forget all that. Focus instead on what you want 
from the shoe. First, it has to fit well and should 
be well designed for what you're planning to do 
with it. In this case, running or jogging. 

To begin with, you have to check the pronation 
of your feet. Here's one way of doing it. Wet your 
foot and take an impression of it on a piece of paper 
placed on the floor. Draw the outline of your foot 
with a pen or pencil on the paper. Now, check 
the impression left by your foot on the paper for the 
pronation of your foot. If you are over-pronated 
(often called flat-footed), the impression of the inside 
of your foot would be more pronounced; if you are 
under-pronated, the outside of your foot would 
be more pronounced in the imprint. Running shoes 
usually come in three shapes: straight, curved or 
semi-curved. If you are over-pronated, go for the 
straight shoes; if you are under-pronated, opt for the 
curved shoes; and if your foot imprint is normal, set- 
de for the semi-curved shape. The shape, incidentally, 
refers to the inside of the shoe. 

Now, for other tips. Buy your shoes late in the 
day, preferably in the evening after a run, because 
typically, their size expands around then. Check 
your shoe fit by wearing and walking around in 
them. You should have a half-inch space between 
your longest toe and the end of the shoe. You 
should be able to wriggle your toes inside the 
shoe but your heel should not slip out while 
walking or running. Some of the better brands 
(unfortunately better usually also means more 
expensive) have shoes that come in different 
widths. So you should check for a good width fit 
too. Break in a new pair of running shoes by 
running short distances for the first few times 
that you wear them before going for long runs. 


Finally, remember to wear your running shoes only | 


for running and keep them dry after each use. 
MUSCLES MANI 





write to Mhusclesmani@initoday. com 


Caveat: The physical exercises described in Treadmill are 
not recommendations. Readers should exercise caution and 
consult a physician before attempting to follow any of these. 
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* MY mind 
* MY Precor 


Don't believe you can? But believe you 
must. And make your way to the top with 
Precor, the world leader of fitness 
solutions, where body, mind and 
machine come together. Put the Precor 
formula to work for you and live every 
moment like a winner. 






ЕЯ 
CGym([/ac 
live to win 
www.gympacfitness.com 
Head Office - 


Chennai Ph:044-28266186/6286/601 1 
e-mail:chennai@gympacfitness.com/gympac@vsni.com 





| Branch Office - E 
Ph:080-25583638/25583639 Delhi Ph:011-51640186/2186 
| Kolkata Mob:09830064309 Mumbai Ph:09819390017, 09322599172, 3 


| 09820969694 Hyderabad Mob:09391054280 = 











BT PEOPLE 
All In The Name 


VER SINCE NARESH GOYAL LAUNCHED JET AIRWAYS 

12 years ago, he’s been at the receiving end of 
several allegations and rumours. So one more 
shouldn't really bother him, except that this one is 
the gravest he has faced so far. Past fortnight, an 
eponymous US-based airline alleged that Goyal’s 
carrier had links with the terror outfit Al-Qaeda and 
underworld don Dawood Ibrahim. Curiously 
enough, an Indian-American nuclear scientist, 
Moorthy Muthuswamy, not linked to Jet Airways 
Inc., joined in to make allegations of his own. In a let- 
ter to the us Transportation Secretary Norman 
Mineta, he alleged that the Indian carrier was funded 
by jibadis. While Goyal wasn't available for com- 
ment, Jet Airways' Executive Director Saroj Dutta 
trashed the allegations at a press conference, saying 
that the complainant's *primary motivation... arises 
out of a trade name claim made by them". When вт 
went to press, the airline was still waiting for an 
approval to commence its flights to the us. 





SANJAY PANDYA 


Tamil Symphony Flying Low 


F ALL GOES WELL, ON JUNE 17, PRESIDENT А.Р.) ABDUI H: IS INDIA'S ORIGINAL LOW-COST AIRLINE WARRIOR, 
Kalam will release the first musical rendering of and now he’s getting fiercer still. G.R. Gopinath, 
epic Tamil verses Thiruvasagam, written by the eighth- | Managing Director of Air Deccan, took fare wars to a 
century poet Mannikkavasagar. One of the men behind | new low by offering, on June 7, tickets on all Air 
the project is Chennai-based HR firm Ma Foi's | Deccan routes for a token Re 1 (the buyers still had to 
К. Pandia Rajan. Music for the project, which took 100 | pay the Rs 221 in airport charges and taxes). The mar- 
days and cost Rs 1.50 crore, has been composed by | keting gimmick, which 
Tamil music director Ilayaraja and performed by the | offered 1,800 tickets 
Hungarian Philharmonic Orchestra. “The idea wasto | at that price, resulted 
turn a Tamil literary treasure into a form the modern | in a virtual stampede. 
audience could appreciate,” says Rajan. Orders for 1.5 | The airline’s website 
lakh copies of the cD have already come in. received 50,000 hits, 
nearly crashing its 
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is pursuant to 
our goal of 
being the most 
affordable car- 
rier.” Anything 
to retain the 
pioneer's 
image. 
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+ "Flower" Power 


N AN INTERESTING TWIST TO HER CAREER, FORMER 
Infosys brand manager Jessie Paul has ended up 
as Chief Marketing Officer of rival Wipro. 
Although Paul, 35, spent two years in between 
working with ex-Infosys prodigy Phaneesh 
Murthy's iGATE Global Solutions, that was really 
just a pit stop. So did she experience a tinge of 
betrayal when she signed up with Wipro as a 
replacement for the ambitious and driven Sangita 
Singh? “No,” says Paul, an им, Calcutta alumna. 
“Wipro has a differentiated service portfolio and 
does a lot of work that involves the creation and 
application of intellectual property. So, while 
my past experience in brand globalisation in the 
Á rr industry (read: Infy) will be very useful, Wipro 
is going to be a whole new experience,” says the 
online scrabble aficionado and souvenir art collec- 
tor. More power to the sunflower (Wipro’s logo)? 





Signing Off 


р н FIVE YEARS AT THE HELM OF INDIAN AIRLINES 
(14), 47-year-old is officer Sunil Arora is going 
back to his parent cadre in Rajasthan. “Well, it’s been 
seven years for me in Delhi, and I think the airline 
is in a pretty decent shape today," says Arora, who 
moves out on June 15. He isn't far off the mark. 
On his watch, the national carrier has leased new 
planes, added international routes, and actually 
been in the black for the last two years. Despite his 
efforts, though, the deal to acquire 43 brand new 
planes for the carrier hasn't gotten off the ground 
However, Arora believes that Indian Airlines’ 
future is bright. “We have good systems and prac- 
tices in place that will hold 1А in good stead,” he 
says. There are several bureaucrats in the run- 
ning for the top job. With competition hotting up 
in the industry, thanks to the entry of new no-frills 
airlines, it won't be too long before Arora's suc 
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8 INDIA’S 
22404748 YOUNG SUPER 
PERFORMERS 


This year’s winners have been selected. 
It’s time to celebrate. 





HOW TIME FLIES. IT SEEMS LIKE YESTERDAY WHEN BUSINESS 
Today announced the launch of its Young Super THE THREE CATEGORIES 
Performer Award and brought together the who's 
SUPER who of India Inc. to felicitate the winners. Well, guess 
PISIS: what? It's time again to wine, dine and celebrate. 
AWAR D This year’s three winners have been selected and they 
will be honoured at a glittering ceremony to be held in 
Mumbai on June 30 at 7:30 p.m. at the Taj Mahal 
Palace & Tower. The Chief Guest on the occasion: the Union Minister of 
Civil Aviation, Praful Patel. 
The award, as you may know, was instituted the year before last to 





; ; i à . CEO 
identify and recognise exceptional achievers under the categories of CEO, The size of the corporation doesn't matter; 
Entrepreneur and Ideator. To be considered for the award, the individual what does is age and achievements 


must be less than 40 years old and have achieved something of note. A panel 
of judges picks the three winners from a masterlist generated by ВТ% 
reporters and editors. This year’s panel comprised (going left to right in the 
photograph below) Munesh Khanna, Managing Director, NM Rothschild 
India; Arun Nanda, Executive Director, Mahindra & Mahindra; Sonal 
Agrawal, Director, Accord Group; and Vishal Marwaha, Partner, 
Henderson Global Investors. Like we mentioned earlier, this year’s winners 
have been selected. They are three truly outstanding people who have deeply 
impacted the industries they operate in. Dying to know their names? 
Sorry. You'll have to wait until D-Day. Entry by invitation. ENTREPRENEUR 


Started from scratch and made it big 
in no time? You are our (wo)man 








IDEATOR 
Could be a scientist or a social worker, 
even an executive, but must have 
unleashed a powerful idea 
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VIVAN 
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ғ Subscribe to FORTUNE now at up to 51% savings 
` plus receive a SIM Card Reader Data Bank FREE! 
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Неге are your subscriber benefits: 

v/ Free Welcome Gift — SIM Card Reader Data Bank 
Backup your mobile phone directory instantly! 
This data bank organizer features: 


* 64kb external flash memory • SIM card reader * Phone and address book 

* Six language prompt: English, Italian, French, German, Spanish and Portuguese а. 

e Security lock • Memo and calculator • World time clock and alarm _Sing 
/ Special Savings of up to 51% Off the Cover Price 
/ Free and Unlimited Access to fortune.com 
/ Free Delivery 


/ Money-Back Guarantee 
You must be completely satisfied or you will receive 
a full refund for all unmailed issues. 


/ Extra Bonus Gift © 












If you subscribe for two years or more, you'll 
receive an extra mystery gift absolutely FREE! 











Act now, subscribe to FORTUNE and reserve your FREE gift(s). 
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YES! Please start my subscription to FORTUNE for the term I've indicated below. 
C] 3 years (78 issues) at Rs 78/issue - Total Rs 6,084 (Save 51%) Plus SIM Card Reader Data Bank + Mystery Gift 45 E 

[] 2 years (52 issues) at Rs 81/issue - Total Rs 4,212 (Save 49%) Plus SIM Card Reader Data Bank + Mystery Gift 

[C] 1 year (26 issues) at Rs 85/issue - Total Rs 2,210 (Save 46%) Plus SIM Card Reader Data Bank 


C Yes, please send me my FREE giftís)*. (FAALR71-A/B) 


Name (Mr./Ms.) = Г 4 gp | 2 


IPlease print and uodertine surname 





Address О Home Г) Office 
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Email -n d New Renew Ic = 25Р 
Choose one: Please indicate ус err Мо i yOu are à Curren! subscriber 
Û Charge my credit card: DE OG г) ш cu» 
Card No. = ___ Expiry / Signature _ 4 Ayr 
Li Payment enclosed: О Cheque DD No. 4 (Payable to LM A/C FORTUNE. For non-Delhi cheques please add Rs 10) s 
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THE 


COMPANIES 
TO WORK 
FOR IN INDIA 


THE BEST COMPANIES TO 


The fifth edition of one of India's most referred to | 


HERE, EVEN BEFORE WE 
realised it, this maga- 
zine is on to the fifth 
edition of its survey 
on the best employers 
in India, The Best Companies To 
Work For in India: 2005. The 
BT-Mercer-TNS study is into its 
second year (the magazine con- 
ducted the survey with another 
partner in the first three years), 





TO WORK 
AH IN INDIA 


and fairest of them all (like with 
most surveys this magazine does, 
this too has been emulated by 
pretenders with, at last count, 
some three look-alikes). At the 
core of all such surveys is a mea- 
sure of employee satisfaction; the 
true rigour of a survey, then, lies 
in the objective metrics it uses to 
layer over the core, and the fair- 
ness of the process. The metrics 







and remains the most transparent come from BT’s knowledge 


HOW TO PARTICIPATE 


m Participation in this survey is open to any company that operates 
in India, irrespective of its ownership. 

wm Participating companies must have been in existence in India 

for a minimum of four years, and must employ at least 200 
management/ executive-level personnel in India. 

m To participate іп the study, companies should log on to 
http://survey.tns-global.co.in/BestCompanies2005/Home.htm 
and register online. Additionally, as part of the registration 
process, participating companies should download the 
registration form (available on the site), print it on their letter-head 
and fax/courier the completed form to the following address: 

Ms Indrani Raychaudhuri, Research Co-ordinator 

TNS India; CICD Tower 

Institutional Area, Hauz Khas 

New Delhi 110 016 

E-mail: Indrani.Raychaudhuri@tns-global.com 

Fax: 011-5256 6677 

m Participating companies will be required to nominate a point 


WORK FOR IN INDIA: 2005 


surveys gets underway. 


partner, Mercer; the fairness from — 

research partner, TNS. Thus, all f ae nee 

data is iced, tabulated and 0 d NA Si TOP 10 (2004 RANKINGS) 
collated by TNS; Mercer analyses д y ND 

the data, but doesn't interact with a d 2. Е 

the firms involved and does not dd А 
even know their identities. That 
ensures that the BT-Mercer-TNS 
survey isn’t plagued by issues 
related to conflict of interest like 


2 INFOSYS 
A Toon lean HERMAN 
have what it takes? Canh i illing in 2005? 
company have what it takes an he retain top billing in 4 HCL COMNET 
5 HDFC 


i person for the study who will be the study coordinator from the 6 NTPC 
F . MEE Dane companies will have to share information regarding 
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wm The last date for companies to register is July 15, 2005. 
= By participating in the survey, companies are signalling their 8 SATYAM 
. .. willingness to be part of the special issue Business Today plans 
. to bring out on The Best Companies To Work For In India. COMPUTER 
п The Business Today, Mercer Human Resource Consulting and 
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‘Trust Your Team 


B.S. NAGESH, MD & CEO, Shoppers’ Stop 


LEADER’S ROLE CHANGES AS HIS 

organisation moves from being a start- 

up to one that is in its infancy to an 
organisation going through growth, adoles- 
cence and maturity. The best part of the 
leadership journey that I have undertaken has 
been my own learning experience, adopting 
to changes and challenges, and trying and 
testing new leadership techniques. 

A leader has to be fully convinced about 
the task he is undertaking, willing to try 
and experiment, be flexible to change, and 
respond quickly to initial success and failures. 
At an early stage the leader is the magician, 
and promoters, suppliers, employees and 
the world around him expect that he will suc- 
ceed. Therefore, ensuring success at the 
start-up stage becomes the most important 
quality of a leader, and it requires conviction, 
presentation and persuasion skills, 

As the company grows into infancy, a 
leader’s style undergoes a change. This 
stage requires nurturing, building basic 


good practices, mission, vision and values in 
the company. 

When a company is in its growth phase, 
the leadership role reverses, wherein the 
leader has to learn more and listen because 
most of the employees want to participate in 
the building process. Hence, a leader has 
to ensure high level of motivation, allowing 
space for growth and challenge, and at the 
same time ensuring that the organisation 
builds replicable practices. 

I have gone through all these stages, and 
now | am at a stage wherein I have to give a 
lot of space to my team for them to put 
their learning into practice and take up a 
leadership role. For a start-up leader, this is 
one of the most difficult stages wherein you 
have to give up and allow others to grow. 
This also gives the leader a chance to relearn 
to become a guide. A leader has to funda- 
mentally have all the above qualities, but 
essentially must trust his team and have full 
faith in their deliverability. El 
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ThinkPad recommends Microsoft® Windows® XP Professional 
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